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Number  One 


Distinctive  Bottles  One  of  the  questions  that  re- 
Por  Carbolic  Acid.  ceived  considerable  discussion  at 
the  November  meeting  of  the 
Council  of  the  Ontario  College  of  Pharmacy  was  that 
regarding  the  sale  of  poisons,  and  particularly  regard- 
ing carbolic  acid.  It  was  decided  to  apply  to  the  On- 
tario Legislature  at  its  next  session  to  have  the  Phar- 
macy Act  amended  so  as  to  make  compulsory  the  sale 
orcarbolic  acid  in  distinctive  bottles. 

The  council  in  taking  this  step  have  both  the  general 
public  and  their  own  interests  in  mind.  Many  lives 
have  been  lost  and  endangered  by  the  careless  use  of 
carbolic  acid,  and  accidents  from  this  source  do  not 
appear  to  be  diminishing  as  time  goes  on.  Their  ap- 
palling frequency  has  been  the  subject  of  much  com- 
ment by  the  daily  newspapers. 

Frequently  it  is  the  case  that  the  blame  is  errone- 
ously placed  on  the  druggist  when  he  has  not  been  re- 
sponsible in  the  least.  Nevertheless  the  very  fact  that 
the  blame  is  sometimes  shifted  to  his  shoulders  sihould 
cause  the  druggist  to  be  interested  in  ways  and  means 
of  lessening  the  number  of  accidents  from  this  source. 

A  number  of  druggists  have  already  adopted  a  bottle 
distinctive  in  shape  and  color  for  the  sale  of  carbolic 
acid,  and  have  found  that  not  only  is  it  appreciated 
by  customers  but  that  it  is  a  source  of  considerable 
satisfaction  to  themselves,  in  knowing  that  they  are 
doing  what  they  can  towards  the  prevention  of  acci- 
dents of  this  nature. 

Customers,  in  most  instances,  have  been  found  quite 
willing  to  pay  the  extra  charge  for  this  additional  safe- 
guard. Druggists  who  use  a  special  poison  bottle,  how- 
ever, have  been  at  a  disadvantage,  as  customers  could, 
if  they  wished,  go  to  some  other  dealer  and  get  the  acid 
without  purchasing  a  special  bottle.  If  made  compul- 
sory by  law,  all  dealers  will  be  placed  on  an  equal 
basis  in  the  sale  of  this  line. 


The  Sale  of  Con- 
sumption Cures. 


•    •    •    • 

Last  month  a  Toronto  firm  ad- 
vertising a  medicine  as  a  cure 
for  consumption  was  haled  be- 
fore the  courts  and  fined  for  false  advertising.  During 
the  evidence  one  prominent  medical  man  said  in  regard 
to  the  preparation : 


"In  my  opinion,  as  a  remedy  for  tuberculosis  it  is 
useless.  Its  claims  to  cure  are  false  and  absurd."  Yet 
when  the  authorities  visited  the  office  of  this  firm  they 
found  that  scores  of  people  had  been  sending  in  their 
money  for  this  medicine  at  the  rate  of  $5  per  bottle, - 
in  the  hopes  that  it  would  cure  them  of  consumption. 

It  is  most  regrettable  as  well  as  pathetic  that  victims 
of  this  dangerous  malady  should  have  their  hopes 
buoyed  up  and  their  money  taken  in  this  manner.  Even 
a  greater  pity  than  the  waste  of  the  money  spent  is  the 
fact  that  while  taking  such  useless  medicine  the  vic- 
tims are  neglecting  other  means  that  might  work  to 
some  good.  While  using  it  their  case  may  advance  to 
a  stage  where  it  cannot  be  checked.  Placing  depen- 
dence on  such  medicine  may  mean  the  patient's  death. 
When  one  stops  to  consider  the  question,  it  must  be 
realized  that  the  sale  of  such  useless  treatments  is  in- 
human, if  not  criminal. 

It  is  a  source  of  much  pleasure  that  the  medicine 
was  not  sold  through  the  drug  trade.  Nevertheless,  it 
drives  home  the  need  of  druggists  exercising  the 
greatest  care  in  the  selection  of  any  preparation  for 
sale  that  makes  any  claims  as  to  assisting  in  the  cure 
of  consumption.  Not  only  is  this  care  called  for  from 
a  humane  standpoint,  but  also  that  the  reputation  of 
the  drug  trade  for  having  the  interests  of  customers  at 
heart  may  be  maintained. 

•     •     •     • 

Is  That  the  "Is  that  the  smallest  you  havet" 

Smallest  Ton  How  often  a  customer  has  re- 

Have?  sented  such  a  question  by  a  deal- 

er or  clerk,  when  a  small  pur- 
chase has  been  made,  and  a  bill  of  large  denomination 
presented  in  payment.  Especially  is  this  so  when  the 
purchase  has  only  been  a  small  one,  for  the  question 
seems  to  infer  that  the  dealer  would  hardly  be  bother- 
ed changing  the  bill  for  such  a  trifling  purchase. 

Probably  the  salesman  does  not  mean  to  create  such 
an  impression,  but  nevertheless  he  frequently  does. 
This  should  not  be.  The  wise  dealer  always  welcomes 
the  small  purchase  as  well  as  the  large,  for  it  creates 
in  the  customer  the  habit  of  visiting  the  store,  and  he 
should  use  his  best  efforts  to  show  customers  that  he 
appreciates  even  their  small  purchases.     One  of  the 
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Free  to  Canadian  Dealers 

}/i- Dozen  Dr.  Cassell's  Tablets 


TAKE    ADVANTAGE    OF    THIS    PROPOSITION 

This  trial  quantity  of  Dr.  Cassell's  Tablets  will  be  given  to  every 
Druggist  in  Canada.  We  want  Druggists  to  test  the  superior 
merit  of  Dr.  Cassell's  Tablets,  and  to  have  some  in  stock  to  meet 
the  early  demand.  The  Quarter  Dozen  will  produce  $1.50  clear 
profit.  The  tablets  will  be  forwarded  to  the  druggist  by  the  Sole 
Canadian  Representatives  of  The  Veno  Drug  Co.,  Ltd. — Harold 
F.  Ritchie  &  Co.,  Ltd.,  10,  12,  14  McCaul  St.,  Toronto. 


The  Veno  Drug  Company,  Limited 

of  Manchester,  England,  has  come  to  Canada 

ENGLAND'S    CELEBRATED     HOUSEHOLD    REMEDY 

Dr.  Cassell's  Tablets 

WILL   NOW    BE    PLACED    ON    THE    CANADIAN   MARKET 

$60,000  to  $75,000  to  be  Spent  in  Advertising  First  Year 

The  Veno  Drug  Co.,  Ltd.,  spend  millions  of  dollars  advertising  their  lines 
all  over  the  world.  They  sell  the  goods  for  you.  From  $60,000  to  $75,000 
will  be  spent  the  first  year  in  Canada.  Order  Dr.  Cassell's  Tablets  from 
your  wholesaler,  Mr.  Druggist,  and  be  ready  for  the  profitable  business 
this  publicity  campaign  will  bring. 


PRICES 


1    doz.  $4.50  per  doz.  less  5% 
3     "      4.50    "     "      "    2%] 
6    "      4.50    "    "     "    5°/ 
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F.O.B.  Wholesale  Houtei  ia  Canada 


Veno  Lightning  Cough  Cure 
is  a  Sure  Winner 


Canadian  Jobbers  are 
Placing  Big  Order* 

The  Canadian  Jobbers  place 
every  confidence  in  The  Veno 
Drug  Co.,  Limited.  They  know 
their  methods  and  that  a  "Veno" 
proposition  must  be  a  good  one. 
Consequently,  many  of  the  lead- 
ing Canadian  Jobbers  have 
already  placed  large  orders  for 
Dr.  Cassell's  Tablets. 


The  Veno  Drug  Company,  Limited,  Proprietors 


10,  12,  14  McCaul  Street 


HAROLD  F.  RITCHIE  &  CO.,  Limited 

Canadian  Sailing  Agantt 


Toronto,  Ontario 


January,  1915 
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best  ways  is  to  always  keep  plenty  of  change  on  hand 
and  be  willing  at  all  times  to  change  the  largest  bill 
for  the  smallest  purchase.  Sometimes  customers  just 
buy  some  trifling  article  in  order  to  get  a  bill  changed, 
but  every  little  bit  helps,  and  if  you  can  induce  these 
purchases  by  always  having  plenty  of  change,  do  so. 
Drop  the  phrase,  "Is  that  the  smallest  you  have?" 


Sarcasm  from  the  Whenever  our  brother  scribes  of 
Lay  Press.  the  daily  and  periodical  lay  press 

run  short  of  material  they  take  a 
crack  at  some  branch  of  the  retail  trade.  In  their  turn, 
the  grocer,  hutohor,  and  even  the  druggist  is  made  the 
victim  of  this  so-called  humor.  For  instance,  here  is 
a  choice  morsel  of  sarcasm  recently  aimed  at  the  drug 
trade  for  their  aggressiveness  in  the  matter  of  side- 
lines, by  a  city  publication: 

"It  is  respectfully  suggested  to  the  down  town  drug 
stores  that  they  are  overlooking  an  opportunity  to  in- 
crease their  profits.  As  far  as  is  known,  not  a  single 
drug  house  now  carries  baled  hay.  This  is  a  good  pro- 
fitable line  and  should  not  be  overlooked  by  the  amhi- 
tious  drug  men.  Beyond  this  item  there  are  no  sugges- 
tions to  be  made.  This  is  the  one  'bet'  the  drug  men 
have  overlooked.  All  of  them  now  sell  custard  pie, 
Swiss  cheese  sandwiches,  and  French  pastry,  while 
man}'  do  a  brisk  business  in  vegetable  soup,  fresh  laid 
eggs,  canned  coffee,  and  practically  everything  that 
the  public  eats,  wears,  washes  with  or  thinks  about. 

"In  mentioning  the  merchandise  sold  by  our  modern 
drug  stores,  the  statement  that  they  carry  some  drugs 
should  not  be  overlooked.  Even  the  smaller  drug 
stores  carry  drugs.  Of  (jourse,  drugs  are  only  a  side 
line,  but  nearly  every  drug  house  has  a  few  bottles  con- 
taining colored  liquids  labeled  with  meaningless  Latin 
names.  These,  however,  never  are  permitted  to  inter- 
fere with  the  proper  playing  up  of  the  soda  water  and 
cafe  departments,  or  with  the  intelligent,  display  of 
horse  blankets,  stationery,  automobile  accessories, 
vacuum  cleaners  and  sporting  goods. 

"The  day  of  the  trim  old-time  pharmacy  with  its 
rows  of  bright,  clean  bottles  and  its  dignified  academic- 
looking  apothecary  are  passed.  To-day  the  sick  and 
lame  and  the  halt  must  be  jostled  about  and  await 
their  turn  while  the  Sheldon-trained  sales  persons  ex- 
pound to  more  sturdy  customers  upon  the  merits  of 
fountain  pens,  thermos  bottles,  steel  cut  coffee  and 
bathing  suits." 

While  the  picture  of  the  modern  drug  store  as 
painted  above  is  a  little  overdone,  it  no  doubt  amused 
the  readers  of  that  journal  to  some  extent..  The  drug- 
gist can  well  afford  to  smile  also  in  the  knowledge  of 
the  fact  that  it  is  the  many  fitting  sidelines  now 
handled  that  give  him  his  best  profit.  Such  sarcasm 
as  reproduced  above  only  serves  to  impress  the  pub- 
lic with  the  big  variety  of  lines  that  is  obtainable  in 
the  modern  drug  store. 


Every  Dealer  Every    merchant    should    take 

Should  Take  Stock  stock  and  make  out  a  fiscal 
statement  at  least  once  a  year. 
The  benefits  are  so  great  that  no  man  who  has  his  own 
interests  at  heart  can  afford  to  pass  up  this  important 
work,  even  though  it  does  take  considerable  time  from 
the  regular  and  routine  work  of  the  store.  What  is 
the  use  of  giving  all  your  time  to  strenuous  marching 
unless  you  know  you  are  marching  in  the  right  direc- 
tion?   In  the  same  way,  what  is  the  use  of  laboring 


h«rd  for  business  unless  you  know  that  you  are  conduct- 
ing business  in  a  profitable  manner?  That  is  what  the 
annual  inventory  shows  you. 

It  can  well  be  described  as  the  business  man's  X- 
ray.  It  brings  to  light  many  of  the  important  details 
of  his  business  that  could  not  otherwise  be  ascertained. 
It  shows  him  the  true  standing  of  his  business  and 
allows  him  to  gauge  competently  as  to  the  progress  be- 
ing made,  and  whether  it  is  safisfactory. 

Listless  dealers  sometimes  think  that  they  know 
these  particulars  well  enough  without  going  to  the 
work  of  taking  stock.  They  are  merely  guessing,  how- 
ever, and  guesswork  has  no  place  in  business  to-day. 
The  merchant  must  know  for  a  certainty. 

He  must  ascertain  at  least  once  a  year  if  satisfactory 
progress  is  being  made.  If  not,  an  examination  should 
at  once  be  made  into  the  cause  with  the  aim  of  removr 
ing  it.  If  he  does  not  take  stock  he  will  not  be  aware 
of  the  fact  that  profits  are  not  what  they  should  be 
and,  therefore,  he  continues  on,  all  unconscious  that  he 
is  not  sailing  in  the  direction  of  Port  Success. 


SHORT  NOTES  FROM  THE  EDITOR'S  PEN 

Now  for  1915. 

•  •     • 

Greet  the  New  Year  with  a  smile. 

•  •     • 

Get  off  to  a  good  start  on  the  year's  business. 

•  •     • 

With  dollars  and  sense  a  man  can  do  much. 

•  •     • 

Lucky  is  the  man  who  never  depends  on  luck. 

•  •     • 

As  to  breakability,  fancy  china  has  nothing  on  New 

Year  resolutions. 

•  •     • 

Kind  words  are  often  wasted  when  a  swift  kick 
would  be  more  effective. 

•  •     • 

Only  the  man  who  labors  for  what  he  spends  can 
ever  know  the  real  joy  of  spending. 

•  •     • 

A  submarine  is  the  shape  of  a  cigar.  It  is  the  most 
deadly  thing  in  the  shape  of  a  cigar  that  we  know  of. 

•  •     • 

The  United  States,  while  at  peace  with  the  world, 
spends  $500,000,000  a  year  on  drugs — internal  troubles 

probably. 

•  •     • 

A  good  policy  is  for  the  dealer  to  give  credit  only  tq 
those  to  whom  he  Would  personally  lend  the  value  of 
the  goods  in  real  cash. 

•  •     •' 

"Buy  goods  made  in  Canada"  is  a  good  slogan,  but 
we  think  a  better  one  would  be  "Buy  in  your  home 
town,  goods  made  in  Canada." 

•  •     • 

"Stop  that  cough  ere  it  carries  you  off"  was  the 
I'hyming  head  to  a  recent  drug  ad.  To  which  we  v.en-. 
ture  to  remark  that  "It's  not  the  cough  that  carries 
you  off,  but  the  coffin  they  carry  you  off  in." 

'•     •     • 

To  all  our  readers  we  extend  the  season's  greetings 
with  the  sincere  wish  that  the  new  year  may  bring 
with  it  an  era  of  even  greater  prosperity  and  happi- 
ness to  each  and  every  one.  ' 
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Some  New  Year  Thoughts  for  the  Retail  Druggist 


By  WM.  J.  BRYANS,  Editor  of  The  Retail  Druggiit 


Looking  Backward  As  the  candles  of  the  old  year 
and  Forward.  iflicker  and  we  pass  on  to  another 

lap  in  the  business  race,  it  is  well 
that  we  look  back  over  our  shoulder  in  retrospect.  In 
these  times  of  hurry  and  hustle  the  busy  man  cannot 
afford  to  linger  long  in  his  backward  glance  at  affairs 
of  the  year  just  closed.  He  must  need  make  but  a 
period  and  begin  a  new  sentence. 

Nevertheless,  even  a  hasty  review  of  the  experiences 
of  the  past  twelve  months  must  reveal  to  you  some 
things  that  might  have  been  done  better.  The  wisest 
man  makes  errors.  Indeed,  it  might  well  be  said  that 
any  merchant  with  a  fair  amount  of  ambition  and  ini- 
tiative is  bound  to  make  mistakes.  The  making  of  such 
mistakes  should  not  dishearten  or  discourage.  It 
merely  behooves  the  dealer  to  profit  by  his  mistakes  in 
the  future  conduct  of  his  business. 

The  review  of  the  year  shows  up  the  good  and  bad 
spots  in  business  endeavor.  Now  to  plan  for  the  com- 
ing year,  incorporating  in  the  scheme  of  action  those 
things  that  have  proved  most  beneficial  in  the  past 
year — discarding  those  things  that  have  retarded  pro- 
gress. 

•    •    •    • 

As  to  New  Year's  With  the  coming  of  the  new  year, 
Besolntions.  the  making  of  new  resolutions  is 

again  in  order,  or  rather  might 
it  be  said  the  re-making  of  old  resolutions.  It  is  fre- 
quently the  case  that  the  period  between  "making" 
and  "breaking"  of  resolutions  is  very  short.  And 
when  we  stop  to  think  of  it,  what  is  the  use  anyway  of 
making  a  score  of  resolutions,  no  matter  how  ideal 
they  may  be,  only  to  break  them  before  the  new  year 
has  really  got  under  wayt 

Let  the  dealer  lead  off  his  list  of  resolutions  this 
year  with  a  pledge  that  those  resolutions  that  are  made 
will  be  faithfully  adhered  to.  This  should  be  the  first 
and  great  resolution  of  the  new  year,  because  it  is  the 
one  upon  which  the  value  of  all  the  rest  must  stand 
or  fall. 

Ambition  to  attain  greater  heights  of  business  suc- 
cess should  be  shown  by  every  dealer  in  his  resolutions 
and  plans  for  the  coming  year.  Greater  things  can 
only  be  accomplished,  however,  by  greater  endeavor 
and  the  incorporation  in  the  year's  scheme  for  big 
business,  of  new  and  original  plans  of  gathering  more 
customers  and  trade  to  the  store. 

As  the  years  go  on  the  business  man  who  does  not 
want  to  be  outstripped  in  the  business  race  by_  aggres- 
sive competitors  must  constantly  keep  introducing  new 
methods  and  new  life  into  his  business.  It  is  a  worthy 
resolution  for  the  coming  year,  that  you  will  watch 
for  every  possible  opportunity  of  introducing  new 
plans  and  ideas  that  will  assist  in  building  up  a  bigger 
and  better  business. 


The  Profit  Side 
of  Business. 


Every  man  in  business  should 
give  consideration  to  the  ques- 
tion of  profit.  The  making  of 
money  should  not  be  made  the  only  aim  in  life,  but, 
having  launched  in  business,  the  dealer  should  try  to 


attain  the  greatest  possible  success  by  honest  and  fair 
methods.  We  would  say  a  man  was  sadly  lacking  in 
the  best  qualities  of  manhood  who  owned  a  farm  and 
did  not  cultivate  it  in. a  manner  to  produce  the  best 
results,  and  the  same  thing  is  true  of  the  dealer  who 
does  not  reap  as  richly  as  possible  from  his  business. 

Yet,  how  frequently  do  we  find  the  profits  of  mer- 
chants falling  below  what  they  should  be.  Leaks  and 
lack  of  a  proper  knowledge  of  the  question  of  profits 
are  robbing  them  every  year  of  a  good  deal  of  money 
that  should  be  theirs.  Frequently,  they  find,  after 
years  of  strenuous  labor  in  their  chosen  business,  that, 
financially,  they  have  accomplished  little. 

Such  instances  are  most  pathetic,  particularly  be- 
cause of  the  fact  that  they  could  frequently  be  avoided 
if  the  dealer  would  give  the  question  of  profit  the 
serious  consideration  that  it  deserves.  Too  many 
dealers  are  trying  to  operate  their  business  on  a  mar- 
gin that  is  not  large  enough  to  bear  the  high  expenses 
that  are  connected  with  the  running  of  a  business  to- 
day. Others,  through  careless  management,  are  hav- 
ing the  heart  cut  out  of  their  profit  by  little  leaks  and 
losses. 

Find  out  if  these  things  are  true  of  your  business, 
and,  if  they  are,  apply  a  remedy  at  once.  Profit  is  essen- 
tial in  business.     Give  consideration  to  the  question. 


Your  Co-operation  During  the  festive  season,  when 
Solicited.  the  spirit  of  kindliness  and  good- 

will is  abroad  in  the  land,  we  all 
feel  closer  to  one  another.  In  this  regard,  if  there  is 
one  wish  uppermost  in  our  mind,  it  is  that  we  may  be 
able  to  get  in  closer  touch  with  all  our  readers.  We 
wish  it  not  only  during  the  festive  season,  but  from 
one  year's  end  to  another.  We  want  every  druggist 
and  clerk  to  realize  that  this  is  his  paper,  conducted 
for  his  benefit  and  the  general  advancement  of  the 
trade. 

We  wish  to  extend  our  thanks  to  those  who  have  as- 
sisted us  during  the  past  year  and  trust  that  an  in- 
creasing number  will  lend  their  aid  to  us  in  the  future 
in  making  this  the  most  practical  and  valuable  paper 
for  retail  druggists  that  is  published.  The  men  in  the 
trade  can  help  us  a  good  deal  by  sending  along  to  us 
any  plans  or  ideas  which  they  are  finding  of  value  in 
their  business;  by  expressing  their  opinions  through 
our  columns  on  any  drug  store  question;  by  sending 
along  enquiries  for  any  information  they  may  desire. 
The  interchange  of  these  ideas  and  methods  is  cer- 
tain to  result  in  much  mutual  good. 

Every  man  in  the  drug  business  is,  or  at  least  should 
be,  interested  in  the  general  advancement  of  the  trade 
in  which  he  is  engaged.  One  way  in  which  he  can  do 
something  for  the  general  good  of  the  trade  is  by 
sending  his  methods  and  ideas  along  to  this  paper. 

At  this  time  of  the  year,  when  the  spirit  of  goodwill 
and  co-operation  is  at  its  height,  the  dealer  should  de- 
cide that  henceforth  he  will  do  his  part  in  the  inter- 
change of  ideas  that  is  of  such  great  value  to  all  those 
in  the  trade. 
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Store  Kinks  and  Money  Makers  for  Retail  Druggists 


A  variety  of  ideas  and  methods  that  will  help 
the  retail  druggist  build  for  bigger  business 


A  DEALER  has  the  following  advice  to  give  re- 
garding the  washing  of  mirrors : — 
They  should  be  washed  with  cold  water, 
using  a  chamois  leather  and  soft  cloth.  They 
polish  more  brightly  if  washing  blue  is  added  to  the 
water,  or  better  still,  if  a  little  wood  ash  is  tied  up  in 
a  muslin  and  allowed  to  dissolve  through.  The  use 
of  a  paste  of  whiting  is  not  to  be  recommended.  Tt 
certainly  produces  a  good  polish,  but  is  liable  to  be 
gritty  and  produce  unsightly  scratches  on  the  surface 
of  the  glass.  An  old  silk  handkerchief  makes  an  ex- 
cellent polisher  for  mirrors,  as  does  also  tissue  paper 
of  good  quality.  > 

"WATCH    THIS    BULLETIN." 

This  heading  strikes  the  eye  of  thousands  who  daily 
pass  by  one  of  the  biggest  drug  stores  in  Boston. 
Every  day  a  special  bargain  is  featured  on  this  bul- 
letin. The  idea  is  a  splendid  one.  It  has  resulted  in 
increased  sales  on  the  articles  advertised.  Many  per- 
sons who  daily  pass  by  on  their  way  to  work  make  it 
a  point  to  glance  at  the  bulletin,  and  when  any  article 
is  featured  that  they  need,  step  in  and  purchase. 

The  Retail  Druggist  learns  of  another  dealer  who 
has  a  small  blackboard  which  is  kept  in  the  centre  of 
the  window  and  which  is  used  in  somewhat  the  same 
manner.  It  proves  a  means  of  directing  attention  to 
the  window  and'  helps  to  arouse  interest  in  different 
lines  shown  there. 

GETTING    PEOPLE    TO     READ     LETTERS    AND 
CIRCULARS. 

It  is  frequently  difficult  to  get  the  attention  of  cus- 
tomers by  letters  or  circulars.  The  customer  who  re- 
ceives them  is  likely  to  cast  them  aside  with  little 
attention  unless  there  is  some  outstanding  feature 
about  them  to  attract  attention.  A  plan  that  has  been 
used  by  dealers  in  various  lines  of  business  is  that  of 
paying  the  prospect  for  his  or  her  time  in  reading  the 
letter  or  circular.  The  advertising  is  sent  out  to  those 
on  the  mailing  list  and  with  it  a  cheque  for  a  small 
amount,  say,  five  cents.  The  first  paragraph  of  the 
letter  reads: 

"We  know  your  time  is  valuable  and  we  are  will- 
ing to  pay  for  it  at  the  rate  of  $10  per  day.  We  just 
want  two  minutes  of  your  time,  and  although  this 
letter  is  of  itself  well  worth  your  while,  we  are  veil- 
ing to  pay  you  for  the  two  minutes  it  takes  to  read  it, 
for  which  we  enclose  you  our  cheque  for  five  cents." 

The  unusualnesa  of  the  idea  proves  excellent  adver- 
tising for  the  store.  Druggists  might  probably  be  able 
to  use  this  plan  to  advantage  when  they  have  some- 
thing special  which  they  wish  to  interest  customers  in. 

WINDOW  DIVIDED  INTO  REMOVABLE  SECTIONS 

A  merchant  who  for  years  has  been  in  the  habit  of 
neglecting  his  windows  for  want  of  time  to  properly 
decorate  them,  recently  hit  upon  the  idea  of  dividing 
the  vnndow  into  sections,  having  each  section  remov- 
able and  built  so  that,  by  having  one  duplicate,  there 
was  at  all  times  one  section  back  in  the  store  being 
fixed  up  and  there  to  work  on  during  odd  moments. 
Such  a  plan  besides  allowing  the  dealer  to  look  after 
his  window  display  to  better  advantage  has  the  fea- 


ture that  being  changed  one  section  at  a  time,  the 
window  display  is  always  in,  and  its  power  as  a  busi- 
ness attractor  is  constantly  maintained.  This  is  of 
particular  importance  to  a  dealer  located  on  a  busy 
street  and  who  depends  largely  on  his  windovra  for 
trade. 

GOOD  SILENT  SALESMAN  FOR  DRUGGIST. 

Herewith  is  shown  an  illustration  of  a  show  case 
that  makes  a  particularly  good  silent  salesman  for  the 
display  of  a  variety  of  one-priced  articles.  The  drug- 
gist should  be  able  to  make  good  use  of  such  a  case. 
There  are  always  a  variety  of  small  articles  carried 


/ 


Illustration  of  silent  salesman  for  showing  variety  of 
one-priced  linee. 

that  it  is  difficult  to  give  prominence  to  in  an  effective 
manner.  A  show  case  like  this  solves  the  problem,  and 
each  group  of  articles  having  a  price  tag  attached 
makes  it  a  real  silent  salesman. 

WINDOW   DISPLAY   SUGGESTIONS. 

Good  window  trimming  means  the  increasing  of  the 
store's  sales. 

A  crowded  window  loses  a  good  deal  of  its  value. 

Novelty — Properly  explained — always  attracts. 

Have  a  plan  drawn  out  before  you  start  to  dress 
a  window. 

Change  your  backgrounds  frequently. 

Remember  the  object  of  the  window  is  to  sell  goods. 
Aim  for  attractiveness  but  keep  selling  power  in  mind. 


THE  MAN  WHO  WOTTLD  NOT  ADVEETISE 

There  was  a  man  in  our  town, 
And  he  was  wondrous  wlae. 

He  swore  by  aU  the  dogs  that  he 
He  would  not  advertise. 

At  last  one  day  he  advertised. 

And  thereby  hangs  a  tale: 
The  ad.  was  set  in  nonpareil 

And  headed  "Sheriff's  Sale." 
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TTie  Necessity  of  Taking  Stock  and  How  to  do  it 

Taking  stock  "nd  making  out  an  annual  statement  shows  particulars  regarding 
business   that  can   be  secured    in    no   other    way — The   method  of  procedure. 


EVERY  merchant  should  take  stock  and  make  out  a 
financial  statement  at  least  once  a  year.  It  un- 
earths so  many  particulars  of  a  business  that 
could  not  otherwise  be  secured,  and  shows  so  clearly 
the  exact  standing  of  affairs  as  well  as  the  progress  dur- 
ing the  year,  that  its  big  value  is  conceded  by  every 
business  man  who  makes  a  practice  of  taking  an  annual 
inventory. 

The  Advantages  of  Stocktaking. 

It  is  absolutely  necessary  to  know  whether  the  busi- 
ness is  making  a  sufficient  profit,  and  the  only  way  to 
ascertain  this  is  by  taking  stock. 

If  progress  is  found  to  be  unsatisfactory,  steps  can  be 
taken  to  remedy  the  trouble.  If  the  dealer  does  not 
take  stock,  he  will  not  be  aware  of  the  fact  that  profits 
are  not  what  they  should  be,  and,  therefore,  he  con- 
tinues on,  all  unconscious  that  he  is  not  making  favor- 
able progress. 

The  amount  of  business  done  during  the  year,  or  the 
amount  of  money  on  hand,  is  not  an  accurate  gauge  of 
the  real  results  of  the  year's  work.  A  complete  inven- 
tory is  the  only  thing  that  shows  it  up  accurately. 

Guessing  Will  Not  Do. 

Some  dealers  are  encountered  now  and  again  who 
think  they  know  the  progress  of  their  business  well 
enough  without  going  to  the  trouble  of  stocktaking. 
These  are  generally  the  dealers  who,  after  many  years 
of  strenuous  labor,  find  out  that  financially  they  have 
accomplished  little.  They  have  gone  on  from  year  to 
year  thinking  that  they  were  doing  all  right,  but  the 
man  who  "guesses"  that  he  is  making  satisfactory 
headwav  is  likely  to  wake  up  some  day  to  the  realiza- 
tion that  he  has  guessed  wrong. 

In  these  days  of  increasing  expenses  and  decreasing 
margins  of  profits  there  is  absolutely  no  room  for 
guessing.  The  business  man  of  to-day  must  know  for 
a  certainty. 

Planning  Ahead  For  the  Work. 

In  order  that  the  work  of  stocktaking  may  be  car- 
ried on  with  the  least  trouble  and  greatest  rapidity, 
some  preparations  should  be  made  in  advance.  When- 
ever bins  or  containers  are  empty,  they  should  be 
weighed  and  the  weight  marked  on  them,  so  that  when 
it  comes  to  stocktaking  all  that  is  necessary  is  to  weigh 
the  receptacle  with  the  goods  in  it  and  deduct  the  tare. 
This  saves  the  trouble  of  removing  the  contents  in  order 
to  weigh. 

Stocktaking  affords  a  good  opportunity  for  house- 
cleaning.  While  goods  are  being  taken  down  and 
counted  is  a  good  time  to  dust  them  and  rearrange  dis- 
plays. It  is  also  an  excellent  time  for  getting  a  line  on 
stickers  that  are  not  moving  the  way  they  should. 
Many  dealers  make  an  effort  to  clear  these  out  before 
commencing  to  take  stock. 

The  Method  of  Procedure. 
Those  engaged  in  stocktaking  should  divide  them- 
selves into  twos.  One  man  calls  off  the  stock  as  he 
counts  it,  and  the  other  inserts  the  quantity,  descrip- 
tion and  the  cost  price,  if  it  is  known,  on  the  inventory 
sheets.    Loose  sheets  are  the  best  for  this  purpose.  Af- 


terwards they  can  be  bound  together  in  stock  book 
form. 

A  little  system  will  lessen  the  work  considerably. 
Don't  do  a  little  here  and  a  little  there — jumping  all 
over.  Start  in  at  one  section  and  go  through  that  one 
completely.  Collect  together  all  articles  of  a  like  na- 
ture, and  count  them  all  at  once.  Don't  call  off  a  quan- 
tity of  a  certain  line,  and  a  moment  after  call  off  some 
more.  Put  similar  articles  all  together,  if  possible.  It 
saves  time  in  making  extensions,  also. 

Keeping  Track  of  Sales  During  Stocktaking. 
If  stocktaking  is  to  be  made  to  extend  over  a  con- 
siderable business  period  it  will  be  necessary  to  have 
a  system  so  that  goods  which  have  been  listed,  and 
afterwards  sold  and  included  in  the  cash  on  hand  or  in 
amount  on  books  will  be  deducted  from  the  stock  ac- 
count. As  goods  are  called  off,  a  slip  is  left  on  them 
showing  they  have  been  taken.  Then,  if  any  of  the 
goods  taken  are  sold  it  is  noted  on  the  slip.  When 
stock  has  been  completely  taken,  the  items  appearing 
on  these  slips  are  added  together  and  deducted  from 
the  total  of  the  stock  sheets,  because  their  amount  i» 
represented  either  in  cash  or  book  accounts.  Dupli- 
cation is  in  this  way  prevented. 

Some  Features  of  the  Work. 

Economize  on  time  wherever  possible.  For  instance,^ 
stock  sheets  that  are  usually  used  contain  a  price  col- 
umn and  an  extension  column.  When  only  one  article- 
is  called  off,  it  is  not  necessary  to  put  it  down  in  the 
price  column.  It  can  at  once  be  put  into  the  extension 
column.  If  put  into  the  price  column  first,  it  only 
means  that  the  man  making  the  extension  has  to  dupli- 
cate the  figures. 

The  question  sometimes  arises,  in  the  case  of  goodi 
that  have  advanced  in  value  since  purchased,  as  to 
whether  they  should  be  listed  at  actual  cost  price  or 
cost  to  replace.  We  believe  that  in  this  case  the  deal- 
er is  quite  justified  in  quoting  at  the  higher  price,  just 
as  a  lower  price  should  be  placed  on  unsaleable  or  shop- 
worn goods. 

It  should  be  borne  in  mind  that  it  is  always  better 
to  underestimate  than  to  overestimate.  A  man  can  al- 
ways stand  to  be  a  little  better  off  than  he  figures,  but 
sometimes  he  can't  afford  to  be  any  worse  off  finan- 
cially than  he  thinks  he  is. 


If  you  have  the  right  kind  of  clerks,  you  will  not 
need  so  many  of  them.  If  you  have  not  the  right  kind, 
get  them. 


WHAT  PROFIT  IS 
Prom  System. 

PROFIT  is  not  interest  on  Investment,  It  Is  not  a 
salary  paid  for  managing  the  business.  Botb 
these  are  items  which  the  proprietor  should  pro- 
perly pay  himself  as  investor  in  and  manager  of  his 
own  business.  Whether  he  receives  a  profit  above  this 
depends,  in  the  long  run,  on  his  ability  as  a  business 
man  to  earn  that  profit  from  the  people  he  serves.  For 
profit  is  the  owner's  return  for  risk  taken  in  providing 
for  the  wants  of  his  customers  and  community. 
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How  to  Make  Out  the  Annual  Financial  Statement 


How  to  make  out  the  annual  statement  of  resources  and  liabilities  so 
as  to  make  comparison  With  standing  of  business    with  precious  year. 


WHILE  the  taking  of  an  inventory  of  stock  is  im- 
portant, in  the  fact  that  it  shows  whether  the 
stock  is  being  kept  small  enough  for  the  year- 
ly turnover,  the  making  out  of  a  financial  statement  at 
the  sam'e  time  is  of  even  greater  importance.  The  deal- 
er wants  to  know  how  much  money  he  has  made  during 
the  year,  and  whether  it  was  enough  for  the  amount  of 
business  done,  and  this  is  what  the  annual  financial 
statement  gives  him.  It  shows  him  the  exact  standing 
of  his  business  and  makes  possible  a  comparison  with 
previous  years  to  ascertain  what  progress  is  being 
made. 

Figures  Necessary  to  Make  Out  Statement. 

The  financial  statement  is  a  summary  of  the  assets 
and  liabilities  of  the  business.  Other  particulars  be- 
sides the  amount  of  stock  are  necessary.    They  are: 

Resources — Amount  of  stock,  accounts  on  books,  fix- 
tures and  equipment,  cash  in  bank,  cash  on  hand,  and 
bills  receivable. 

Liabilities — Amount  due  on  stock,  drafts  signed  and 
not  due,  and  all  other  outstanding  obligations  of  the 
business. 

All  these  particulars  are  necessary  before  the  dealer 


Resources 

Liabilities 

Amount  of  Stock 
Accounts  on  Books 
Fixtures  and  Equip- 
ment 
Cash  in  Bank 
Cash  on  Hand 
Bills  Receivable 

2,300 
1,300 

700 

650 

50 

.300 

Amt.  due  on  Stock 
Drafts  Signed 
Other  Obligations 

Respurces  over 

Liabilities 

1,300 
200 
100 

3,700 

$5,300 

$5,300 

Resources  over  Liabilities — this  year 
Resources  over  Liabilities — last  year 

53,700 
2,300 

P 

Jet  profit  for  year 

S1.400 

A  sample  financial  statement  described  in  accompanying  article. 

is  ready  to  prepare  his  yearly  statement,  showing  the 
standing  of  his  business. 

A  Sample  Statement. 

Herewith  is  reproduced  a  sample  financial  statement 
that  will  be  of  use  as  a  guide  to  the  retailer  in  prepar- 
ing his.  In  this  case  the  resources  of  the  business 
amount  to  $5,300,  and  liabilities  to  $1,600,  leaving  a 
difference  of  $3,700.  Last  year,  when  this  dealer  took 
his  inventory,  he  had  a  balance  of  $2,300,  so  that  during 
the  past  year  he  has  made  a  net  profit  of  $1,400.  Of 
course,  if  any  money  has  been  taken  from  or  added  to 
the  business  during  the  year,  it  has  to  be  added  to  or 
deducted  from  the  net  profit  as  shown  here.  An  in- 
ventory carried  on  in  this  way  from  year  to  year  allows 
an  excellent  comparison  of  progress  to  be  made. 

Arriving  at  Values. 

Book  accounts  should  be  put  in  at  their  actual  col- 
lectable value.  Difl'erent  methods  are  used  in  listing 
fixtures.     Some  dealers  deduct  a  certain   percentage 


each  year  for  deterioration  in  fixtures.  The  percentage 
of  reduction  is  based  on  the  life  of  the  fixture.  For  in- 
stance, if  the  life  of  a  fixture  is  estimated  at  seven 
years,  14  per  cent,  plus  would  be  deducted  off  the  cost 
yearly.  Say,  if  a  fixture  cost  $100,  then  the  dealer, 
operating  on  this  plan,  would  reduce  the  value  of  it  in 
his  inventory  $14.30  each  year. 

All  dealers  do  not  favor  this  plan,  some  arguing  that 
a  fixture  may  be  worth  as  much  to-day  as  it  was  a  year 
ago,  and  that,  therefore,  the  dealer  should  use  his  own 
.judgment  in  setting  the  value  of  his  fixtures.  They,  at 
least,  should  not  be  listed  at  the  cost  price,  because  a 
used  article  cannot  be  sold  for  its  cost,  even  though  it 
may  be  practically  as  good  as  new. 

In  Case  Dealer  Owns  Buildingf. 

In  case  the  dealer  owns  the  building  he  occupies  and 
wishes  to  include  it  in  the  statement,  if  there  has  been 
any  advance  in  the  value  of  the  building  the  amount 
of  advance  should  be  deducted  from  the  net  profits  of 
the  year  to  show  the  exact  amount  of  money  made  by 
the  business  itself.  The  advance  in  the  value  of  the 
building  should  have  nothing  whatever  to  do  with  the 
profits  of  the  business.  If,  however,  any  improvements 
have  been  made  in  the  building  during  the  year,  and 
the  cost  has  been  borne  by  the  business,  it  is  then  only 
right  that  the  advance  in  value  should  be  allowed  in 
the  net  profits. 

A  correct  yearly  statement  is  of  immense  value  to  a 
dealer,  and  special  care  should  be  taken  in  its  prepara- 
tion to  get  it  accurate. 


Not  the  least  important  part  of  salesmanship  is  put- 
ting on  the  finishing  touches  that  send  the  customer 
away  with  a  good  taste  in  his  mouth. 


SIDE  SHOTS  ON  PHARMACY 
By  W.  J.  B. 
"Building  Castles  in  Spain." 

IN  a  pretty  rural  hamlet  lives  a  dealer,  Jones  by 
name,  weaving  dreams  of  pleasant  nature — castles 
in  the  land  of  Spain.  During  dull  or  cheery  weather 
you  will  find  him  by  the  fire,  seeing  visions  In  the 
smoke  clouds  wafted  from  a  much-used  briar.  Through 
the  years  that  stretch  before  him  he  can  see  a  rosy 
way,  filled  with  many  joys  and  pleasures — little  work 
and  much  of  play.  In  the  intervening  period  there  is 
glory  and  renown,  brought  by  success  in  his  business 
and  by  honor  from  his  town.  Thus  he  muses  of  the 
future,  while  work  waits  about  his  store,  and  the 
trade  of  which  he's  dreaming  rushes  past  his  very  door. 
Like  so  many  other  dealers,  he  has  dreams  of  brightest 
hue,  but  towards  the  getting  of  them  he  has  yet  a 
lot  to  do.  Bright  the  picture,  but  the  painting  he  is 
much  inclined  to  shirk,  while  he  may  be  long  on  dream- 
ing he  is  mighty  short  on  work.  And  in  all  the  walks 
of  this  life  yon  will  find  the  same  thing  true — things 
you  get  by  idle  dreaming  minus  work  are  very  few. 
If  the  dreams  of  all  were  granted  there  would  be  no 
poverty,  but  the  powers  that  have  the  granting,  rule 
that  such  things  shall  not  be.  If  you  want  to  reach 
your  ideals  do  not  idleness  pursue,  but  be  ever  up  and 
striving  that  those  bright  dreams  may  come  true. 
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Features  of  a  New  Attractive 
Drug  Store       : 


New  Store  of  F.  C.  Weber, 
of  Peterborough,  Ont. 


THERE  was  opened  in  Peterborough,  Ont.,  in  August  last,  a  new  drug 
store  with  many  notable  and  commendable  features.  The  store  in  ques- 
tion was  that  of  P.  C.  Weber,  a  graduate  of  the  1911-12  class  of  the  On- 
tario College  of  Pharmacy.  It  is  the  second  store  which  he  has  opened  in  Pet- 
erboro,  and  is  located  at  218-222  Charlotte  street.  His  other  store,  at  King  and 
BethuJie  streets  of  that  city,  is  now  being  conducted  as  a  branch,  and  the  new 
and  larger  one  as  the  main  store. 

The  new  store  is  well  located  on  a  street  car  line,  and  in  surroundings 
that  cannot  help  but  prove  advantageous  to  trade  in  many  lines.  The  front  is 
so  constructed  as  to  stand  out  prominently  and  catch  the  eye  of  the  passerby. 
As  the  photograph  reproduced  here  shows,  the  store  has  a  big  front.  It  meas- 
ures 47  feet,  giving  two  entrances  and  three  display  windows,  thus  affording 
good  opportunity  for  inducing  business  by  window  display. 

The  store  is  not  a  deep  one,  so  that  any  part  of  it  can  be  seen  from  the 
outside,  thus  really  making  of  the  store  one  huge  silent  salesman,  in  which  a 
big  variety  of  lines  is  shown  to  the  passing  public  to  advantage. 

The  interior  is  attractive,  to  say  the  least.  The  store  is  fitted  through- 
out with  silent  salesmen.  The  wall  case  fixtures  are  of  the  latest  design,  with 
the  usual  wall  mirrors.    They  were  installed  by  Jones  Bros.,  of  Toronto. 

A  novel  decorative  plan  has  been  carried  out,  all  the  fittings  combining 
to  effect  a  palm  garden  appearance.  The  ceilings  are  beamed,  and  of  cream- 
tinted  metal.  The  walls  blend  beautifully  with  the  fixtures  and  ceilings,  hav- 
ing a  stucco  finish.  Two  magnificent  leaded  domes  divide  each  wall  into  two 
sections,  and  add  greatly  to  the  appearance  of  the  interior. 

The  lighting  is  of  the  semi-direct  system.  In  fact,  the  whole  interior  of 
the  store  is  spacious,  airy,  well-lighted  and  equipped  with  fixtures  that  show 
goods  up  to  advantage  and  facilitate  the  carrying  on  of  business. 


Outstanding  front  of  the  new  store  of  F.  C.  Weber,  of  I'eterborough,  Ont.     There  are  two 
entrances  and  three  fine  display  windows. 
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VIEW   OF  ONE  SIDK   AND  A    PAKT  OF  THE   KEAK  OF  THE  STCiRE  OF   F.    C.   WEBER,   PETEUBOROi:CIl,   ONT.      NOTE  THE  GENERAL  ATTRACTIVE   APPEARANCE 
AND  THE  PALM  UAKOkN  EFFECT  WHICH  HAS  BEEN  WORKED  OUT.     OTHER  FEATURES  DESCRIBED  IN  ACCOMPANYING  ARTICLE. 


Arrangement  and  Business  Features  of  the  Weber  Store 

opened  this  year  in  Peterborough,  Ont. — Business  is  departmentized — 
Fountain  is  kept  going  the  year  round — Branch  store  in  charge  of  lady 


SIDELINES  are  very  prominent  in  the  new  store  of 
F.  C.  Weber,  of  Peterborough,  Ont.,  as  the  photo- 
graph of  one  section  of  the  interior,  reproduced 
here,  will  demonstrate.  The  fountain  and  palm  gar- 
den have  been  made  an  outstanding  feature,  while  such 
lines  as  chocolates,  cigars  and  photographic  supplies 
^re  played  up  strong.  Perfumes  and  toilet  preparations 
also  occupy  a  prominent  position  in  the  store  and  are 
lines  in  which  a  considerable .  trade  is  done. 

General  Arrangement  of  the  Interior 

The  perfume  department  is  the  first  to  the  left  as  one 
enters  the  store,  the  various  lines  being  shown  in  a  glass 
front  wall  case,  one  portion  of  which  is  devoted  to  toilet 
and  medicinal  preparations.  Silent  salesmen  along  this 
side  show  photographic  supplies  and  toilet  prepara- 
tions, while  the  front  of  the  serving  counter  shows  tal- 
cum powders.  The  cash  register  is  located  at  the  cor- 
ner of  the  counters,  while  the  candy,  tobacco  and  foun- 
tain departments  extend  along  the  back.  The  fountain 
fixtures  are  bright,  clean  and  attractive  to  the  eye. 
They  were  installed  by  the  Fletcher  Manufacturing  Co., 
of  Toronto.  There  are  stationary  seats  in  front  of  the 
fountain,  while  to  the  side  and  extending  out  to  the 
front  of  the  store  is  the  ice  cream  parlor.  It  is  fitted 
vith  small  tables  of  steel  construction,  bronze  finished, 
and  with  tops  of  quartz  onyx. 

Some  Features  of  the  Store 

In  the  dispensary,  every  facility  has  been  arranged 
for  quick,  accurate  service  in  the  putting  up  of  pre- 
scriptions. 

Note  the  palm  arrangement  around  the  pillars,  mak- 
ing a  good  decorative  feature  and  removing  the  bare 
appearance  of  ordinary  pillars. 

Use  is  made  of  pictures  and  lithographed  advertising 
matter  on  the  ledge  above  the  shelving. 

Hard  boiled  confectionery  is  shown  in  glass  bottles 
on  the  ledge  behind  the  candy  case. 


The  heating  radiators  are  placed  immediately  behind 
the  window  platform. 

The  silent  salesmen  have  marble  bases.  The  fountain 
is  of  white  marble. 

The  space  above  the  display  windows  outside  has- 
been  utilized  for  sign  purposes.  Note  the  lines  men- 
tioned— cameras,  films,  photo  supplies,  prescriptions, 
toilet  articles,  cigars,  chocolates,  palm  garden,  and. 
sick  room  requisites. 

Started  in  Business  in  1912 

Mr.  Weber  is  only  24  years  of  age,  having  been  bom 
in  Perth,  Ont.,  in  1890.  He  received  his  Public  and 
High  school  education  in  Markhara,  and  served  the 
major  portion  of  his  apprenticeship  with  the  MacKen- 
zie  Seyler  Co.,  Ltd.,  Avenue  Road,  Toronto.  He  grad- 
uated from  the  O.C.P.  in  the  spring  of  1912,  and  spent 
the  summer  of  that  year  in  investigating  the  financial 
side  of  the  retail  drug  business,  visiting  a  number  of 
the  larger  towns  and  cities  for  this  purpose.  He  pre- 
pared an  expense  form — an  original  idea  of  his  own — 
which  he  found  of  great  practical  value  to  him  in  open- 
ing up  in  business  for  himself,  which  he  did  in  Septem- 
ber of  that  year. 

Planning  the  New  Store. 

The  new  store  is  built  in  front  of  the  curling  rink. 
In  building  the  latter  they  placed  it  back  from  the 
street  so  that  store  fronts  could  be  built  up  at  some  fu- 
ture time.  The  rink  management  still  retains  a  small 
section  in  the  centre,  b\it  sold  both  sides  of  it  last 
spring.  The  original  plan  of  the  buyers  was  to  build 
three  stores  on  each  side.  Mr.  Weber  has  put  these  all 
in  one. 

"I  had  been  considering  the  property  for  some  time," 
stated  Mr.  Weber  to  The  Retail  Druggist,  "but  I  only 
wanted  one  side,  and  they  wanted  to  sell  both  sides  at 
once.  Naturally,  I  had  a  store  plan  in  mind.  I  had 
this  drawn  out  to  the  proper  scale,  and  the  building, 
both  front  and  interior,  was  built  from  my  plan.    I  per- 
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sonally  supervised  the  placing  of  pillars,  etc.,  so  that 
they  would  not  interfere  with  fixtures. 

"The  double  entrance  is  to  relieve  congestion  and 
make  each  window  stand  out  more  prominently  than 
if  all  were  in  one  string,  as  with  departmental  stores. 
The  store  frontage  is  47  feet  and  the  cellar  is  the  full 
size  of  the  store." 

Fountain  Busy  the  Year  Round. 

The  fountain  department  will  be  kept  in  full  swing 
the  year  round.  In  the  early  part  of  November  hot 
drinks  were  started.  A  meat  extract  window  was  put 
in  and  a  free  demonstration  of  this  particular  line  given 


on  a  Saturday  as  an  opening  feature.  When  the  curl- 
ing season  gets  started  and  through  the  winter  months, 
a  steady  demand  is  anticipated.  Besides  meat  extracts, 
hot  chocolate,  coffee  and  various  bouillons  are  served 
with  biscuits,  cake  and  sandwiches. 

A  large  new  moving-picture  theatre  has  opened  up 
next  door  and  Mr.  Weber  runs  three  or  four  slides  at 
each  performance — one  suggesting  a  visit  to  the  store's 
palm  room  and  a  couple  of  others  featuring  goods  that 
are  in  display  in  the  windows.  A  candy  slide  is  run 
regularly,  suggesting  to  patrons  of  the  theatre  that 
they  drop  in  next  door  after  the  show  for  a  box  of 
candy  before  going  home. 

Business  is  Departmentized. 

In  his  new  store,  Mr.  Weber  is  following  the  plan  of 
departmentizing  his  business.  As  he  explained  to  The 
Retail  Druggist :  "  It  is  really  at  present  four  businesses 
in  one,  with  several  subdivisions  going  under  the  head 
of  drugs.  Our  cash  register  is  the  big  cabinet  electric 
variety  with  a  separate  cash  drawer  for  each  clerk,  and 
one  for  the  fountain.  The  totals  for  drugs,  candy,  cigars 
and  fountain  are  like  four  businesses.  The  subdivisions 
include  a  separate  key  on  the  register  for  cameras, 
Penslar  goods,  and  prescriptions.  There  is  also  a  sep- 
arate key  for  ice  cream  bricks,  which  goes  under  the 
fountain." 

This  gives  a  most  complete  system  of  departmentiz- 
ing which  is  valuable  in  the  conduct  of  the  business.  It 
allows,  for  one  thing,  a  comparison  of  sales  in  each  de- 
partment from  day  to  day.  This  is  valuable  in  the  fact 
that  it  shows  what  departments  are  progressing  and 
the  ones  which  require  special  effort.  Each  department 
has  to  stand  on  its  own  feet  as  if  it  were  a  separate 
business. 

Branch  Store  in  Charge  of  Lady. 

The  branch  store  at  the  corner  of  King  and  Bethune 
streets  is  the  only  residential  drug  store  in  Peterboro. 
It  is  in  charge  of  Miss  Eileen  M.  Coughlin,  a  graduate 


of  the  1913-14  class  of  the  O.C.P.  Miss  Coughlin  is  well 
acquainted  in  the  neighborhood,  and  this  naturally 
helps  a  good  deal.  The  two  stores  are  only  three  blocks 
apart,  so  that  occasionally  she  can  spend  some  time  in 
the  new  store. 

During  the  busy  season,  ten  clerks  are  required  to 
run  the  drug  and  soda  departments  of  both  stores.  At 
nights,  except  when  it  is  their  turn  to  be  open  in  the 
drug  department,  as  per  the  special  arrangements  for 
night  service  between  the  druggists  of  the  city,  the 
fountain  clerk  attends  to  the  cigar  and  candy  depart- 
ments. 

Additional  Features  of  the  Store. 

The  sign  on  the  awning  reads :  "Drug  store  and  Palm 
Garden." 

Peterboro  is  a  city  of  20,000  population,  75  miles 
east  of  Toronto.  It  is  widely  known  because  of  the  big 
lift  lock  there.  Mr.  Weber  advertises  on  his  letterhead: 
"The  Lift  Lock  City's  Leading  Druggist." 

Space  is  used  quite  regularly  in  the  local  paper,  and 
advertising  is  also  done  by  means  of  slides  in  a  moving- 
picture  theatre  next  door. 

Cash  register  receipts  are  given  with  every  purchase, 
$10  worth  of  which  entitles  one  to  a  box  of  candy  val- 
ued at  25  cents,  or  2i/^  per  cent. 

Fifteen  hundred  free  gifts  were  given  away  on  open- 
ing day. 


Boy — I  want  to  buy  some  paper. 

Dealer — What  kind? 

Boy— Fly-paper !    I  want  to  make  a  kite. 


SYSTEM  AETICLES  WIU.  BE  FEATURE  OF  NEXT 
ISSUE. 

THIS  is  the  age  of  system.  System  means  greater 
success  for  the  dealer,  no  matter  what  size  of  a 
store  he  may  have.  Indeed,  the  dealer  who  does 
not  conduct  his  business  in  a  systematic  manner  is 
courting  disaster.  Realizing  this  fact,  The  Eetail 
Druggist  will  devote  a  special  department  in  the  next 
issue  to  articles  on  the  systematic  conduct  of  business. 

Some  of  the  Articles. 

A  system  will  be  explained  and  illustrated  showing 
how  the  dealer  without  a  great  deal  of  work  can  make 
out  an  inventory  showing  the  standing  of  his  business 
once  a  month  or  oftener,  if  desired.  It  gives  the  same 
information  as  an  annual  inventory. 

Every  dealer  realizes  the  value  of  keeping  track  of 
sales  for  comparison  purposes.  A  simple  system  for 
the  tabulation  of  sales  under  different  heads  will  be 
given. 

A  cost  book  is  most  useful  to  the  dealer.  It  is  valu- 
able in  placing  orders  and  in  acquainting  the  dealer 
with  the  cost  of  goods.  It  gives  the  selling  price  of 
goods  to  clerks  and  is  a  material  help  in  stocktaking. 
An  article  will  show  how  an  up-to-date  cost  book  is 
conducted. 

An  extensive  article  will  give  the  features  of  an  ex- 
cellent bookkeeping  system  worked  out  by  a  store  that 
has  "protection  of  profits"  as  its  watchword. 

Watch  for  Them. 

The  question  of  profits  is  one  of  the  utmost  import- 
ance to  every  dealer.  This  subject  will  be  dealt  with 
and  a  short  method  table  given  showing  how  to  pro- 
portion profit  on  selling  price  to  cost.  Other  articles 
will  point  out  the  value  of  system  in  the  collection  of 
accounts  and  in  guarding  against  running  out  of  goods. 
Indeed,  the  subjects  dealt  with  are  most  extensive  and 
have  meant  a  good  deal  of  work  on  the  part  of  the 
editors  of  The  Eetail  Druggist.  They  will  be  of  prac- 
tical value  to  every  dealer  no  matter  what  size  of  a 
store  he  may  have.  They  will  be  well  worth  careful 
perusal.    Watch  for  tihem. 
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Has  Been  in  Business  in  Regina  for  Thirteen  Years 

W.  M.  Vanvalkenburg  opened  a  drug  store  in  Regina  when  it  only  had 
population  of  3,500 — His  opinion  on  various  phases  of  drug  store  problems 


BY  A  STAFF  REPRESENTATIVE 


SOME  thirteen  years  ago  W.  M.  Vanvalkenburg,  a 
graduate  of  the  Ontario  College  of  Pharmacy, 
located  in  Regina,  Sask.,  and  opened  a  drug  store. 
At  that  time  Regina  only  had  a  population  of  about 
3.500,  but  the  men  who  were  locating  in  it  believed 
that  it  had  a  big  future  before  it.  Time  has  proved 
just  how  well  founded  their  beliefs  were.  Regina  has 
developed  into  an  attractive  city  of  42,000  population, 
and  while  two  drug  stores  served  its  citizens  thirteen 
years  ago,  it  requires  a  dozen  to-day.  Mr.  Vanvalken- 
burg related  some  interesting  reminiscences  to  an 
editorial  representative  of  The  Retail  Druggist  of  his 
early  experiences  in  Regina  when  he  was  in  business 
for  himself.  He  is  now  manager  of  the  drug  depart- 
ment of  the  Regina  Trading  Company.  It  is  interest- 
ing to  note  that  the  top  storey  of  the  building  occupied 
by  the  Regina  Trading  Company  was  at  one  time  used 
by  the  Saskatchewan  Provincial  Government. 

Finds  Sidelines  the  Profit-makers. 

Like  many  other  druggists,  Mr.  Vanvalkenburg 
finds  the  sidelines  the  profitable  end  of  the  business, 
and  these  are  the  iines  that  are  pushed  and  featured. 
"If  I  had  my  way,"  declared  Mr.  Vanvalkenburg,  "I 
"would  eliminate  the  prescription  part  of  the  business, 
altogether,  because  it  is  the  least  profitable  depart- 
ment. For  instance,  on  a  Saturday  night,  when  we 
are  busy,  we  frequently  have  to  go  back  into  the  dis- 
pensary and  take  up  valuable  time  making  up  a  pre- 
scription while  the  time  could  be  used  to  much  better 
advantage  in  pushing  toilet  goods  or  other  lines  that 
pay  an  appreciable  profit." 

Change  Window  Displays  Frequently. 

The  Regina  Trading  Company  have  men  who  devote 
their  time  exclusively  to  window  trimming,  but  the 
drug  department  look  after  the  arranging  of  their  own 
displays.  The  reason  for  this  is  that  the  display  of 
lines  sold  in  the  drug  department  is  somewhat  different 
from  that  of  the  ordinary  lines  of  merchandise,  and  it 
is  best  to  have  them  arranged  by  a  man  who  under- 
stands them. 

Mr.  Vanvalkenburg  finds  that  to  secure  good  results 
a  display  does  not  necessarily  have  to  be  elaborate. 
In  fact,  he  prefers  displays  that  can  be  changed 
quickly,  and  so  changes  are  made  frequently.  Some- 
times they  change  the  windows  several  times  in  a 
week. 

Aim  for  Appropriate  Displays. 

"Our  aim,"  says  Mr.  Vanvalkenburg,  "is  to  have 
displays  seasonable  and  appropriate.  For  instance, 
during  horse  show  week  we  showed  veterinary  goods 
and  stock  foods  in  the  window,  and  sold  a  large  quan- 
tity as  a  result.  During  exhibition  we  put  in  souvenirs, 
cameras,  and  similar  lines  that  visitors  to  the  city  are 
likely  to  want." 

On  Saturdays  they  put  in  a  window  display  of  to- 
bacco and  cigars  in  order  to  remind  smokers  to  get 
their  Sunday  supplies  of  these  lines.  This  is  a  big 
department  with  this  store,  the  counter  being  located 


right  at  the  entrance  to  the  street,  and  at  the  front  of 
the  drug  department. 

Strong  Advocate  of  Short  Hours. 

Mr.  Vanvalkenburg  has  always  been  a  strong  advo- 
cate of  short  hours,  and  he  states  that  one  of  the  chief 
reasons  he  gave  up  business  for  himself  was  in  order 
to  have  hours  that  would  not  undermine  his  health. 
It  was  he  who  led  in  the  movement  for  cutting  down 
Sunday  hours  for  Regina  druggists  by  having  only 
five  of  the  ten  keep  open  on  Sundays,  each  half  being 
open  on  alternate  Sundays.  They  also  have  stated 
hours  during  which  they  keep  open.  This  plan  was 
inaugurated  some  eight  years  ago,  and  is  still  in  vogue. 

Night  Trade  Didn't  Pay  Expenses. 

Mr.  Vanvalkenburg  when  in  business  for  himself 
closed  at  7  o'clock  for  three  years,  and  did  not  find  any 
falling  off  in  gross  sales.  For  some  time  previous  he 
kept  track  of  business  done  after  7  o'clock  at  night, 
and-  found  it  didn't  pay  for  the  expenses  of  the  addi- 
tional time.  The  profit  on  the  prescription  trade  at 
nights  did  not  pay  for  the  cost  of  the  lights. 

Mr.  Vanvalkenburg  is  still   secretary   of  the  local 
druggists'  association,  the  several  dealers  co-operating 
with  one  another  to  good  advantage  in  buying  and  ' 
other  ways. 

MONTREAL  FIRM  CONDUCTS  "MADE-IN- 
C AN ADA"  WEEK 

Goodwins,  Ltd.,  the  Montreal  department  store,  con- 
ducted a  "Made-in-Canada"  week  from  November  23 
to  28,  during  which  Canadian  goods  were  featured" 
prominently.  A  twelve-page  supplement  to  the  local 
paper  was  used  to  advertise  it.  One  page  of  a  general 
announcement  and  one  of  editorial  matter,  pointing  out 
to  the  general  public  why  they  should  purchase  Cana- 
dian goods,  was  followed  by  ads.  of  Canadian  goods, 
the  cost  of  which  was  contributed  to  by  the  manufac- 
turers. The  windows  were  put  to  good  use,  also,  dur- 
ing the  week. 

"Made-in-Canada  is  an  appeal  to  purse  and  pat- 
riotism alike,"  was  the  slogan  of  the  store.  In  its 
general  announcement  the  firm  said:  "Let  us  get  to- 
gether and  give  a  new  impetus  to  this  'Made-in-Canada* 
movement.  It's  right.  Why  shouldn't  'Made-in-Can- 
ada' become  a  badge  of  preferment  everywhere  on  the 
Canadian  market.  There's  every  reason  why  it  should, 
and  none  why  it  shouldn't.  All  we  need  is  activity — 
buying  and  selling — real  enterprise — more  and  better 
manufacturing.  It  all  starts  with  you.  In  sufficient 
numbers  say  the  word  and  the  thing  is  done.  Come 
to  Goodwins  and  see  the  exhibits  and  demonstrations. 
They  may  be  a  revelation  to  you.  They  will  be  an 
inspiration." 

Mother — Johnny,  stop  using  such  dreadful  language. 
Johnny — Well,  mother,  Shakespeare  uses  it. 
Mother — Then  don't  play  with  him;  he's  no  fit  coiH' 
panion  for  you, 
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Story  of  a  Drug  Business  and  the  Factors  in  its  Success 

Interesting  story  of  the  growth  of  the  Qaetz-Cornett  Company,  druggists  of 
Red  Deer,  Alta.,  and  some  of  the  things  that  have  aided  in  their  success. 

BY  H.  H.  GAETZ,  RED  DEER.  ALBERTA. 

YES,  it  has  been  a  reasonable  success.     Rut,  like  Dr.            Cr. 

every  other  success  in  strictly  legitimate  mer-  Freight  and  expense  $234.74 

chandising,  it  has  not  been  won  in  a  day,  nor  Discount   *     7A0 

without  persistent,  patient,  and  I  think  I  may  say  in-  Merchandise 611.28 

telligent  effort.    Perhaps!  would  u.se  these  adjectives  Net  gain  374.94 

with  more  hesitation  were  it  not  for  the  fact  that  T  

realize  that  the  success  of  the  Gaetz-Cornett  Drug  &  $618.68    $618.68 

Book  Company  has  been  accomplished  largely  through  j-   -j 

the  loyal  co-operation  of  others  with  whom  I  have  been  It  was  thought  better  to  pass  the  dividend  that  year 

fortunate  enough  to  be  associated  during  the  major  and  to  forego  the  drawing  of  any  salary,  a  procedure 

portion  of  the  twenty-two  years  since  I  founded  the  which,  doubtless,  has  its  disadvantages,  but,  neverthe- 

drug  business  between  Calgary  and  Edmonton,  and  had  less,  in  view  of  the  fact  that  there  was  no  top-heavy 

it  not  been  that  I  had  other  Small  interests  upon  which  capitalization,  the  procedure  had  also  a  manifest  ad- 

I  depended  for  subsistence  I  certainly  would  not  have  vantage. 

lived  to  tell  the  tale.  Had  to  Pass  Up  Salary 

Having  also  been  methodical  in  my  business  habits  -pj^^  statement  of  resources  and  liabilities  at  the  end 

I  am  fortunate  enough  to  still  have  on  file  the  balance  „f  ^^^^^           ^^  ^  foUo^ . 

sheets  ot  all  those  early  years  when  patience  and  per-  pp               q^. 

sistence  were  the  crowning  virtues,  and  the  examin-  Mdse.  as  per  inventory $701.'67 

ation  of  these  to-day  provides  a  source  of  interest  and  Cash  on  hand                            . .       79  40 

amusement,  if  nothing  else.  Cash  in  bank  . ". .' '.'.'.'.'.'.'.'.'.'.'.'. '.         l!l7 

o*  ^  J  •     1QOO     o      ,1  T  •.^-  ,  T        *        .  Store  Fixtures   '89.73 

Started  in  1892— Small  Initial  Investment  Accounts  receivable    132.72 

The  total  investment,  I  find  from  these  old  records,  Bills  payable $     i^l.22 

was  $259.09.     What  bothers  me  now  is  to  know  how  ^o^?,  Wynne  &  Co t?? 

to  account  for  this  nine  cents,  and  just  why  it  was  i;  ?•  Templeton ^lAnl 

not  $259.00  even,  or  $259.10,  coppers  having  been  finite  ^^*  ^^^^   ; _____ 

unknown  in  this  country  in  those  days.    However,  there  *-.  qq^  ™q     ^^  qq^  ^q 

it  stands,  one  of  the  insoluble  mysteries  of  life.    At  the  '       '         *  -       • 

end  of  1892,  after  nine  months  of  operation,  the  loss  There  was  little  in  the  above  upon  which  to  base  a 

and  gain  account  was  as  follows:  confidence  of  future  success,  but  the  firm  was  solvent 


"yiEW  of  the  outside  of  the  store 
'  of  the  Gaetz - Coinett  Drug  & 
Book  Co..  of  Ked  Deer,  Alberta,  the 
factors  in  whose  sucoess  are  out^ 
lined  in  the  accompanying  article 
by  H.  H.  Gaetz.  Note  the  large  dis- 
play windows  and  the  faciliiies  pio- 
vi  ted  both  at  front  and  side  for  ad- 
mitting plenty  of  light  into  the 
interior.  The  store  is  located  on  a 
corner. 
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and  had  every  hope  of  remaining  so,  at  least  as  long  as 
its  owner  could  resist  the  temptatiou  of  applying  pro- 
fits to  the  sordid  needs  of  the  flesli  and  would  also 
continue  to  forego  the  privilege  of  drawing  his  salary. 

Took  All  Discounts  Possible 

There  is  perhaps  one  of  the  first  rudiments  of  success 
foreshadowed  in  a  small  item  which  appears  in  the  loss 
and  gain  account,  and  that  is  the  item  of  $7.40  arising 
out  of  discounts  taken.  I  will  anticipate  the  remark 
of  the  person  of  cynical  disposition  who  will  say,  ''Oh, 
I  suppose  that  was.  a  compulsory  discount  taken  on 
goods  shipped  C.O.D.,"  hy  the  assurance  that  it  was 
quite  voluntary.  My  ambition  always  was  to  see  the 
items  of  this  account  grow  until  it  embraced  every 
transaction  upon  which  a  discount  was  obtainable.  It 
was  a  good  many  years  before  that  ideal  was  reached, 
but  I  can  say  for  all  those  years,  and  indeed  for  all  the 
subsequent  years,  that  no  bill  ever  failed  to  be  met 
on  its  due  date  in  full,  nor  were  any  special  datings 
or  extensions  ever  asked  for.  This  was  not  always  ac- 
complished without  self-denial,  but  while  such  a  poliej'^ 
is  not  conducive  to  champagne  suppers  it  certainly 
ministers  to  one's  peace  of  mind. 

Laconic  Notes  Show  Progress  Made 

And  so  the  years  of  the  90 's  passed  in  weary  mon- 
otony. No  improvement  occurred  until  '98.  I  find  writ- 
ten on  the  margins  of  those  old  records  such  comments 
as  the  following:  "Small  potatoes  and  few  in  the  hill," 
"We'll  give  her  another  try."  "Lord!  this  begins  to 
look  serious!!"  "Worse  and  more  of  it,"  "The  least 
suspicion  of  an  improvement,  so  will  go  it  again,"  till 
at  the  end  of  the  seventh  year  the  margin  of  the  bal- 
ance sheet  is  endorsed  as  follows:  "Hello!    Who  .■?aid 


bust?"  In  that  year,  1898,  the  net  gain  was  nearly 
$1,000,  and  the  following  year  nearly  $1,500.  Then  I 
began  to  feel  that  we  were  out  of  the  woods. 

Gradual  Increase  in  Business 

Every  year  since  1898  has  shown  a  marked  improve- 
ment over  its  predecessor,  except  the  year  1908.  Even 
last  year,  notwithstanding  the  general  depression  which 
existed,  we  recorded  a  slightly  larger  turnover  than  the 
preceaing  one.  On  our  best  single  day's  business  lasi 
year  we  exceeded  the  entire  turnover  of  any  of  the 
first  six  years. 

We  have  occupied  four  different  premises  during  the 
22  years,  all  but  the  first  of  which  I  have  personally 
owned.  A  year  ago  last  fall  we  doubled  our  store  space 
by  taking  in  the  whole  of  the  ground  floor  of  ray  block. 
The  whole  front  and  interior  were  entirely  remodelled 
and  we  consider  we  have  now  a  first  class  stove.  Seven 
hundred  square  feet  of  plate  glass  front  admits  abund- 
ance of  light  and  affords  an  ample  opportunity  for 
window  display.  The  most  effective  advertising  we  do 
is  through  the  artistic  use  of  this  window  space. 

Believer  in  Good  Display 

Aside  from  a  liberal  use  of  silent  salesmen  we  do  not 
attach  much  importance  to  costly  store  fixtures.  The 
fixture  that  best  displays  the  stock  without  intiniding 
itself  upon  the  attention  of  the  observer  is  considered 
the  best.  The  effort  is  made  that  wherever  the  eye 
turns  there  shall  be  found  a  grouping,  as  artistically  as 
the  circumstances  will  permit,  of  some  line  of  merchan- 
dise that  will  arrest  attention.  The  goods  and  the  pat- 
rons of  the  store  are  brought  into  close  contact,  with 
good  results.     It  is  not  that  the  patron  is  induced  by 


View  of  the  book,  magazine  and  HportinK  Er"o<lH  depHrtnicntn  of  Mi«  Oaet/.-C'orni'tt  Dnie  ft  Rook  Company,  of  Ked  Deer,  Alberta, 

Qitile  a  feature  in  made  of  books  and  nsso'iated  lines. 
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Books  and  magazines. 


Boxed  confectionery. 


Seat  for  customers. 


Silent  salesman  for 
leather  batrs.  etc. 
VIKWS   OF   THE   GAKTZ-CORNETT   STORE,    SHOWING   SEVERAL   OF   ITS    FEATURES. 


Display  ra'k  fo 
mairazine». 


display  to  purchase  what  he  does  not  want,  but  seeing 
the  goods  recalls  a  need  that  is  not  present  in  his  mind. 

Engages  His  First  Apprentice 

But  let  me  return  to  the  historical  sketch.  In  Feb- 
ruary, 1809.  I  engaged  my  first  apprentice.  T  was  post- 
master of  Red  Deer  and  had  begun  to  find  the  demands 
of  the  two  undertakings  rather  more  than  T  could  meet 
even  with  the  very  efiicient  help,  cheerfully  rendered, 
by  my  good  wife  during  the  busier  parts  of  the  day. 

The  taking  on  of  an  apprentice  is  a  good  deal  like 
drawing  to  a  straight  flush  in  a  poker  game.  The 
chances  are  decidedly  against  you  (at  least  so  I  am 
told).  In  this  ease,  however,  the  gods  of  chance  smiled 
upon  me.  Roy  G.  Cornett,  then  a  lad  of  seventeen 
years,  left  school  and  entered  my  employ.  I  cannot  pay 
too  high  a  tribute  to  the  faithfulness,  the  efficiency  and 
the  intelligence  of  the  service  he  has  rendered.  The 
success  of  the  drug  department  of  our  business  in  recent 
years  has  been  largely  due  to  his  untiring  efforts,  his 
thorough  mastery  of  the  details  of  a  difficult  calling 
and  to  his  excellent  business  judgment,  as  well  as  to  a 
gentleness  and  patience  of  disposition  on  his  part  such 
as  is  seldom  met  with. 

Joint  Stock  Company  by  1907 

It  is  very  pleasant  to  reflect  that  in  the  fifteen 
years  we  have  been  associated,  both  in  the  relation  of 
employer  and  employed  and  as  partners,  not  the 
slightest  friction  has  even  momentarily  existed  between 
us.  Here  again  is  an  element  of  success  and  a  very 
powerful  one.  As  in  a  machine  the  energy  consumed 
in  friction  between  the  parts  reduces  by  just  that  much 
the  effective  energy  which  it  is  its  function  to  deliver, 
so  in  a  business;  the  energy  consumed  through  lack  of 
harmony  within  not  only  mitigates  against  success,  but 
is  a  fertile  cause  of  complete  failure. 


In  1907  we  organized  a  joint  stock  company  under 
the  present  style  of  the  firm,  with  a  capital  stock  of 
$15,000.  This  was  done  simply  as  a  matter  of  conven- 
ience. The  stock  was  apportioned  amongst  ourselves 
as  our  interests  then  appeared.  The  capital  stock  is 
now  $35,000,  of  which  $28,000  is  allotted  and  fully 
paid  up,  and  the  balance  held  in  the  treasury. 

Books  and  Stationery  Made  Big  Line 

In  addition  to  the  stock  of  drugs  and  associated  lines 
we  had  always  carried  more  or  less  stationery  and 
books.  At  first  this  was  merely  a  side  line,  but  it  was 
gradually  increasing  in  importance  until  it  was  felt 
that  in  order  to  take  full  advantage  of  the  opportunity 
which  appeared  to  be  presenting  itself,  it  would  be 
necessary  to  put  this  department  of  the  business  in 
charge  of  a  thoroughly  trained  and  competent  sta- 
tionery and  book  man. 

In  the  spring  of  1910,  therefore,  the  services  of  Mr. 
W.  J.  Stephenson,  at  that  time  manager  for  the  Doug- 
las Company,  Limited,  Edmonton,  were  secured  and 
the  book  and  stationery  end  of  the  business  placed 
under  his  management.  The  results  accomplished  have 
fully  justified  this  move.  Mr.  Stephenson  brought  to 
bear  upon  his  department  a  thorough  familiarity  with 
the  line,  and  excellent  judgment,  together  with  those 
rare  qualities  of  disposition  which  are  of  the  greatest 
importance,  not  only  in  maintaining  those  agreeable 
relations  with  his  associates  on  the  inside,  the  import- 
ance of  which  has  been  referred  to,  but  also  in  estab- 
lishing and  maintaining  those  relations  of  mutual  con- 
fidence and  respect  with  the  public  upon  which  success 
is  entirely  dependent. 

It  is  said  that  we  make  our  money  out  of  our  friends, 
that  our  enemies  will  not  deal  with  us  anyway,  so  that 
an  attitude  which  makes  friends  makes  for  success.  I 
suppose  few  men  of  character  can  wholly  avoid  making 
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enemies  at  times,  but  men  with  the  right  kind  of  char- 
acter will  win  even  their  enemies  in  time. 

The  epigrammatist  speaks  lightly  of  the  "accomplish- 
ment of  achieving  enemies,"  but  the  winning  of  a 
friend  from  among  one's  enemies  is  an  accomplishment 
almost  godlike. 

Success  is  Real  Service  Suitably  Rewarded 

This  brings  me  back  to  the  point  from  which  I 
started,  viz.,  "Success."  What  is  success?  Almost  as 
difficult  a  question  as  the  old  elassiu  one,  "What  is 
Truth?"  I  do  not  pretend  to  be  able  to  answer  it,  but 
I  know  some  things  that  it  is  not.  It  is  not  merely  the 
acquisition  of  wealth.  Much  as  that  standard  is  de- 
sired and  sought  after,  and  not  denying  that  it  must 
be  one  measure  of  success,  it  is  not  necessarily  the  sole 
measure.  I  am  not  sure  that  a  "real  service  suitably 
rewarded"  would  not  be  a  fairly  satisfactory  defini- 
tion. 

To  know  that  he  is  held  in  respect  and  esteem  by  the 
great  majority  of  the  members  of  the  community  in 
which  he  has  done  business  over  a  long  period  and  to 
have  found  a  place  in  the  affections  of  many,  and  withal 
to  have  received  such  financial  rewards  as  to  lift  him 
above  the  pecuniary  cares  of  life  should  be  an  achieve- 
ment fully  satisfying  to  any  man.  Without  wishing 
to  make  any  pedantic  parade  of  mystical  virtues  I  will 
say  in  all  sincerity  that  such  has  been  onr  ambition, 
and  as  is  the  measure  of  these  rewards,  in  due  propor- 
tion, so  is  the  measure  of  success  attained  by  the  Gaetz- 
Comett  Drug  &  Book  Company,  Dimited. 


To  Keep  Show  Windows  Free  from 

r  rOSt  l  '.  Some  Useful  Suggestions 

JACK  FROST  is  on  the  firing  line  once  again.  Unless 
your  windows  are  equipped  for  fighting  him,  you 
will  have  a  good  deal  of  trouble  in  getting  people 
to  see  the  window  displays  which  you  so  carefully  ar- 
range. Few  things  are  more  discouraging  to  the  mer- 
chant than  putting  in  time  and  labor  on  a  window  dis- 
play and  then  to  have  the  glass  frost  over  so  that  all  or 
a  good  part  of  the  display  is  wasted  on  the  wintry  air. 

Some  Remedies  for  Medium  Weather. 

If  the  weather  is  not  exceedingly  cold,  rubbing  the 
glass  with  a  rag  saturated  with  alcohol  serves  to  keep 
the  glass  clear.  However,  if  the  weather  is  bitter,  the 
Iflass  must  be  rubbed  several  times  a  day.  Glycerine 
and  water  is  also  used  by  some,  and  ammonia  and 
salt  water,  or  alcohol  and  water  by  others. 

A  thin  layer  of  paste  made  of  water,  glycerine,  white 
candy  and  sugar,  in  equal  parts,  with  a  small  quantity 
of  coumarin,  spread  over  the  glass,  while  it  does  not 
affect  the  transparency  of  the  glass  will  often  prevent 
frosting. 

The  cause  of  frost  collecting  on  the  glass  is  the  dif- 
ference in  temperature  on  the  outside  and  inside  of  the 
window;  thus,  by  equalizing  the  temperature  on  both 
fiides,  the  cause  would  be  removed. 

Other  Plans  of  Prevention. 

One  way  to  do  this,  where  the  cold  is  not  too  extreme, 
is  to  place  an  electric  fan  where  the  current  of  air  will 
sweep  over  the  entire  surface.  Place  the  fan  at  the  side 
of  the  window,  so  that  a  circulation  of  air  will  be  cre- 
ated over  as  much  of  the  surface  as  possible.  If  the 
window  is  large,  two  fans  should  be  used. 


If  the  windows  are  enclosed,  back,  sides  and  floor  be- 
ing practically  airtight,  so  that  none  of  the  warm, 
moisture-laden  air  of  the  store  or  basement  finds  its 
way  in,  you  will  find  that  the  glass  will  remain  clear, 
if  the  cold  is  not  too  extreme.  But,  if  this  is  not  suffi- 
cient, have  some  form  of  an  opening  just  below  the 
glass  to  admit  cold  air  to  the  window,  and  openings  at 
the  top  to  let  out  the  warm  air.    Care  should  be  taken 


Showing  how  cold  air  circulateg  acrosa  win- 
dow and  prevents  tiie  formation  of  frost  on 
the  glass. 

that  goods  which  are  affected  by  the  frost  are  not  plac- 
ed in  a  window  so  arranged. 

Where  the  open-back  window  is  used,  about  the  only 
thing  that  can  be  done  is  to  get  enough  heat  next  to  the 
glass  so  that  it  is  too  warm  for  frost  to  accumulate.  In 
extreme  weather,  some  dealers  place  small  oil  or  elec- 
tric heaters  in  the  window. 


AS  WANAMAKER  DOES  IT 

John  Wanamaker  has  written  "Nine  Rules  for  Hon- 
est Merchandising,"  which  are  as  follows: 

1.  Trustworthy  merchandise  sold  at  actual  value. 

2.  True  advertisements  and  salesmanship. 

3.  No  sale  settled  to  stay  a  sale  until  the  buyer 
cared  to  have  it  so. 

4.  Goods  returnable  for  cash  refunding. 

5.  One  price  rigidly,  and  that  the  lowest,  marked 
in  plain  figures. 

6.  The  customer  should  take  the  goods  at  the  price 
named  or  leave  them. 

7.  Genuine  labels  on  goods  and,  whenever  possible, 
indicating  the  character  of  component  parts. 

8.  A  new  sense  of  relations  between  customer  and 
storekeeper,  giving  personal  freedom  to  the  visitor 
without  obligation  to  purchase 

9.  A  recognition  of  a  duty  to  an  employe  beyond 
the  mere  payment  of  wages. 

No  one  would  claim  that  Mr.  Wanamaker  has  a 
monopoly  on  these  worthy  ideals,  but  whoever  formu- 
lates such  standards  and  backs  them  up  by  his  example, 
renders  a  service  not  only  to  his  own  business,  but  to 
the  business  world  generally. 
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COMMENTS  ON  BUSINESS  MATTERS 


Sy  IV.  L.  Edmonds 


Our  Monetary  One  of  the  gratifying  features  of 

Institutions.  the  situation  in  Canada  to-day  is 

the  strength  of  the  financial  in- 
stitutions of  the  country. 

This  is  not  an  opinion  based  on  a  mere  supposition.  It 
is  proved  by  the  official  figures  issued  month  by  month 
by  the  Federal  Government. 

In  spite  of  the  curtailment  in  trade  and  the  adjust- 
ment of  business  to  the  new  and  world-wide  financial 
conditions  commercial  loans  by  the  chartered  banks 
are  only  a  little  more  than  5  per  cent,  less  than  they 
were  a  year  ago,  while-savings  deposits  are  over  6  per 
cent,  larger.    This  is  decidedly  reassuring. 

Circulation  of  bank  notes  is  4.6  per  cent,  larger  than 
a  year  ago,  and  2.8  per  cent,  larger  than  a  month  ago. 

The  liabilities  of  the  banks  increased  $356,649  during 
the  year  ending  October  last,  but  the  assets,  on  the 
other  hand,  increased  by  $2,368,089,  and  the  reserve  by 
$3,767,598  during  the  same  period. 

It  is  quite  evident  that  when  business  again  becomes 
normal — and  it  is  evidently  tending  in  that  direction — 
the  banks  will  be  in  an  excellent  position  to  supply  the 
necessary  lubricant. 


Eeassuringf,  if  Not  Bank  clearings  in  Canada  for  the 
Gratifying.  eleven  months  ending  November 

30  were  .$7,298,960,735.  Compar- 
ed with  the  corresponding  eleven  months  of  1913,  this 
is  a  decrease  of  a  little  over  11.20  per  cent. 

This  cannot  be  termed  gratifying.  Neither  can  it  be 
termed  discouraging.  The  surprise,  rather,  is  that  the 
decrease  is  not  greater. 

During  the  months  of  September,  October  and  No- 
vember of  the  year  there  were  two  factors  which  were 
much  less  marked  in  their  influence  upon  the  bank 
clearings  than  in  former  years.  The  one  was  the  move- 
ment of  grain.    The  other  was  stock  exchange  business. 

Owing  to  the  outlook  for  high  prices,  on  account  of 
the  war,  the  farmers  have  been,  and  still  are,  holding 
back  a  larger  proportion  of  their  grain  than  has  been 
the  practice  in  the  past.  While  there  is  a  certain  amount 
of  gratification  in  knowing  that  the  farmers  are  in  such 
a  prosperous  condition  that  they  are  not  compelled  to 
rush  their  grain  to  market,  yet  it  must  naturally  exert 
an  influence  on  the  bank  clearings,  and,  incidentally,  on 
collections  as  well. 

Then  as  to  the  stock  exchanges,  they  have  been  closed 
for  over  four  months.  And  while  business  in  stocks  and 
bonds  has  not  entirely  ceased,  one  has  only  to  inter- 
view the  brokers  to  find  out  how  nearly  it  has  come  to 
the  vanishing  point. 

While  the  bank  clearings  for  the  eleven  months 
would  in  all  probability  not  have  shown  an  increase  if 
the:  movement  of  grain  had  been  as  brisk  as  in  other 
years,  and  the  stock  exchanges  not  closed,  yet  one  can 
safely  premise  that  but  for  these  two  influences  the 
decrease  would  have  been  less  than  it  is.  Conversely 
does  it  not  follow  that  general  business  is  not  as  bad, 
on  the  whole,  as  some  seem  to  think  it  is? 


A  Druggist  A   quondam   Canadian    druggist 

in  Politics.  was  recently  nominated  by  the 

Democratic  party  for  the  State 
Auditorship  of  Michigan.  His  name  is  John  J.  Camp- 
bell. He  was  born  at  Ridgetown,  Ont.,  aftd  after  serv- 
ing in  a  drug  store  took  up  his  residence  in  Michigan 
about  twenty-four  years  ago.  In  his  adopted  country 
he  has  been  active  both  in  politics  and  trade  association 
work.  He  has  been  mayor  of  his  town — Pigeon,  Mich. 
— and  last  year  was  elected  vice-president  of  the  Na- 
tional Association  of  Druggists. 

Having  been  born  in  Canada  Mr.  Campbell  cannot  as- 
pire to  the  Presidency  of  the  United  States.  It  is  still 
possible,  however,  for  him  to  aspire  to  the  Premiership 
of  Canada,  which  is  a  much  less  nerve-racking  job.  We 
would  like  to  have  him  back,  however,  even  if  it  only 
be  for  the  purpose  of  running  a  drug  store.  Men  of  his 
calibre  help  to  "make  the  wheels  go  round." 


Destitute  Druggists.  Pharmacists  in  Belgium  are,  like 
other  business  men  in  that  unfor- 
tunate country,  sharing  in  the  vicissitudes  of  the  war. 

There  are  about  1,800  in  the  country.  Out  of  this 
number  300  are  said  to  be  destitute,  while  of  the  re- 
mainder a  great  many  are  in  anything  but  a  prosperous 
condition. 

In  Great  Britain  the  pharmacists  and  medical  men 
are  making  a  systematic  effort  to  relieve  the  necessities 
of  their  brethren  in  Belgium.  A  strong  committee  has 
been  appointed,  and  in  a  statement  which  has  been  is- 
sued a  request  has  been  made  for  contributions  of  pack- 
ages of  pharmaceutical  and  medical  preparations  and 
of  money. 

The  committee  has  undertaken  a  double  task,  for  be- 
sides relieving  the  necessities  of  the  pharmacists  in  Bel- 
gium there  are  a  number  of  them  among  the  refugees 
who  have  crossed  the  Channel  to  England  whose  cir- 
cumstances demand  attention. 

Is  it  not  possible  that  druggists  in  Canada  may  be 
able  to  do  something  to  relieve  the  necessities  of  their 
fellow  business  men  in  Belgium? 


A  Lesson  for  There  is  one  phase  of  the  finan- 

Retailers.  eial  situation  in  Canada  to-day 

which,  while  it  may  not  directly 
interest  the  ordinary  retailer,  is  of  such  significance 
that  it  is  worth  while  drawing  his  attention  to  it. 

We  hear  a  great  deal  these  days  about  the  tightness 
of  money  and  the  difficulty  of  making  collections.  That 
there  is  a  great  deal  of  truth  in  this  there  can  be  no 
doubt.  It  is  the  experience  of  nearly  every  business 
man. 

But  while  this  may  be  true  in  regard  to  ordinary 
business  affairs,  it  is  also  equally  true  that  the  loan  com- 
panies have  little  reason  to  complain  on  this  score. 
Many  of  them  are  finding  interest  payments  on  mort- 
gages equally  as  good  as  a  year  ago,  and  very  little  be- 
low those  of  1912,  when  business  was  good  throughout 
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the  country.  Where  there  is  a  falling  off  compared 
with  one  and  two  years  ago  it  is  in  payments  on  capi- 
tal account,  and  even  this  has  not  been  of  a  serious  na- 
ture. 

It  is  not  altogether  surprising  that  interest  payments 
on  mortgages  should  be  fairly  well  met.  In  the  first 
place  the  farmers  of  Canada  are  on  the  whole  in  a 
prosperous  condition.  It  is  a  question  whether  they 
were  ever  more  prosperous.  A  second  reason  for  the 
prompt  payments  that  are  being  made  to  the  loan  com- 
panies is  the  fact  that  they  systematically  look  after 
them. 

In  this  there  is  a  lesson  to  ordinary  business  men, 
some  of  whom  are  not  systematic  in  the  collection  of 
their  accounts.  No  doubt  many  are  deterred  from  press- 
ing for  payment  because  of  the  fear  of  losing  a  custom- 
er. The  loan  companies,  of  course,  are  influenced  by 
no  such  fear.  When  money  is  due,  they  demand  pay- 
ment, and  that  is  the  end  of  it. 

Retailers  may  not,  perhaps,  be  in  the  favorable  posi- 
tion the  loan  companies  are  to  demand  payment,  but 
they  can,  to  some  extent,  take  a  leaf  out  of  their  book. 
And  now  is  a  good  time  to  do  it. 


Decrease  in  Drug       In  spite  of  the  adverse  trade  con- 
and  Chemical  ditions  the  decrease  in  the  total 

Imports.  imports  of  drugs,  chemicals  and 

dyes  during  the  first  five  months 
of  the  present  fiscal  year  was  only  a  little  over  3i/^  per 
cent. 

The  total  value  was  $5,948,116,  compared  with  $6,- 
166,111  for  the  same  period  in  1913.  Compared,  how- 
ever, with  the  imports  for  the  first  five  months  of  the 
fiscal  year  of  1912,  there  was  a  gain  of  a  little  over  4 
per  cent. 

In  medical  and  pharmaceutical  preparations  the  de- 
crease was  more  marked,  being  over  QYo  per  cent.  The 
total  figures  for  the  respective  periods  were  $600,018 
and  $560,106.  Compared  with  the  five-month  period  of 
1912,  there  was  an  increase  of  over  5%  per  cent. 


rural  1x)wns  is  evident  from  the  zeal  they  display  for 
securing  subscribers  in  them  at  rates  below  the  cost  of 
the  white  paper  on  which  their  publications  are  printed. 

One,  however,  has  only  to  turn  to  their  advertising 
pages  to  discover  the  cause  of  their  silence  in  regard 
to  the  building  up  of  the  country  towns.  The  adver- 
tisements of  the  department  and  m'ail  order  houses 
therein  to  be  found  is  the  explanation. 

One  can  scarcely  dilate  upon  the  importance  of  the 
country  town  to  the  life  of  Canada  without  emphasiz- 
ing the  importance  of  patronizing  the  merchants  that 
do  business  in  the  town.  With  their  columns  crowded 
with  the  advertisements  of  the  department  stores  this 
is  something  the  daily  newspapers  cannot  emphasize. 
At  any  rate,  it  is  something  which  it  would  not  be  good 
policy  for  them,  to  emphasize.  In  fact,  with  some  of 
them  in  part  owned  by  department  stores,  it  is  some- 
thing they  would  not  be  permitted  to  do. 

And  j'et  the  decadence  of  many  a  village  and  coun- 
try town  in  Canada  can  be  traced  to  the  failure  of  local 
merchants  through  the  competition  of  the  large  depart- 
ment stores  of  the  metropolitan  cities. 

Every  time  the  store  in  a  country  town  is  driven  out 
of  business  by  departmenit  store  competition  the 
potency  of  that  town  as  a  factor  in  the  life  of  the  na- 
tion has  been  diminished.  And  yet  this  diminishing 
process  is  steadily  going  on. 


Effect  of  War  on  Stores  that  handle  flower  and  V 
the  Seed  Supply.  vegetable  seeds  will  probably 
flnd  a  higher  range  of  values  ob- 
taining next  season,  as  importers  procured  their  prin- 
cipal supplies  of  certain  descriptions  from  Germany. 
That  source  having  been  cut  off,  importers  are  looking 
elsewhere  for  supplies,  but  with  what  result  remains  to 
be  seen,  particularly  in  view  of  the  disturbance  which 
the  war  has  created  in  other  producing  countries. 

Should,  however,  the  war  seriously  interfere  with 
importations,  it  will  afford  an  opportunity  of  cleaning 
up  stocks  left  over  from  last  season. 


Importance  of  the  The  Right  Honourable  Arthur 
Country  Town.  Balfour  recently  addressed  a  pub- 

lic meeting  in  England  on  the 
subject  of  the  importance  of  the  country  town. 

"I  should  say  there  is  no  element  in  the  common  life 
of  our  country  which  we  could  less  afford  to  lose  than 
the  life  of  the  country  towns,"  was  one  of  the  trite 
things  he  said. 

What  he  said  about  the  importance  of  the  country 
towns  to  the  Mother  Country  might  be  said  with  equal 
force  in  regard  to  their  importance  to  the  life  and  well- 
being  of  Canada. 

It  is  unfortunate  that  we  have  not  in  public  life  in 
Canada  a  few  Arthur  Balfours  to  impress  this  fact 
upon  us.    It  would  mean  much  to  us. 

The  daily  newspapers  in  the  metropolitan  cities  some- 
times dilate  upon  the  subject  of  "back  to  the  farm." 
But  upon  the  building  up  of  our  country  towns  they 
are  silent. 

Their  silence  can  scarcely  be  born  of  ignorance.  They 
probably  realize  the  importance  to  the  country  of  a 
chain  of  prosperous  and  healthy  villages  and  towns  in 
the  midst  of  agricultural  surroundings.  If  they  think 
at  all  they  cannot  help  realizing  it.  And  that  their  pub- 
lishers often  have  their  thoughts  turned  toward  the 


Passing  Thoughts  on  Business. 

BY  w.  L.  E. 

Courage  is  as  essential  in  business  as  it  is  in  war. 

A  bombardment  -with  advertising  does  not,  like  a 
bombardment  -with  big  gutis,  kill,  but  it  is  none  the 
less  effective. 

It  fnay  be  necessary  for  some  business  men  to  en- 
trench themselves,  but  it  is  not  necessary  that  they 
should  bury  themselves. 

It  is  better  to  make  yotir  fellow  business  men  your 
allies  than  your  enemies. 

War  time  demands  greater  aggressiveness  on  the 
part  of  business  men  as  well  as  on  the  part  of 
soldiers. 

Fear  is  as  fatal  to  success  in  business  as  it  is  to 
success  in  warfare. 


24 


THE  RETAIL  DRUGGIST  OF  CANADA. 


January,  1915 


OUR  QUESTION  BOX 

TheRelM'lDr  gght  solicits  \>our  inquiries.    This 
column  is  /or  your  use.    We  are  at  your  service 


pint  bottle.  Dissolve  the  camphor  in  the  mixed  oils, 
and  add  to  the  soap  solution,  shaking  the  bottle  vigor- 
ously until  an  emulsion  is  formed.  Finally  add  the  tinc- 
ture of  opium,  and  enough  water  to  make  1  pint,  and 
mix  well  by  shaking. 


DRY  SHAMPOO 

Retail  Druggist : 

Would  you  publish  a  formula  for  a  dry  shampoo? 

SUBSCRIBER. 
Halifax,  N.S. 

There  are  two  types  of  dry  shampoos  in  common  use. 
One  is  dry  in  the  sense  that  it  contains  no  water,  a 
typical  formula  for  which  is  the  following: 

Strong  solution  of  ammonia 4  drachms 

Oil  of  bitter  almond 15  minims 

Tincture  of  quillaja 3  fluidounces 

Lavender  water 5  fluidounces 

Rectified  spirit  to  make 12  fluidounces 

This  shampoo  must  be  made  wholly  with  alcohol 
without  the  use  of  water.  Any  perfume  may  be  used  to 
replace  the  lavender. 

The  other  type  in  use  is  a  dry  shampoo  in  powder 
form  intended  to  be  distributed  through  the  hair,  acting 
as  an  absorbent  of  dirt,  oily  secretions,  etc.  After  be- 
ing applied  it  is  removed  by  means  of  a  thorough 
brushing. 

Powdered  orris  6  ounces 

Fullers'  earth    7  ounces 

Arrowroot  starch  4  drachms 

Oil  of  lavender 1  drachm 

Alcohol  . 1  fluidounce 

The  oil  of  lavender  is  to  be  dissolved  in  the  spirit 
and  sprayed  onto  the  mixed  powders. 


INK  ERASER 

A  Toronto  firm  recently  asked  us  for  a  formula  for 

an  ink  eraser.    The  following  two  erasers  were  sent  to 

them: 

Alum 1  part 

Amber 1  part 

Sulphur 1  part 

Saltpetre 1  part 

Reduce  each  first  to  a  fine  powder,  then  mix.    This 

forms  an   excellent  mixture  for  the   removal   of  ink 

spots  and  writing  on  paper. 

Another  Ink  Eraser 

Immerse  blotting  paper  or  any  similar  material  in 
a  hot  concentrated  solution  of  citric  acid,  roll  it  into 
a  pencil,  and  coat  the  larger  portion  of  it  with  lacquer. 
Moisten  the  eraser  with  water,  and  rub  over  the  ink 
to  be  removed.  Let  fall  on  the  ink  spot  a  drop  of  water 
containing  chlorinated  lime.  The  ink  immediately  dis- 
appears. 

WHITE  CAMPHOR  LINIMENT 

Castile  soap  ]  20  grains 

Ammonium  carbonate  in  clear  pieces 120  grains 

Powdered  camphor   120  grains 

Oil  of  thyme  1  dram 

Oil  of  turpentine 2  ounces 

Tincture  of  opium  2  drams 

Water,  enough  to  make 1  pint 

Dissolve  the  soap  and  the  ammonium  carbonate  in  10 
fluid  ounces  of  water,  and  introduce  the  solution  into  a 


FORMULA  FOR  SWEEPING  COMPOUND 

The  Retail  Druggist: 

I  would  like  to  get  a  formula  for  sweeping  powder. 
If  you  use  sand,  is  it  necessary  to  use  sea  sand?  I 
would  also  like  a  formula  for  the  foot  and  mouth  dis- 
ease. Thanking  you  for  any  information  you  may 
render  me. 

B.  McCREADY. 

CO.  National  Drug  Co.,  Regina. 

The  following  is  a  representative  formula  for  a 
sweeping  compound  to  prevent  dust  from  rising  when 
sweeping  floors  or  carpets : 

Dry  sawdust  10  pounds 

Paraffin  oil   1/2  pint 

Paraffin  wax 2  ounces 

Coarse  salt %  pound 

Eucalyptus  oil   .^. 2  ounces 

Sea  sand    .* 4  pounds 

Warm  the  paraffin  oil  and  mix  with  the  melted  wax, 
dissolve  in  the  mixture  any  aniline  color  required,  add 
the  eucalyptus  oil,  and  saturate  the  sawdust.  Then 
mix  with  the  sand.  Real  sea  sand  is  not  essential,  but 
it  should  be  as  near  like  sea  sand  as  possible. 

The  Foot  and  Mouth  Disease 

In  regard  to  a  formula  for  a  preparation  to  cure  or 
prevent  foot  and  mouth  disease,  The  Retail  Druggist 
took  this  matter  up  with  the  Veterinary  D;rector-Gen- 
eral  of  the  Dominion,  who  points  out  that  it  is  a  dan- 
gerous malady,  and  states  that  treatment  should  not 
be  permitted  under  any  circumstances.  In  a  letter  to 
this  paper  he  says:  "In  countries  where  this  disease 
has  existed,  the  authorities  have  found  that  the  most 
economical  method  of  dealing  with  this  malady  has 
been  by  the  immediate  slaughter  of  infected  and  con- 
tact animals,  and  the  disinfection  of  contact  material. 

"In  the  event  of  this  disease  being  introduced  into 
this  country,  treatment  would  be  absolutely  forbidden 
and  a  compulsory  slaughter  policy  would  be  followed. 
It  is,  therefore,  essential  that  the  department  should  be 
promptly  notified  of  any  suspected  cases. 

"If  you  desire  to  give  your  readers  information  in 
this  connection,  you  can  at  the  same  time  assist  this 
department  by  asking  them  to  report  direct  to  this 
office  by  telegraph  'collect'  any  disease  affecting  the 
mouth  and  hoofs  of  cattle,  sheep  and  swine." 

There  is  no  reason,  however,  why  druggists  should 
not  advise  farmers  to  use  plenty  of  disinfectants  about 
their  stables  and  cattle  sheds. 


A  MARBLE  CLEANER 

The  following  is  suggested  as  a  marble  cleaner: 

Dried  sodium  carbonate 2  ounces 

Powdered  pumice 1  ounce 

Chalk 1  ounce 

Mix  and  sift. 
The  powder,  made  into  a  cream  with  water,  should  be 
rubbed  well  over  the  soiled  parts,  and  washed  off  with 
soap  and  water.  Should  the  stone  require  repolishing, 
marble  polishers  use  a  thin  paste  made  with  putty  and 
water,  rubbing  with  thick  felt  or  a  pad  of  moleskin. 
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NEWS  OF  THE  TRADE 

From  Coast  to  Coait 


Quebec  and  Maritime  Provinces 

Household  Remedies,  of  Montreal,  have  registered. 

A.  Fournier,  druggist,  of  Quebec,  suffered  loss  by 
fire. 

C.  F.  Chestnut,  druggist,  of  Fredericton,  N.B.,  suf- 
fered loss  by  fire  in  late  November. 

Bachand  &  Begin,  druggists,  of  Sherbrooke,  Que., 
have  registered.  The  members  of  the  firm  are  Leonidas 
C.  Bachand  and  Wilfrid  Begin. 

Ontario 

A.  E.  Taylor,  of  Elk  Lake,  Ont.,  has  sold  his  drug 
business  to  Wm.  Simpson. 

Quinn-Giles,  Ltd.,  of  Ottawa,  have  disposed  of  their 
branch  store  to  J.  R.  Giles. 

Dr.  L.  B.  "Williams  has  opened  a  new  drug  store  on 
Dufferin  Street,  Toronto,  north  of  St.  Clair  Ave. 

T.  B.  S.  Tweedale,  of  Essex,  Ont.,  and  0.  F.  Sexsmith, 
of  Bruce  Mines,  Ont.,  were  recent  visitors  at  the  Ontario 
College  of  Pharmacy,  Toronto. 

C.  R.  Smith,  of  Thorold,  is  moving  into  larger  and 
newly-fitted  premises. 

Eugene  J.  Durocher,  druggist,  of  Ottawa,  is  one  of 
the  provisional  directors  of  the  recently  incorporated 
Anglo-Franco  Club,  of  that  city. 

John  M.  Whiting  has  opened  a  new  drug  store  at 
1370  St.  Clair  Ave.  W.  This  is  the  third  store  he  has 
opened  on  this  street  within  two  years.  They  are  all 
within  a  radius  of  a  mile. 

The  Paste  Company  of  Canada,  Ltd.,  has  been  incor- 
porated, with  a  capital  stock  of  $100,000,  and  head 
office  in  Toronto.  They  will  carry  on  business  as  manu- 
facturing chemists  and  dealers  in  pastes,  gums,  muci- 
lage, etc. 

The  Goldsmith  Products  Co.,  Ltd.,  of  Toronto,  has 
been  incorporated  to  deal  in  glycerine,  soap,  perfumes, 
toilet  articles,  and  pharmaceutical  preparations.  The 
capital  stock  is  $100,000  and  the  provisional  directors 
are  David  H.  Goldsmith,  J.  W.  Wood,  and  Gordon  B. 
Balfour.  .    ' 

Parisian  Imports,  Limited,  is  the  name  of  a  Wind- 
sor concern  recently  incorporated  with  a  capital  stock 
of  $50,000,  to  carry  on  the  manufacture  of  certain 
pharmaceutical  and  toilet  preparations.  Frederick  A. 
Koch,  of  Detroit,  is  manager. 

After  only  a  short  illness,  Chas.  H.  Whitehead,  sec- 
retary of  the  Harold  F.  Ritchie  Co.,  of  Toronto,  passed 
away  at  the  age  of  54.  Twenty-five  years  ago,  when  he 
came  to  Toronto,  he  was  general  manager  of  the  Savoy 
Candy  Co.,  which  post  he  left  several  years  after  to 
take  up  traveling  in  an  effort  to  improve  his  health.  He 
became  secretary  of  the  Ritchie  Co.  about  a  year  ago. 

The  Prairie  Provinces 

Z.  Groh  has  opened  a  drug  store  at  Strassburg,  Sask. 

Jos.  Wright  has  opened  a  drug  business  at  Fielding, 
Sask. 

The  Shaunavon  Drug  &  Stationery  Store,  Shaunavon, 
Sask.,  have  dissolved  partnership,  James  McCoubrey 
continuing. 

C.  S.  Kemp,  druggist,  of  Edmonton,  suffered  loss  by 
fire  recently. 

Calcraft  Toys,  manufacturers  of  toys,  are  now  in 
business  in  Calgary. 


Sproule  &  Harvey  have  opened  a  new  drug  store  in 
Calgary  at  the  corner  of  9th  Avenue  and  Centre  Street, 
directly  opposite  the  C.P.R.  depot.  It  will  be  called 
the  Depot  Drug  Store,  and  is  under  the  management 
of  G.  A.  Sproule. 

British  Columbia 

The  Standard  Drug  Co.,  of  Vancouver,  have  dis- 
solved partnership. 

Ivan  Moore,  of  Victoria,  has  taken  charge  of  the 
branch  store  of  Geo.  A.  Fraser,  at  Lytton,  B.C. 

Currie  White  has  taken  the  position  of  manager  of 
Terry's  branch  store,  corner  Douglas  &  Pandora 
Streets,  Victoria. 

The  Wilson  Drug  Co.,  Vancouver,  has  purchased  the 
stock  of  E.  R.  Gordon. 

The  Standard  Drug  Store,  Broadview  West,  Van- 
couver, has  been  purchased  by  H.  Neve,  who  was  for- 
merly with  Harrison  &  Co. 

E.  R.  Gordon  has  taken  a  position  with  the  Powell 
River  Drug  Co.,  Powell  River,  B.C. 

There  are  23  students  in  attendance  at  the  pharmacy 
classes  established  in  connection  with  the  Vancouver 
night  schools. 

Among  the  B.  C.  druggists  who  have  volunteered  for 
active  service  are:  W.  B.  Hunter,  Vancouver;  Lome 
Fulton,  of  the  Up-to-Date  Pharmacy,  Hazelton ;  Van* 
McDonald,  of  Terry's  Drug  Store,  Douglas  &  Pandora 
Streets,  Vancouver;  Fred  Steacey,  of  Muir  &  Co.,  New 
Westminster;  H.  Minton,  of  the  Suddaby  Pharmacy, 
Fernie,  and  A.  McLellan,  of  Harrison  &  Co.,  Vancouver. 

F.  J.  Boles,  formerly  city  salesman  for  the  National 
Drug  &  Chemical  Co.,  in  Vancouver,  has  taken  charge 
of  the  Canada  Drug  &  Book  Co.,  Nelson,  B.C.  E.  B. 
Stevenson,  the  former  manager,  has  left  for  the  East. 

James  A.  Wright,  representative  of  Lymans,  Ltd.,  of 
Montreal,  who  passed  away  in  Vancouver  in  Novem^ 
ber,  was  one  of  the  oldest  and  best  known  travelers 
in  the  West.  The  B.  C.  Pharmaceutical  Association, 
through  President  Mills,  sent  a  wreath  in  memory  of 
the  deceased,  as  did  also  the  Vancouver  Retail  Drug-. 
gists'  Association. 


NEW  BY-LAWS  FOR  B.C.  ASSOCIATION. 

At  the  semi-annual  meeting  of  the  British  Columbia 
Pharmaceutical  Association,  in  Victoria,  the  special 
committee  appointed  for  the  purpose,  submitted  its  re- 
port on  proposed  by-laws  for  the  association,  with  re- 
commendations of  changes  and  additions.  They  will 
come  up  for  final  discussion  and  approval  at  its  annual 
meeting  in  Victoria  next  June. 

The  following  board  of  examiners  was  re-nominated 
for  the  ensuing  year:  John  Cockrane,  Victoria,  B.C. 
(chairman),  dispensing  and  prescriptions;  F.  S.  Stear- 
man,  Nanaimo,  botany  and  materia  medica;  J.  M.  Fish- 
er, Vancouver,  pharmacy  and  chemistry. 


VETERAN  CANDYMAKER  CALLED  BY  DEATH. 

Alexander  Robertson,  of  the  firm  of  Robertson  Bros.,, 
candy  manufacturers,  who  was  one  of  Toronto's  oldest 
residents,  passed  away  at  the  age  of- sixty-eight.  Born 
in  Selkirk,  Scotland,  in  1845,  he  emigrated  to  this  conn- 
try  with  his  parents  when  only  twelve  years  of  age, 
coming  straight  to  Toronto,  where  he  had  lived  ever 
since.  About  fifty  years  ago  he  and  his  brothers  found- 
ed the  well-known  firm  of  Robertson  Bros.,  and  he  hud 
up  till  a  short  time  ago,  when  he  had  to  retire  through 
ill-health,  attended  to  business  daily. 
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PRESENTATION  TO  LIEUT.-OOL  FOTHERINGHAM 

The  students  of  the  1915  class  of  the  Ontario  College 
of  Pharmacy  showed  their  esteem  for  Lieut.-Col  J.  T. 
Fotheringham,  professor  of  materia  medica  at  the  col- 
lege, who  is  going  to  the  front  with  the  second  contin- 
gent, by  the  presentation  to  him  of  a  gold  wrist  watch, 
accompanied  by  an  address  expressing  their  admiration 
of  his  loyalty  in  the  cause  of  the  Empire.  The  address 
in  part  read : 

"May  the  Great  Architect  of  the  Universe  preserve 
your  health  and  return  you  speedily  to  your  family 
and  your  several  spheres  of  usefulness,  when  the  vic- 
tory has  been  won. 

"It  is  our  desire  that  you  should  take  with  you 
some  slight  token  of  our  esteem  that  will  serve  to  occa- 
sionally remind  you  of  the  class  of  1915 ;  we,  therefore, 
ask  you  to  do  us  the  honor  of  receiving  from  our  hands 
this  little  timepiece,  which  will  also  make  itself  useful 
in  telling  you  the  hour  when  you  are  where  the  tones  of 
Big  Ben  cannot  reach  your  ears." 

"May  you  be  able,  each  time  you  wind  it,  to  recall  a 
perfect  day  in  the  accomplishments  of  your  depart- 
ment and  in  the  success  of  the  allies,  and  one  day 
nearer  the  end  of  the  war." 

In  addition  to  being  a  member  of  the  faculty  of  the 
O.C.P.,  Mr.  Fotheringham  is  one  of  Toronto's  foremost 
physicians.  He  is  going  with  the  2nd  contingent  as 
chief  of  the  medical  staff. 


RETAILERS  EXEMPT  FROM  COMPENSATION 
ACT 

Retailers  of  Ontario  will  be  pleased  to  learn  that  they 
have  been  exempted  from  the  Workmen's  Compensation 
Act,  for  which  they  have,  no  doubt,  to  thank  to  a  large 
extent  the  Retail  Merchants'  Association,  which  put 
up  a  vigorous  fight  in  their  behalf. 

Chief  among  the  occupations  now  declared  exempt 
from  the  operation  of  the  Act  are  wholesale  and  retail 
mercantile  businesses, '  hotel  keeping  and  restaurant 
keeping,  public  garages,  livery  stables,  auction  and 
sales  stables,  also  making  or  repairing  of  men's  and 
women's  clothing,  whitewear,  shirts,  collars,  corsets, 
hats,  caps,  furs,  or  robes  carried  on  as  part  of  an  ex- 
clusively retail  business.  In  these  occupations  it  is  con- 
sidered there  is  no  substantial  hazard. 

It  is  also  made  clear  that  such  operations  as  coffee 
grinding,  meat  cutting,  drug  manufacturing,  boot  and 
shoe  making  and  repairing,  watch,  clock,  and  jewelry 
making  and  repairing,  harness  making  and  repairing, 
etc.,  when  carried  on  as  part  of  and  for  the  purpose  of 
an  exclusively  retail  business  are  not  to  be  considered 
under  the  Act. 

Two  other  regulations  deal  with  exclusions  where 
less  than  six  men  are  usually  employed.  Under  this 
heading  are  included  manufacture  of  cheese  or  butter, 
operation  of  creameries  or  dairies,  construction  or  oper- 
ation of  telephone  lines,  power  laundries,  dyeing  and 
cleaning  establishments,  mining,  except  in  the  ease  of 
producing  mines  where  the  workmen  are  in  the  employ 
of  the  owner,  operation  of  threshing  machines,  etc. 


COMMENCE  MANUFACTURE  OP  PERFUMES 

Rodgers,  Gray  &  Stewart  have  started  the  manufac- 
ture of  perfumes  and  toilet  requisites,  at  332  Bleury 
Street,  Montreal.  The  members  of  the  firm  are  W.  H. 
Rodgers,  Jr.,  R.  Ross  Gray,  and  A.  C.  Stewart. 


THE  DRUG  MARKETS 

The  general  feeling  of  easiness  that  was  present  a 
month  ago  is  now  less  noticeable,  and  steadiness  is  now 
the  rule,  with  a  few  exceptions.  Cream  tartar  is  slightly 
easier,  but  supplies  are  not  large.  Citric  acid  is  tend- 
ing downward  at  the  moment,  as  is  also  tartaric  acid, 
which  is  now  in  less  demand. 

Wood  alcohol  has  moved  upward  and  still  has  symp- 
toms of  continuing  the  movement.  Prices  are  well 
maintained  in  pot.  cyanide,  opium,  codeina,  morphia, 
glycerine,  borax,  and  boracic  acid. 

Carbolic  acid  is  held  at  firm  figures  under  shortage 
of  supplies,  and  it  seems  probable  that  this  condition 
will  continue  during  the  war.  Difficulty  is  being  ex- 
perienced in  getting  shipments  of  cod  liver  oil  from 
Norway. 


UNITED  STATES   PUTS  WAR  TAX   ON  TOILET 
ARTICLES  AND  COSMETICS. 

All  cosmetics,  perfumes  and  toilet  articles  sold  in  the 
United  States  now  have  to  bear  a  war  tax  stamp,  this 
being  part  of  a  scheme  of  the  U.S.  Government  to  in- 
crease revenue  necessitated  by  the  war.  The  tax  on 
articles  selling  up  to  5  cents  is  %-cent;  5  to  10  cents, 
14-cent;  10  to  15  cents,  %-cent;  15  to  25  cents,  %-cent; 
25  to  50  cents,  I14  cents;  50  to  75  cents,  1%  cents;  75 
cents  to  $1,  21/^  cents.  Many  manufacturers  have  signi- 
fied their  willingness  to  pay  the  stamp  tax,  but  where 
they  do  not,  it  falls  upon  the  retailer. 

Much  difference  of  opinion  is  expressed  as  to  what 
articles  come  under  the  head  of  "cosmetics."  Then 
there  is  much  difficulty  in  drawing  the  line  between 
non-taxable  medicinal  preparations  and  taxable  toilet 
articles.  For  instance,  it  is  contended  on  one  side  that 
hydrogen  dioxide  is  taxable  on  the  ground  that  it  is 
largely  used  for  toilet  purposes.  On  the  other  hand,  it 
is  included  in  the  Pharmacopoeia  because  of  its  medic- 
inal value.  Another  interesting  question  brought  up 
is:  "Is  a  mouth  wash  a  medicine  or  a  toilet  prepara- 
tion?" _  Truly,  the  U.S.  Government  will  have  some  dif- 
ficulty in  deciding  on  these  points. 

Chewing  gum  is  taxed  at  the  rate  of  4  cents  for  every 
dollar  of  retail  value.  Long  distance  telephone  calls  are 
al^o  taxed. 


EDISON  PLANT  DESTROYED  BY  FIRE. 

Fire  destroyed  virtually  the  entire  main  plant  of  the 
Edison  Company  at  West  Orange,  N.J.,  on  Dec.  9,  caus- 
ing damage  estimated  at  $7,000,000.  The  only  building 
saved  in  the  block  was  the  laboratory  building,  con- 
taining valuable  scientific  machinery  under  the  imme- 
diate superintendence  of  the  inventor,  Thomas  A.  Edi- 
son. "Although  I  am  more  than  67  years  of  age,  111 
start  all  over  again  to-morrow,"  said  Mr.  Edison. 


PENNANT  TO  ADVERTISE  FRANCO  PRODUCTS. 

In  accordance  with  the  policy  of  the  Interstate  Elec- 
tric Novelty  Co.  of  Canada,  Ltd.,  of  supplying  dealers 
in  "Franco"  products  with  catchy  advertising  matter 
from  time  to  time,  this  concern  is  now  distributing  to 
the  trade  a  very  pretty  and  attractive  pennant.  In  their 
advertisement  of  this  issue  the  same  is  illustrated. 

Apart  from  being  artistic,  these  pennants  are  sure  to 
stimulate  trade  and  materially  increase  the  sale  of  their 
well-known  flashlights  and  other  electric  specialties. 
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SMOKERS'  SUPPLIES,  CIGARS  and  TOBACCO 


The  Department  thai  Attracts  the  Men  to  the  Drug  Store 


How  the  Druggist  Can  Work  Up  a 
Good  Cigar  Trade      :      : 


By 
Frank  P-  Shane 


WE  approach  the  cigar  end  of  our  business  with  a 
realization  that  there  are  more  kinds  of  cigars 
than  one.  and  that  all  the  cigar  business  in 
town  cannot  be  secured  by  concentrating  on  one  kind. 
Our  stock  comprises  a  nice  assortment  of  domestics, 
broad  leafs  and  Havanas,  and  by  boosting  our  business 
in  Havanas  we  have  gradually  built  up  a  nice  trade. 

Keep  Stock  in  Good  Condition. 

The  most  important  point  that  I  can  touch  on  is  con- 
dition— cigars  in  poor  condition  will  never  build  up  a 
permanent  trade ;  they  must  be  kept  moist,  even  at  the 
expense  of  a  modern  humidor.  I  have  a  tile  and  nickel  ■ 
humidor  that  I  bought  five  years  ago,  and  I  consider  it 
one  of  the  best  investments  I  ever  made  in  that  depart- 


MAINTAIN   TRADE   IN   THIS   DEPARTMENT. 

DI'RIXG  the  past  niontli  most  druggists  have  been 
doing  a  larger  trade  in  smokers'  supplies  than 
(luring  any  of  the  other  months  of  the  year.  They 
realized  the  opportunities  for  sales  and  accordingly 
made  a  feature  of  this  line  with  good  results.  There  is 
no  reason  why  good  business  in  cigars  and  tobacco 
should  not  continue  if  the  dealers  will  only  continue  to 
give  attention  and  prominence  to  these  lines.  Men 
smioke  just  as  much  during  January,  February,  or  any 
of  the  other  months  as  they  do  in  December.  Atten- 
tion to  smokers'  supplies  during  the  entire  year  on  the 
part  of  the  druggist  should  be  productive  of  good  re- 
sults. 


store  and  receives  less  window  space  than  any  other 
line.  A  schedule  for  cigar  trims  is  a  good  thing;  say 
the  last  week  in  every  month  give  the  window  over  to 
cigars.  Put  the  cigar  case  as  near  the  door  as  possible. 
Cigar  customers  do  not  like  to  walk  far  into  a  store  to 
make  a  purchase,  and  will  appreciate  it  if  you  remem- , 
ber  the  fact. 

Advertising  Good  Business. 

A  small  advertisement  in  your  local  paper  is  good 
business.  It  calls  attention  to  the  special  interest  you 
pay  that  part  of  your  stock,  and  in  time  it  will  certainly 
repay  you.  Do  not  advertise  to-day  and  wait  six  months 
before  advertising  again.  Make  a  regular  schedule  and 
follow  it ;  about  once  a  month  is  all  right. 

Distribution  is  a  good  selling  faetor  in  so-called  popu- 
lar brands  and  you  sacrifice  it  with  an  exclusive  line, 
but  if  you  are  really  interested  in  your  cigar  business 
and  keep  boosting,  it  is  a  very  easy  matter  to  make  a 
success  of  it.  Of  course,  we  carry  almost  every  good 
brand— it  is  almost  impossible  to  get  along  without 
them — but  I  don't  believe  in  putting  a  lot  of  effort  into 
establishing  a  brand  that  everybody  in  town  has  when 
the  same  effort  would  build  up  a  business  on  a  brand  of 
our  own.  "We  found  out  that  persistency  was  all  that 
was  necessary  to  sell  the  Saturday  specials.  Putting  up 
the  full  stock  on  the  case  top  in  a  tasteful  display,  week 
after  week,  using  a  poster  on  the  door  or  window  at  the 
same  time,  is  what  does  the  work.  Displaying  them  one 
Saturday  and  forgetting  them  the  next  will  produce  ab- 
solutely no  results;  it  has  to  be  kept  up  to  become  a 
winner,  and  it  has  become  a  winner  with  us. 


ment.     We  keep  our  stock  in  it,  and  endeavor  to  sell 
from  it  instead  of  from  the  case  whenever  we  can. 

In  moistening  a  cigar  case  it  is  well  to  remember  that 
moist  air  being  heavier  than  dry  air,  it  starts  sinking 
from  wherever  the  moisture  is  placed,  and  if  a  moisten- 
er  is  set  in  a  cigar  case  on  the  same  level  as  the  cigars, 
it  does  not  do  much  good ;  it  ought  to  be  set  higher  up. 
Clay  moisteners  suspended  to  the  top  of  the  case  by 
chains  and  small  hooks  do  good  work,  being  service- 
able and  inexpensive. 

Attention  to  Shape  and  Color. 

Next  to  condition  we  pay  attention  to  shape  and 
color.  Most  cigar  smokers  are  peculiar,  inasmuch  as 
they  pick  out  some  shape  and  color  and  make  up  their 
minds  that  it  is  better  than  anything  else,  and  I  look 
on  it  as  a  good  business  to  cater  to  the  particular  and 
fussy  customer,  since  he  is  apt  to  buy  considerable  if  he 
thinks  you  are  the  only  man  in  town  who  will  supply 
his  wants.  I  carry  my  fast  selling  brands  in  a  variety 
of  shapes  so  that  I  can  suit  the  taste  of  the  particular 
customer. 

It  is  a  move  in  the  right  direction  when  you  make  a 
special  display  of  brands  of  which  you  control  the  sale. 
Advertise  a  little.  Do  not  expect  that  a  neglected  cigar 
department  will  grow.  In  ninety-nine  cases  out  of  a 
hundred  the  cigar  case  has  the  best  paying  space  in  the 


A  ONE-PRICE  PIPE  WINDOW. 

Many  druggists  do  not  sell  as  many  pipes  as  they 
should.  There  is  an  advantage  in  getting  the  men  to 
come  to  your  store  to  buy  pipes  because  you  get  their 
tobacco  trade  and  frequently  sell  them  other  lines  as 
well. 

One  dealer  in  order  to  stimulate  interest  in  pipes  put 
in  a  one-price  window,  showing  a  big  assortment  of 
pipes  at  25  cents.  The  first  day  they  were  in  the  win- 
dow he  only  sold  five  of  them.  That  night  he  removed 
about  25  pipes  from  the  window,  taking  them  all  from 
the  one  side,  to  give  the  impression  that  they  were  go- 
ing fast.  This  gave  the  men  the  idea  that  they  must  be 
good  value  and  on  the  second  day  a  good  many  more 
were  sold. 

A  window  display  is  needed  once  in  a  while  if  for  no 
other  reason  than  to  drive  home  to  the  public  that  yon 
sell  the  line. 

KENT-McCLAIN  AGAIN. 

Mr.  L.  E.  Martel,  of  Quebec  City,  has  added  to  his 
already  handsome  store  equipment  a  line  of  six  show- 
cases. Two  of  these  are  the  indispensable  "Trianon" 
combination  showcase,  counter  and  stock  cabinet,  and 
all  are  of  the  Panama  all  glass  construction  style.  They 
were  supplied  by  Kent-McClain,  Limited  (Toronto 
Show  Case  Co.),  of  Toronto, 
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THE  STATIONERY  DEPARTMENT 


A  department  deooled  lo  stationery,  books,  post  cards  and  associated  lines 


MOVING  PICTURES  AND  THE  SALE  OF  BOOKS. 

The  sale  of  books  has  been  helped  considerably  in  the 
past  by  the  dramatizing  of  novels,  the  advertising  of 
the  play  being  good  publicity  for  the  book.  Of  late  the 
moving-picture  show  has  been  rendering  similar  assist- 
ance and  dealers  should  not  be  slow  to  take  advantage 
of  it  by  pushing  the  sale  of  those  books  that  are  pictur- 
ized  and  shown  and  advertised  in  their  town. 

Co-operation  with  a  picture  theatre  manager  near 
your  store  is  good  business.  You  can  get  from  him  the 
names  of  book  reels  that  he  is  going  to  show,  and  thus 
secure  a  supply  in  plenty  of  time  to  feature  them  in 


HINTS    FOE    THE    STATIONERY    DEPABTMENT. 

HOW  about  your  requirements  of  Valentine  cards? 
February  14  is  not  far  distant,  and  you  want  to 
get  them  on  display  some  time  in  advance. 
Many  dealers  sell  a  good  many  birthday  cards.    Are 
you  getting  your  share  of  this  trade? 

Make  a  display  of  decorative  crepe  paper.     Women 
find  a  good  many  uses  for  this  line. 

Don't  drop  the  sale  of  toy  books.    The  children  have 
to  be  amused  during  every  month  of  the  year. 

Patriotic  songs  still  continue  in  great  demand.  Drug- 
gists have  a  good  opportunity  to  boost  their  sale. 

Are  you  selling  many  fountain  pens?     If  not,  why 
not? 

Continue  to  feature  patriotic  stationery. 


advance.  The  dealer  might  exhibit  pictures  and  posters 
for  the  theatre  and  in  return,  it  could  advertise  the 
book  in  the  lobby — on  the  screen — or  both. 

The  association  of  the  novel  with  the  motion  picture 
screen  has  done  much  to  lift  motion  pictures  out  of  the 
sideshow  category.  It  arouses  the  respect,  where  it 
had  before  merely  aroused  the  curiosity  of  the  pleasure- 
seeker. 

Now  the  motion  picture  bids  fair  to  do  considerable 
for  the  sale  of  novels.  If  taken  advantage  of  by  the 
dealer  when  opportunity  is  presented,  it  should  do 
much  to  keep  the  book  stock  in  "motion." 


TO  PREVENT  RUNNING  OUT  OF  STATIONERY 
LINES. 

It  is  bad  advertising  for  a  firm  to  be  out  of  goods  ask- 
ed for,  no  matter  how  small  the  articles  may  be.  On 
the  other  hand,  a  reputation  for  always  having  articles 
wanted  is  a  valuable  asset  to  any  store.  In  the  station- 
ery department  there  are  so  many  small  articles  that 
the  dealer  needs  to  have  a  system  in  order  to  keep  his 
stock  in  shape. 

A  good  plan  is  to  keep  a  pad  right  on  the  counter  for 
listing  articles  that  are  running  short.  When  a  clerk 
serves  a  customer,  he  can  note  the  supply  of  the  article 
on  hand,  and  if  it  is  getting  short  a  note  can  be  made 
on  the  pad  without  any  great  bother.  Thus,  the  matter 
is  brought  to  the  attention  of  the  buyer  before  the  stock 
runs  out. 

The  plan  of  depending  on  the  memory  is  a  poor  one. 
A  note  should  be  made  of  every  article  nmning  short. 
Then  it  will  not  be  forgotten. 


HORSE  SHOW  DAY  AD. 

A  simple  but  effective  display  of  cameras  appropri- 
ate to  horse  show  day  was  that  adopted  by  Marshall's 
drug  store.  Queen  street,  Toronto.  Six  pedestals 
of  varying  height,  and  draped  in  blue  crushed  paper, 
were  arranged  in  a  small  window.  On  the  highest 
pedestal,  which  stood  in  the  rear  left-hand  corner,  was 
placed  an  ornamental  metal  horse  with  an  ordinary 
whip  leaning  against  it.  The  five  other  pedestals  were 
arranged  in  descending  order  in  front  and  towards 
the  right,  and  on  top  of  each  was  placed  a  camera. 
Ribbons  of  blue  and  yellow  paper  led  from  each  camera 
to  the  horse  on  the  highest  pedestal,  seeming  thus  to 
connect  the  news  idea  of  the  show  with  the  more  gen- 
eral one  of  cameras  for  sale.  A  show  is  always  a  sub- 
ject of  popular  conversation,  and  people  seeing  a  horse 
in  the  window  will  stop  and  look  at  the  goods  display- 
ed.' In  the  present  instance  there  was  a  background  of 
photographs.  Behind  the  horse  was  a  large  card  cover- 
ed with  snapshots,  and  the  announcement,  "Your  snap- 
shots developed  in  a  day."  It  will  be  readily  seen  the 
figure  of  the  horse  dominates  the  display,  and  behind 
it  would  be  the  best  place  for  a  show  card.  The  back- 
ground to  the  right  consisted  of  two  large  trade  en- 
largements. 

PUSH  THE  SALE  OF  PENNANTS 

While  the  summer  is  a  good  season  for  the  sale  of 
pennants,  there  is  no  reason  why  they  should  not  sell 
well  during  the  entire  season,  if  a  reasonable  effort  is 
only  m'ade  by  the  dealer  to  keep  people  interested  in 
them. 

By  playing  up  thir  value  for  decorative  purposes,  it 
becomes  easily  possible  to  promote  sales.  This  can  be 
lione  by  the  proper  kind  of  display  in  the  store.  They 
can  be  shown  to  advantage  in  various  ways  in  the  in- 
terior and  assist  materially  in  decorating  the  back- 
ground for  many  window  displays.  People  become  in- 
terested in  them  merely  from  seeing  them,  and  sales 
naturally  result. 

At  this  season  of  t'he  year,  people  become  more  in- 
terested in  the  decoration  of  the  interior  of  the  house, 
and  for  dens  and  other  purposes,  pennants  assist  mater- 
ially. The  dealer  and  his  clerks  should  take  every 
opportunity  to  suggest  them  to  possible  customers. 
The  suggestion  to  young  men  that  they  buy  fhem  to 
decorate  their  rooms  will  be  found  productive  of  es- 
pecially good  results. 


We  cannot  interest  others  vitally  in  things  in  which  we 
are  not  ourselves  interested.  This  applies  to  advertis- 
ing and  to  salesmanship  alike. 


MANY  TJSEFUI.  HINTS. 

"I  find  many  useful  hints  in  the  photographs  and 
ideas  given  each  month  in  The  Retail  Druggist,"  is  the 
laconic  but  complimentary  manner  in  which  F.  C. 
Weber,  of  Peterboro,  sums  up  his  opinion  of  our  paper 
in  a  recent-letter. 
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Making  of 
Blank  Books 


We  have  earned  the  name  for  manu- 
facturing the  biggest  line  of  Blank 
Books  in  Canada.  We  make  a  great 
feature  of  it  from  the  lowest  priced 
and  simplest  rulings  and  bindings  to 
the  most  intricate  patterns  and  costly 
bindings,  and  as  in  every  other  line 
of  goods  we  manufacture,  quality  is 
paramount. 

We  make  a  specialty  of  special  or- 
ders for  ruling  and  special  bindings, 
and  no  order  will  be  considered  too 
small  to  receive  prompt  and  painstak- 
ing attention.  If  you  have  a  customer 
who  wants  a  special  book,  let  us 
estimate  on  it  for  you. 

'Urial  Will  Convince 

Warwick   Bros.   &  Rutter 

Limited 

Makers  of  High-Grade  Blank  Books 
TORONTO 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A  department  of  means  and  methnJa  of  increasing  business  in  photographic  sup- 
plies,  pennants,  plajjing  cards,    pens,  ink,  sporting  goods,    novelties,  china,    etc. 

II 

FANCY  GOODS  AND  NOVELTIES  ALL  THE  YEAR 
BOUND. 

Even  though  the  holiday  trade  is  over,  the  druggist 
should  not  allow  his  trade  in  fancy  goods  and  novelties 
to  die.  There  is  need  of  getting  away  from  that  errone- 
ous idea  sometimes  held  that  Christmas  is  the  only  sea- 
son for  fancy  goods.  There  is  no  reason  why  they 
should  not  sell  during  the  entire  year,  and  they  will  to 
a  surprising  extent  if  the  dealer  will  give  them  sufficient 
attention. 

Even  the  most  Christmassy  novelties  are  occasionally 
called  for  during  the  year,  so  that  in  putting  his  stock 
away  the  dealer  should  use  a  system  that  will  allow 
him  to  find  any  desired  article  when  required.  Previ- 
ous to  relegating  them  to  the  storeroom,  however,  a  su- 
preme effort  should  be  made  to  work  off  left-overs.  It 
is  wonderful  what  can  sometimes  be  accomplished  by 
a  little  effort  in  this  direction. 

Novelties  shown  throughout  the  year  serve  to  stimu- 
late the  interest  of  customers  and  are  valuable  for  this 
reason  if  no  other. 


SELLING  MORE  PHOTOGRAPHIC  SUPPLIES. 

A  writer  in  System  tells  of  a  dealer  who  never  went 
to  the  trouble  to  take  the  name  and  address  of  custom- 
ers who  bought  cameras  from  him.  Consequently  he  was 


ALBUMS  TO  THE  FRONT 

This  is  a  good  season  for  the  druggist  to  put  photo- 
graphic and  snapshot  albums  to  the  front.  During 
the  long  winter  evenings,  people  spend  a  good  deal 
of  time  inside,  and  it  is  an  excellent  opportunity  for 
them  to  arrange  the  snapshots  taken  last  summer 
during  their  idle  moments.  There  are  without  doubt 
many  people  who  intend  to  purchase  an  album  for  this 
purpose,  but  keep  forgetting  it.  Use  display  to  remind 
them  when  they  are  in  your  store. 


at  a  loss  when  they  returned  to  purchase  supplies  and 
failed  to  remember  the  size  of  their  cameras. 

He  remedied  this  by  starting  a  simple  card  file  in 
which  he  now  enters  the  name  of  every  purchaser.  He 
readily  secures  the  names  by  explaining  how  easy  it  is 
for  a  person  to  forget  the  exact  size  and  style  of  his 
camera,  and  by  showing  the  aid  which  his  file  will  be  in 
case  the  customer  wants  supplies  and  'suffers  from  a 
temporary  lapse  of  memory. 

Can  Give  Them  Correct  Size  of  Film. 

Whenever  the  customer  sends  for  a  film  the  dealer  re- 
fers to  his  card  and  is  sure  of  giving  the  correct  size. 
The  service  itself  in  the  course  of  every  day's  sales  has 
a  positive  effect.  Even  more  important  in  the  dealer's 
eyes,  however,  especially  from  the  point  of  view  of  pro- 
fits, is  the  excellent  prospect  list  which  the  card  file  af- 
fords. 

By  referring  to  his  developing  and  printing  order 
sheets  the  dealer  can  see  if  the  camera  purchaser  is 
bringing  his  work  to  the  store  for  finishing.    If  not,  a 


letter  is  sent  with  a  tactful  inquiry  about  the  custom- 
er's success  with  his  pictures. 

Naturally,  this  care  makes  the  customer  feel  that  an 
interest  is  being  taken  in  him,  and  he  is  more  than  like- 
ly to  bring  in  such  of  his  films  as  he  does  not  finish  him- 
self. 

Supplies  a  Good  Mailing  List. 

In  the  winter  months,  when  business  is  ordinarily 
slack,  the  dealer  regularly  goes  through  this  card  index 
and  picks  out  the  names  of  former  customers  who  may 
possibly  be  in  line  for  better  instruments.  A  friendly 
sales  letter  is  sent  to  this  list,  concentrating  in  each  case 
on  the  camera  which  the  dealer  thinks  he  can  sell.  A 
notation  on  the  card  states  the  type  of  camera  mention- 
ed in  this  letter.  When  an  inquiry  comes  from  the 
prospect,  the  clerk  quickly  learns  the  circumstances  in 
the  case  by  referring  to  the  file  card.  Results  that  come 
from  these  campaigns  keep  the  sales  force  busy  in  a 
time  when  there  would  other^vise  be  few  sales  coming 
in. 


HINTS  FOR  THE  PHOTO  SUPPLY  DEPARTMENT. 

By  A  Retailer 

Enlargements  of  small  local  views  are  a  splendid 
means  of  attracting  attention  and  building  up  business 
in  enlarging. 

In  the  photographic  line,  I  have  found  nicely  trim- 
med windows  one  of  the  best  business  getters.  The 
public  will  always  stop  to  look  at  a  good  display  of 
pictures,  if  they  are  local  views,  so  much  the  better. 

Depending  on  locality,  I  believe  the  next  most  im- 
portant factor  to  be  newspaper  advertising.  Of  course, 
this  form  of  publicity  is  not  suitable  for  the  small  deal- 
er in  a  large  city,  but  he  can  always  use  circulars  or 
personal  letters  to  equally  good  advantage. 

One  of  the  most  important  points,  and  one  that  many 
dealers  overlook,  is  the  quality  of  their  finishing.  Poor 
amateur  work  will  spoil  any  business. 

I  think  every  dealer  should  have  his  own  order  en- 
velopes for  amateur  finishing,  and  that  he  should  never 
send  out  an  order  without  including  his  price  list  or  an 
advertisement  of  some  sort. 


KENT-McCLAIN  AGAIN. 

In  making  some  recent  store  improvements,  J.  J.Gil- 
fillan,  of  Orono,  has  shown  his  preference  for  the  "Pan- 
ama" all  glass  -construction  style  of  showcase.  This 
ease  is  made  only  by  Kent-McClain,  Limited  (Toronto 
Show  Case  Co.),  of  'Toronto. 


Also  a  Customer. 

Johnny  had  been  very  excited  at  school  all  morning, 
and  finally  burst  out  with : 

"We  have  a  baby  girl  at  our  house,  teacher;  Dr. 
Moore  brought  her." 

Immediately  another  small  hand  was  frantically 
waved  in  the  air,  and  a  little  voice  piped:  "We  take  off 
of  him,  too,  Miss  Brown!" 
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is 

Electric 

Get  our 

Patriotic 
Prices 

With  Special  Discount » 


Write  us    for  further  in- 
formation. 


257  King  St.,  West 


Toronto 


Established 
1839 


Gold 
Medal 


BIDWELL'S 
BRUSHES 


Ebony,  Rosewood 
and  Satinwood 
Hair  Brushes 

Manufacturers  of  the  Famous 

Silverdrawn  Tooth  Brushes 

specialists  in 

Whalebone 
Hair  Brushes 

Bidweli,  Bidwell  &  Co. 

Limited 

Auninster,  Devon,  England 

Repreaenlatloe  for  Canada  : 

Harold  F.  Ritchie  &  Co.,  Limited 

10-12-14  McCaul  Street,  Toronto 


UCK^ 


PATRIOTIC  POSTCARDS 

OVER 

600  DESIGNS 


TRAM    MAilK 


IN  COLOR  AND  SEPIA 

WARSHIPS 

GENERALS,  ADMIRALS 
NOTABILITIES 

ARMY  TYPES 

SEND  FOR  DESCRIPTIVE  LISTS 

RAPHAELTUCK&50N5  CO.  Limited 

9  S^ANTOINE  STREET 
MONTREAL 


TK»y  »r«  tK#  MOST 
%WCLCOMe.  ARTISTIC 
a.r\d      UP-TO-OAre 

USED  BY  ROYALTY. 


MEGGESON'S 

Fruit  Pastiles  Hard  Boiled  Goods 

Peppermint  Rolls       Creme-De-Menthe 
Gums  Pearls 

The  Lozenges  House  of  England 

MEGGESON'S  FAMOUS 

ANTISEPTIC  THROAT 
PASTILES 

Linseed       Licorice        Chlorodyne 

MEGGESON  &  CO.,  London,  Eng. 

HAROLD   F.  RITCHIE  &  CO.,  LIMITED 
10-12-14  McCaul  St.,  Toronto 
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HINTS  TO  BUYERS 


KENT-McCLAIN  AGAIN 

Mr.  M.  G.  Corbett,  Merrickville,  Out.,  has  greatly  im- 
proved the  appearance  and  selling  facilities  of  his  store 
recently  by  installing  a  line  of  show  cases  comprising 
silent  salesmen  of  the  well  known  "Imperial"  design 
and  a  "Honduras"  cigar  case.  These  were  supplied  by 
Kent-MeClain,  Limited,  (Toronto  Show  Case  Co.)  of 
Toronto. 


MARVEL  WHIRLING  SPRAY  SYRINGE 

Look  for  the  quick,  clean  profit-makers.  The  Marvel 
Whirling  Spray  Syringe  is  one.  Not  only  that,  but  it 
has  demonstrated  the  right  to  dominate  this  trade — and 
the  best  druggists  everywhere  have  been  selling  it  for 
fourteen  years. 


KENT-McCLAIN  AGAIN. 

Dr.  D.  J.  Ritza,  of  Renfrew,  Ont.,  has  made  further 
improvements  in  his  already  well-equipped  store.  He 
has  installed  a  line  of  showcases  of  the  "Wedgewood" 
pattern,  one  of  the  most  popular  designs  made  by 
Kent-McClain,  Limited  (Toronto  Show  Case  Co.),  of 
Toronto. 


NA-DRU-CO  HELPS  IN  "MADE-IN-CANADA" 
MOVEMENT. 

The  National  Drug  &  Chemical  Co.  of  Canada,  are  do- 
ing a  good  deal  in  the  "Made-in-Canada"  movement. 
They  are  not  only  exhorting  dealers  to  push  Canadian 
goods,  and  thus  help  Canadian  factories  and  workmen, 
but  they  are  supplying  posters,  stickers,  and  window 
displays  to  help  them  in  this  work. 

They  are  giving  to  dealers  suggestions  for  making 
"Made-in-Canada"  window  displays  and  supplying  the 
necessary  advertising  material  and  posters  from  their 
nearest  branch  on  request.  Window  posters  and  coun- 
ter cards  can  be  secured  in  both  English  and  French. 

In  a  letter  to  the  trade  they  say:  "The  displaying  of 
these  posters  is  of  so  much  importance  that  while  we 
naturally  desire  to  have  them  used  in  connection  with 
the  products  of  our  company,  nevertheless,  if  there  is 
any  druggist  who  desires  to  use  them  with  the  display 
of  other  Canadian-made  goods,  he  is  quite  welcome  to 
do  so,  and  even  to  cut  oflf  all  reference  to  Na-Dru-Co. 
goods  from  the  poster.  In  the  interest  of  Canada,  noth- 
ing should  stand  in  the  way  of  using  your  windows  to 
educate  the  man  on  the  street." 

The  National  Drug  &  Chemical  Co.  of  Canada  is  also 
supplying  small  stickers  to  druggists  that  can  be  at- 
tached to  parcels  going  out  to  customers.  There  are 
appropriate  views  and  reading  matter  on  them. 


KENT-McCLAIN  AGAIN. 

Dr.  L.  B.  Williams  has  opened  a  very  attractive  store 
on  Dufferin  street,  north  of  St.  Clair  avenue,  Toronto. 
The  fixtures  are  in  mahogany,  and  were  installed  by 
Kent-McClain,  Limited  (Toronto  Show  Case  Co.),  of 
Toronto. 


Ontario  College  of  Pharmacy 

Junior  Examinations 

The  following  are  the  results  of  the  junior  examina- 
tions, held  at  the  Ontario  College  of  Pharmacy  during 
the  second  week  of  December.  Supplemental  examina- 
tions for  those  who  failed  to  pass  or  received  stars  will 
be  held  Jan.  4,  1915,  commencing  at  9  a.m.  The  lec- 
tures of  the  senior  term  will  commence  on  Tuesday, 
January  5. 

First  class  honors  (in  order  of  merit) — 0.  P.  Wat- 
son, P.  J.  Powers,  R.  W.  Redman,  V.  0.  Sawyer,  F.  F. 
Homuth,  C.  B.  Reed,  J.  H.  Anguish,  C.  W.  McDermid, 
0.  S.  Upshall,  J.  A.  Dickie,  M.  M.  McCormick,  J.  L.  Hal- 
penny,  Gilbert  H.  Grant,  C.  W.  Holbrook,  L.  G.  J.  Wat- 
son, J.  W.  Wilson,  W.  C.  Seaton,  M.  S.  Mirochnick,  A. 
F.  McKibbin,  W.  F.  Walther,  L.  P.  Keane,  Lloyd  E. 
Snetsinger,  A.  Bulgin,  Geo.  L.  Sinclair,  J.  Russell 
White,  Chas.  H.  Whitelock. 

Second  jclass  honors  (in  order  of  merit) — J.  Hutchi- 
son Keith,  Eric  T.  Weir,  Percy  H.  Haist,  W.  H.  Kirk, 
Ernest  Rumford,  R.  Nicol,  H.  Zilliax,  P.  L.  Park,  Elmer 

E.  Barber,  J.  W.  Ford,  R.  D.  Boyle,  C.  W.  Flemnig,  H. 
C.  Keller,  H.  W.  Johnston,  W.  E.  Mackenzie,  E.  P. 
Foster,  V.  W.  Graham,  J.  M.  Strang,  A.  R.  Wilkins,  G. 
C.  Hodgkins,  Ed.  A.  Mann. 

The  Pass  List 
Pass  list  (alphabetically  arranged)- — G.  L.  Agnew, 
Thos.  A.  Allan,  Ernest  Ballard,  Fred  Bawdon,  W.  K. 
Buckley,  C.  G.  Butchert,  R.  D.  Cameron,  R.  S.  Coventry, 
M.  B.  Cragg,  W.  H.  Davis,  G.  A.  Dawson,  Ivan  R.  Doug- 
las, T.  A.  Ferguson,  C.  S.  Forrest,  W.  Ray  Freeman, 
O.  B.  Fysh,  R.  E.  Garvin,  A.  R.  Goodeve,  L.  S.  Haight, 
W.  H.  Ireland,  J.  W.  Lowe,  H.  W.  Magee,  W.  J.  Mar- 
shall, T.  A.  McGrory,  R.  G.  Mclntyre,  C.  H.  McAvoy, 

F.  K.  Moran,  H.  R.  Moyer,  T.  Nelson,  Geo.  Binder,  W. 
H.  Pole,  E.  M.  Porter,  H.  C.  Quarrington,  R.  L.  Roach, 
J.  T.  Robb,  R.  L.  Belaton,  R.  H.  Sandercoek,  W.  P.  Sul- 
livan, A.  C.  Struthers,  F.  W.  Thompson,  W.  J.  Troy,  E. 
Vogelman,  E.  L.  Wing,  D.  H.  Wray. 

Granted  aegrotat  with  pass  standing — E.  A.  Sim- 
mons. 

Starred  in  subjects — J.  S.  Lawson,  chemistry;  W.  A. 
Richard,  botany;  Jos.  Spring,  botany;  V.  H.  Wilson, 
Latin  and  botany. 

Highest  in  Subjects 

Pharmacy — P.  F.  Homuth  and  J.  G.  J.  Watson 
(equal),  Jas.  A.  Dickie. 

Practical  pharmacy— C.  W.  Holbrook,  J.  Russell 
White  and  Arch.  Bulgin. 

Latin,  posology,  etc. — F.  J.  Powers  and  0.  P.  Watson 
(equal),  0.  W.  McDermid  and  Pierre  L.  Park  (equal). 

Botany — Clinton  B.  Reed  and  P.  J.  Powers  (equal), 
0.  P.  Watson  and  R.  W.  Redman  and  H.  L.  Halpenny 
(equal). 

Practical  chemistry — M.  S.  Mirochnick,  J.  H.  An- 
guish, R.  Nicol  and  V.  0.  Sawyer  (both  equal). 

Chemistry — C.  W.  McDermid,  M.  M.  McCormick,  R. 
W.  Redman. 

Physics — P.  J.  Powers,  Clinton  B.  Reed  and  A.  R. 
Wilkins  (equal). 


RHEUMATISM 

CURED  1 

THE  BEST  BRITISH  REMEDY  IN  THE  WORLD  FOR                 1 
RHEUMATISM            GOUT            LUMBAGO               1 

BLAIR'S    GOUT 

PILLS  1 

If  you  suffer  from  any  of  these  complaints  try  these  cl'-brated  pJlU.                    1 

Perfectly  safe,  sure  and  effectual.    Thousand*  can  testify  to  this  statement.                    1 

Known  all  over  the  world             Proat   &   Co.,  229  Strand.   London,   Eng.       | 
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$67  Gone 

Every  Canadian  consumed,  during  1913, 
approximately  $67.54  worth  of  imported 
goods.  Every  Canadian  thereby  sent  sixty- 
seven  dollars  of  Canadian  money  to  enrich 
some  other  country,  to  keep  foreign  workmen 
employed. 

It  does  not  seem  so  much,  but  it  makes  the  gigantic 
total  of  $675,428,1  68.  The  value  of  all  goods  "Made 
in  Canada"  is  not  much  more  than  double  this.  Of  these 
imports  65%  come  from  the  United  States,  yet  by  every 
condition  of  nature  we  are  just  as  well  equipped  to  manu- 
facture many  of  these  goods  as  our  neighbour—and  we  do. 

If  only  25%  of  this  675  million  dollars'  worth  of  goods 
were  produced  in  Canada,  that  production  would  give 
employment  to  62,500  workmen,  sufficient  with  their 
families  and  dependents  to  support  250,000  people,  to 
populate  a  city  larger  than  Winnipeg  or  to  create  1 6 
cities  the  size  of  Guelph,  Moncton,  Brandon,  or  New 
Westminister. 

By  purchasing  only  goods  "Made  in  Canada"  you  can 
help  to  keep  a  good  share  of  this  675  million  dollars  at 
home,  you  can  bring  about  a  greater  prosperity  than 
Canada  has  ever  known. 

Keep  Your  $67  for  Canada — 
Buy  "Made  in  Canada"  Goods 
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FAIRY  SOAP  is  just  as  much  needed  in  the  bath-room  as  any  food  article 
you  sell  is  needed  in  the  dining-room,  and  our  heavy  advertising  has  made 
the  public  expect  to  find  it  in  YOUR  store. 

^  Make  a  display  of  FAIRY  SOAP  at  all  times  and  show  you  are  ready  to 
supply  the  demand  for  the  big,  white,  floating,  oval  cake  with  the  five-cent  price 
and  the  twenty-five  cent  value. 

"  Have  you  a  little  'Fairy'  in  your  home?  " 
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NUMUER   Two 


What  Has  1915  in  Now,  while  still  on  the  first  lap 
Store  for  You?  of  another  year,  it  is  well  that 

the  dealer  give  consideration  as 
to  what  the  year  1915  may  hold  in  store  for  him.  To 
a  large  extent  it  depends  upon  himself.  At  least,  if  he 
adopts  an  aggressive  policy  and  goes  after  business 
in  an  active  manner,  he  will  find  that  by  the  end  of  the 
3'ear  he  will  have  accomplished  a  great  deal  more  than 
if  listlessness  had  marked  his  efforts. 

It  behooves  the  dealer  to  work  for  larger  sales,  but 
it  is  well  that  not  only  large  but  profitable  business  be 
aimed  for.  It  benefits  a  dealer  little  to  have  done  .a 
big  business  and  made  no  money  out  of  it.  He  has 
had  the  work  but  has  nothing  to  show  for  his  labor.  It 
is  discouraging  indeed  for  a  dealer  to  labor  indus- 
triously and  at  the  end  of  the  year  to  find  that  as  far  as 
profit  is  concerned,  he  has  accomplished  little. 

Therefore,  let  the  retailer  keep  the  question  of  profit 
prominent  in  his  scramble  for  business.  Let  him  re- 
solve that  1915  will  bring  him  not  only  big  business 
but  a  reasonable  profit  for  his  work. 


Seeking  Out  New 
lanes  to  Sell. 


The  wideawake  druggist  will  find 
it  possible  to  ferret  out  a  good 
many  additional  lines  from  time 
to  time,  in  which  he  can  work  up  a  trade,  and  thus  turn 
more  trade  and  profit  into  his  store.  Noble  E.  Loyns, 
of  Oak  Lake,  a  village  of  some  500  population  in  Mani- 
toba, in  a  recent  letter  to  The  Retail  Druggist,  tells  of 
a  new  and  profitable  line  that  he  has  recently  taken  up 
with  considerable  success.    He  says : 

"One  of  my  farmer  customers  suggested  to  me  that 
I  stock  glauber  salts  and  cater  to  the  farmers'  trade 
in  this  line.  Acting  upon  the  suggestion,  I  solicited 
orders,  and  during  one  afternoon  received  orders  for 
500  pounds.  During  the  three  weeks  before  the  salts 
arrived  I  sold  a  total  of  950  pounds.  Altogether,  I  or- 
dered 1,300  pounds  from  the  wholesale  house. 

"I  consider  this  good  business.  It  keeps  the  farmers 
from  ordering  from  the  mail  order  house,  and  there  is 
little  handling  when  it  is  sold  in  lots  up  to  fifty  pounds. 
In  addition,  it  is  business  that  in  the  ordinary  way  we 
would  never  get. 


"This  district  is  not  large,  and  I  think  if  druggists  in 
towns  surrounded  by  a  good  farming  community  would 
act  on  this  suggestion,  they  would  meet  with  similar 
success." 

We  certainly  agree  with  Mr.  Loyns  that  this  is  good 
business.  Most  dealers  could  handle  more  business 
with  little  or  no  additional  expense,  so  that  the  taking 
up  of  more  lines  means  practically  a  clear  extra  profit 
to  them.  There  are  many  lines  that  the  druggist  can 
take  up  to  advantage,  varying,  of  course,  with  the  dis- 
trict and  the  character  of  trade  he  caters  to.  Dealers 
should  keep  their  weather  eye  open  for  these  oppor- 
tunities and  will  confer  a  favor  on  us  as  well  as  their 
brother  druggists  by  sending  along  any  instances  of 
how  they  secure  extra  business  in  this  manner. 


Getting  Business  The  securing  of  prescription 
Through  the  Doctor,  trade  through  the  medium  of  the 
doctors  is  an  avenue  of  business 
endeavor  that  has  not  been  exploited  by  many  drug- 
gists in  the  manner  it  might  be.  The  dispensing  branch 
of  the  drug  business  may  not  be  the  most  profitable, 
but  it  does  not  require  any  great  amount  of  reasoning 
to  realize  that  an  effort  should  be  made  to  attract  just 
as  much  business  as  possible  to  this  department.  The 
more  prescriptions  handled  the  smaller  will  be  the 
average  cost  and  the  higher  the  percentage  of  profit.  In 
addition,  people  who  come  to  the  store  to  have  prescrip- 
tions filled  can  frequently  be  induced  to  purchase  other 
lines  of  goods. 

It  is,  accordingly,  good  business  to  impress  upon  the 
doctors  of  your  neighborhood  the  high  grade  and  effi- 
cient service  that  you  can  give  in  the  filling  of  their 
prescription.s.  It  is  in  their  interests  as  well  as  the  in- 
terests of  their  patients  that  prescriptions  be  filled 
properly.  In  the  majority  of  cases,  the  receiver  of  the 
prescription  asks  the  doctor  as  to  the  "best"  drug 
store  to  have  it  filled  at.  In  such  cases,  the  value  of 
having  the  physician's  confidence  and  good  will  will 
be  realized. 

There  are  various  ways  of  appealing  to  the  doctors. 
High  grade  dispensing  is  a  first  essential.  Some  drug- 
gists send  personal  letters  to  physicians,  pointing  out 
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the  facilities  which  they  have  for  looking  after  this 
branch  of  business.  Others  send  descriptions  of  new 
products  as  they  come  on  the  market  to  the  doctors, 
pointing  out  that  they  have  them  in  stock.  This  ability 
to  supply  the  newest  drugs  is  a  reason  for  medical  men 
to  recommend  those  particular  druggists  to  their 
patients. 

There  is  no  doubt  that  many  druggists  could  improve 
the  volume  of  their  prescription  business  if  they  would 
only  work  more  through  the  doctors.  The  opportunities 
thus  presented  should  not  be  neglected. 


chosen  and  he  should  see  that  his  policy  reads  so  that 
in  case  of  fire  he  will  really  receive  the  amount  he  ex- 
pects. 

Surely,  the  dearly  bought  experiences  of  other  mer- 
chants should  awaken  the  dealer  to  the  necessity  of 
carrying  sufficient  insurance.  In  justice  to  himself  and 
the  business  he  is,  fostering,  and  for  the  protection  of 
his  family,  as  well  as  his  creditors,  he  should  see  that  he 
is  fully  and  well  insured. 

The  time  to  give  consideration  to  the  question  is  now 
— not  after  the  fire  has  occurred. 


A  New  Name  for  The  advisory  board  of  the  In- 
Effervescent  Citrate  land  Revenue  Department  is  giv- 
of  Magnesia.  ing  its  attention  to  the  selection 

of  a  new  name  for  what  is  com- 
monly known  as  eflPervescent  citrate  of  magnesia.  An 
examination  of  52  samples  showed  that  it  is  not  true 
to  its  name,  as  none  of  them  contained  citrate  of  mag- 
nesia, nor  was  citrate  of  magnesia  present  after  their 
solution  in  water.  The  only  salt  of  magnesia  present 
was  the  sulphate  (Epsom  salt)  and  the  only  citrate  was 
the  sodium  salt.  Tartrate  of  soda  was  as  much  in  evi- 
dence as  the  citrate,  and  sugar  was  invariably  present 
in  amounts  varying  from  25  to  50  per  cent. 

The  article,  as  found  on  the  market,  is  a  very  pleas- 
ant cooling  drink,  having  slightly  aperient  properties, 
which  are  in  nearly  all  cases  due  to  the  presence  of  Ep- 
som salt  and  to  the  sodium  salts  of  citric  and  tartaric 
acid. 

No  fault  can  be  found  with  it  on  the  ground  of  harm- 
fulness  to  the  health.  On  the  contrary,  there  can  be  no 
doubt  of  its  wholesomeness  and  desirability,  especially 
as  a  summer  drink.  The  history  of  the  article  shows  a 
gradual  effort  to  modify  the  original  effervescent  cit- 
rate so  as  to  produce  an  article  which  should  be  more 
practicable  and  should  meet  the  taste  of  the  public, 
while  retaining,  as  far  as  possible,  the  refrigerant  and 
aperient  properties. 

The  name  has  meantime  been  retained,  but  without 
any  purpose  of  deception,  but  rather  for  lack  of  a  con- 
venient substitute.  A  descriptive  name  such  as  "effer- 
vescent citro-tartrate  of  soda  with  Epsom  salt  and 
sugar"  will  be  recognized  at  once  as  too  lengthy.  The 
name  "Granular  effervescing  salts"  while  a  non-com- 
mittal term,  would  be  a  much  better  one  for  general 
use. 


Be  Well  Insured 
Ag-ainst  Fire. 


Not  only  should  the  merchant 
take  every  precaution  to  guard 
against  fire,  but  he  should  be 
fully  and  well  insured,  so  that  in  case  fire  does  visit 
him,  it  will  not  cripple  or  seriously  set  back  his  busi- 
ness. How  frequently  do  we  hear  of  savings  of  ii  life- 
time being  wiped  away,  and  the  dealer  left  in  a  state 
of  bankruptcy,  disheartened  and  discouraged,  just  be- 
cause he  has  "neglected  to  carry  sufficient  fire  insurance. 
It  is  true  that  it  costs  money  to  carry  insurance,  but 
it  is  a  necessary  expense,  just  as  rent  is.  If  rents  are 
high,  the  merchant  has  to  take  the  fact  into  considera- 
tion in  setting  his  profit.  In  the  same  way,  if  the  deal- 
er is  in  a  district  where  the  risk  is  great  and  the  insur- 
ance rate  high,  he  simply  has  to  bow  to  the  inevitable — 
pay  the  premium  and  charge  it  up  the  same  as  any 
other  expense. 

Not  only  should  the  dealer  be  fully,  but  well  insured 
— he  should  make  certain  that  his  insurance  really  in- 
sures  and   protects.     A   reliable   company   should   be 


Call  Denomination  A  reader  calls  our  attention  to 
of  Bill.  the  value  of  the  salesman  calling 

out  the  denomination  of  the  bill 
presented  to  him  in  payment  of  goods  when  he  takes  it 
from  the  customer.  He  points  out  particularly  the 
liabflity  of  mistaking  the  new  $2  Dominion  bills  for  the 
ordinary  $5  bank  note.  The  possibility  of  the  customer 
making  such  a  mistake  can  easily  be  removed  by  this 
plan  of  calling  it  out  when  presented. 

If  statistics  could  be  compiled  as  to  the  number  of 
customers  that  have  been  lost  by  disputes  between  cus- 
tomers and  dealers  on  this  particular  matter,  there  is 
no  doubt  they  would  be  most  surprising,  as  would  lik"- 
wise  figures  as  to  the  money  that  has  been  lost  directly 
and  indirectly  by  dealers  on  tbe  same  score. 

The  loss  is  unfortunate  in  the  face  of  the  fact  that 
the  difficulty  could  be  easily  overcome  by  the  simple 
plan  of  calling  the  denomination  of  the  bill  when  it  i* 
presented.  This  idea  is  already  in  vogue  in  many  stores, 
and  is  well  worth  the  consideration  of  those  who  havf 
not  adopted  it. 


SHORT  NOTES  FROM  THE  EDITOR'S  PEN. 

This  is  the  age  of  system. 

•  •     • 
Guesswork  has  no  place  in  business  to-day. 

•  •     • 

A  systemless  business  is  like  a  ship  without  a  rudder. 

•  •     • 

Lack  of  capital  is  a  handicap,  but  lack  of  system  is 
generally  a  greater  one. 

•  •     • 

Dealers  who  preach  salesmanship  to  their  clerks 
should  not  neglect  to  practise  it  themselvra. 

•  •     • 

Wise  is  the  merchant  who  makes  certain  that  he  is 
chairman  of  the  advisory  board  of  his  own  business. 

•  •     • 

Druggists  can  soon  expect  a  demand  to  spring  up 
tor  radium.  By  a  new  process,  the  price  of  radium  has 
been  reduced  from  $120,000  to  $40,000  a  gram. 

•  •     • 

Do  you  cultivate  the  goodwill  and  eo-operation  of 
the  doctors  in  your  district?  It  is  a  valuable  means  of 
helping  the  prescription  department. 

•  •     • 

Not  only  are  the  druggists  of  Canada  selling  cus- 
tomers cures  for  chillblains  these  days,  but  they  are  do- 
ing a  good  deal  to  cure  the  country  of  "cold  feet." 
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Fountain  sales  will  go  up  as  the  temperature  goes 
down  if  you  feature  hot  drinks.  Many  dealers  are 
making  the  fountain  an  exceedingly  profitable  depart- 
ment during  the  winter  months. 


It's  dollars  to  doughnuts  that  the  dealer  who  was 
still  running  his  Christmas  ad.  last  week  declares  that 
advertising  does  not  pay.  The  kind  of  advertising  he 
does  certainly  does  not  pay,  but  the  proper  kind  is  a 

good  investment. 

•     •     • 

We  were  going  to  say  that  T.  S.  Quance,  of  Phoenix, 
B.C.,  has  the  highest  drug  store  in  Canada,  but  what  we 
mean  to  say  is  that  liis  store  is  situated  at  a  higher  level 
than  any  other  drug  store  in  Canada  (5,500  feet).  We 
suppose  he  gets  high  prices. 


At  the  annual  meeting  of  the  Pears'  Soap  Corpora- 
tion in  London,  the  chairman,  Sir  Thomas  Dewar,  com- 
bated strongly  the  suggestion  that  advertising  appro- 
priations should  be  cut  down  in  time  of  stress.  He  said, 
"If  you  keep  on  advertising,  advertising  will  keep  you. 
Advertising     is  to  business     what  imagination  is     to 

poetry." 

«     •     • 

The  merchant  who  is  not  taking  his  cash  discounts 
is  walking  over  a  gold  mine  with  his  eyes  on  tne  sky 
The  first  essential  in  order  to  cash  in  on  this  extra  pro- 
fit is  to  have  the  money  to  do  it  with.  This  means  that 
outstanding   accounts   have   to   be    collected   in.     Get 

busy  on  collections. 

*     •     • 

Even  misfortune  sometimes  brings  with  it  opportuni- 
ties to  the  man  who  is  ready  to  grasp  them  on  the  spur 
of  the  moment.  An  intoxicated  man  heaved  a  brick 
through  a  store  window  recently,  whereat  the  merchant 
promptly  put  up  a  sign.  "Owing  to  the  rush  of  busi- 
ness, another  entrance  has  been  added."  The  humor 
of  it  was  splendid  advertising  for  the  store.  People 
passing  noted  it  and  went  home  and  told  their  neigh- 
bors about  it. 


Amendments  to  Patent  Medicine 
Act  Under  Consideration 


XMAS    GREETINGS    FROM   OUR    WESTERN 
CONTEMPORARY 

AN  original  ami  novel  Christmas  greeting  card  was 
that  received  by  The  Retail  Druggist  from  the 
Western  Canadian  Pliarmacist,  of  Winnipeg, 
with  the  compliments  of  J.  Werner,  editor,  and  Miss 
O.  A.  Overall,  artist  and  assistant  editor. 

A  pen  and  ink  sketch  on  the  inside  leaf  by  Miss 
Overall  demonstrated  her  artistic  talent  to  advantage. 
It  depicted  the  editor  of  The  Retail  Druggist  as  a 
coatless  individual,  with  flowing  locks  that  would  do 
justice  to  a  real  artist.  He  is  shown  seated  in  a  most 
luxurious  editorial  chair  with  feet  on  velvet  footstool 
— dreaming  sweet  dreams.  A  messenger,  a  la  Cupid, 
is  shown  advancing  with  a  Yuletide  message.  These 
are  the  words  inscribed: 

To  the  Editor  of  The  Retail  Druggist: 
Dear  Bryans: 

Wishing   that   your    dreams 

May  all  come  true, 
Is    the    Christmas    greeting 
We   send  to  you. 

Fraternally, 
The  Western   Canadian  Pharmacist. 
Per  O.  A.  O.  and  J.  W. 

We  thank  the  Western  Canadian  Pharmacist  for  its 
kind  greetings  and  trust  that  the  year  1915  may  bring 
increased  prosperity  to  it  and  those  connected  with  it. 


DKSPATCHES  from  Ottawa  recently  appeared  in 
a  number  of  the  daily  papers,  stating  that  a  spe- 
cial branch  of  the  Inland  Revenue  Department 
would  be  established  shortly  for  the  regulation  of  the 
manufacture  and  sale  of  patent  medicines  in  Canada. 
'I'he  Retail  Druggist  has  been  aware  for  some  time  that 
such  a  move  was  under  consideration,  and,  for  that 
matter,  it  is  still  in  the  "consideration"  stage,  the 
Department  having  informed  this  journal  that  no  defi- 
nite decision  has  been  arrived  at  as  yet.  The  big  in- 
crease in  the  number  of  proprietary  articles  in  Canada 
has  made  this  branch  of  the  Inland  Revenue  Depart- 
ment an  important  one,  and  the  need  is  felt  of  having 
this  work  centralized  in  a  better  manner  than  in  the 
past. 

The  work  of  the  Department  in  connection  with  regis- 
trations of  proprietary  and  patent  medicines  is  to  be 
extended,  according  to  the  plans  now  under  consider- 
ation, including  an  examination  into  articles  registered 
in  order  to  ascertain  if  they  contain  anything  injurious 
to  health,  and  may  even  go  farther  and  take  up 
tlie  (|uestion  of  whether  the  various  lines  possess  the 
curative  properties  attributed  to  them  on  the  labels. 

The  rumor  has  also  been  revived  that  the  Depart- 
ment, instead  of  taxing  each  maufacturer  of  proprie- 
tary medicines  one  dollar  a  year,  as  in  the  past,  has 
decided  to  put  a  tax  on  every  patent  medicine  com- 
pounded for  sale.  The  Retail  Druggist  took  up  these 
various  matters  with  the  Department  at  Ottawa,  and 
received  the  following  statement   from  the  Assistant 

Deputy  Minister: 

"Respecting  alleged  amendments  to  the  Proprie- 
tary or  Patent  Medicine  Act,  and  the  establishment 
of  a  special  branch  in  the  Department  for  the  admin- 
istration thereof.  In  reply,  I  beg  to  advise  that 
while  certain  amendments  and  changes  have  been 
under  consideration,  no  definite  decision  has  yet  been 
arrived  at,  and  the  rumors  appearing  in  the  public 
press  are,  therefore,  premature.  In  any  event,  it  is 
improbable  that  a  change  in  the  existing  legislation 
will  take  effect  before  the  lapse  of  some  months." 

The  fact  that  no  definite  decision  on  these  matters 
has  as  yet  been  made  gives  an  opportunity  to  druggists 
and  manufacturers  to  express  any  opinions  they  may 
have  on  the  various  questions,  to  the  Department.  If 
the  Department  has  in  mind  the  enlargement  of  the 
Patent  Medicine  branch,  and  paying  for  the  larger  ex- 
pense thus  incurred  by  a  heavy  tax  on  proprietary 
medicines,  they  will  find  a  big  protest  forthcoming  from 
the  drug  trade. 

The  proposed  extension  of  the  Department  including 
a  stricter  examination  into  all  patent  medicines  regis- 
tered, is  for  the  benefit  of  the  general  public  and  the 
cost  should  be  borne  by  the  public  antl  not  the  drug 
trade. 

An  Irishman  who  went  into  a  Broadway  drug  store, 
picked  up  the  soda  list  and  looked  over  the  refresh- 
ments offered.  With  a  lift  of  his  left  eyebrow  he  said 
to  a  friend:  "I've  heard  of  Ash  Wednesday  and  Good 
Friday,  but  blamed  if  I  ever  heard  of  Nut  Sunday." 
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What  Other  Retail  Druggists  are  Doing  to  Boost  Sales 


Ideas  and  methods  used  by  druggists  tn  all 
parts  of  Canada  told  in  a  short,  crisp  form 


A.  I.  McCall,  druggist,  of  Chatham,  Ont.,  has  added 
a  stock  of  electric  novelties,  including  electric  flash- 
lights, etc. 

•  •    • 

H.  Cooke  &  Co.,  druggists,  of  Orillia,  Ont.,  feature 
their  house  telephone  as  well  as  their  store  telephone 

in  their  ad. 

•  •    • 

Liggetts,  Ltd.,  of  Toronto,  in  showing  flags  in  the 
window,  kept  them  in  motion  by  an  electric  fan., 

•  •     • 

The  Warne  Drug  Co.,  of  Peterborough,  Ont.,  adver- 
tise in  the  weekly  paper  at  Bobeaygeon,  a  village  about 

35  miles  away. 

•  •    • 

J.  E.  S.  MeClung,  50  Main  St.,  Moose  Jaw,  Sask., 
conducted  a  "Dollar  Day"  sale,  listing  a  number  of 
lines  that  could  be  purchased  on  that  day  at  $1. 

•  •    • 

The  Red  Star  Drug  Store,  53  Cordova  St.  W.,  Van- 
couver, advertise  that  they  have  English,  French  and 
American  prescription  chemists  always  in  attendance. 

•  •    • 

Allen  &  Cochrane,  of  Ottawa,  held  a  nineteen-cent 
sale,  advertising  a  big  list  of  patents,  talcums,  toilet 
creams,  soaps,  cough  cures,  novelties,  sundries,  etc., 
at  19  cents. 

•  •    • 

The  Red  Cross  Drug  &  Book  Co.,  Ltd.,  of  Lethbridge, 
Alberta,  are  going  after  trade  in  office  supplies.  They 
handle  typewriter  ribbons,  carbon  papers,  stenogra- 
phers' note  books,  legal  blanks,  pads,  rubber  bands, 
inks,  mucilage,  paste,  letter  baskets,  waste  , paper  bas- 
kets, etc. 

•  •     • 

The  Gordon  Mitchell  Drug  Co.,  of  "Winnipeg,  adver- 
tised their  bedbug  killer  in  a  unique  way  in  their  main 
store.  They  secured  a  big  tombstone  from  a  local 
dealer  and  placed  it  in  one  of  the  windows.  A  show 
card  read:  "Sacred  to  the  memory  of  15  million  bed- 
bugs killed  by  our  special  bedbug  killer." 


Parke  &  Parke,  of  Hamilton,  Ont.,  have  installed  an 
automatic  honing  and  stropping  machine  for  sharpen- 
ing razor  blades.  They  found  that  people  were  send- 
ing to  other  cities  to  have  this  work  done  for  them. 
This  is  a  line  in  which  there  should  be  a  considerable 
trade,  and  it  should  help  in  the  sale  of  other  shaving 

necessities. 

•     •     • 

"Wood's  Drug  Store,  of  Kenora,  Ont.,  have  recently 
added  Penslar  goods.  In  introducing  them  they  ran  a 
guessing  contest,  advertising  it  in  the  local  paper. 
Seven  "P's"  were  shown  at  the  top  of  the  ad.  and  $5 
in  gold  offered  for  the  first  correct  guess  as  to  what 
they  stood  for.  The  seven  "P's"  stood  for  "Penslar 
perfect  pharmaceutical  preparations  please  particular 
people."     Contestants  were     asked    to    bring    their 


guesses  in  person,  if  possible,  so  that  the  exact  hour 
and  minute  received  could  be  recorded.  "We  found  the 
contest  to  be  a  good  drawing  card,"  says  the  manager. 
"It  created  a  lot  of  interest." 


H.  Cooke  &  Co.,  of  Orillia,  Ont.,  point  out  to  farmers 
in  the  surrounding  country  the  good  service  which 
they  can  get  by  sending  in  for  any  goods  they  may 
want  to  be  sent  out  by  rural  mail  delivery.  They  solicit 
orders  to  be  sent  in  by  telephone  or  mail,  and  promise 
the  closest  attention  to  them. 


In  opening  a  new  store  in  the  east  end  of  the  city, 
A.  J.  Greenwood  &  Co.,  of  St.  Catharines,  prepared 
packages  of  toilet  requisites  as  souvenirs  for  the  ladies 
who  visited  the  store  on  opening  day.  Each  little  girl 
was  given  a  fan  for  her  doll.  This  was  the  means  taken 
of  getting  people  acquainted  with  the  new  store  and 
its  location.  Visitors  were  asked  to  register,  and  a  list 
of  prospective  customers  who  could  be  followed  up 
was  thus  secured. 

•  •    • 

J.  E.  Gayfer,  of  IngersoU,  Ont.,  handles  talking  ma- 
chines, ranging  from  $20  upward  in  price,  and  sells  a 
considerable  quantity,  making  a  good  sideline.  One  of 
the  salesmen  in  charge  pointed  out  to  The  Retail  Drug- 
gist that  in  order  to  handle  them  successfully,  it  is 
necessary  for  the  clerks  to  study  the  machines,  and 
also  to  post  themselves  on  the  records.  They  advertise 
themselves,  as  people  become  interested  in  them  by 
listening  to  the  music  while  in  the  store. 

•  •     • 

In  preparing  a  window  display  of  liniment,  an  enter- 
prising druggist  took  snapshot  pictures  of  a  number  of 
his  employes,  each  showing  the  application  of  the  lini- 
ment for  various  afflictions,  such  as  a  lame  back,  a  sore 
leg,  a  sore  arm,  and  the  like.  Each  of  these  pictures 
was  enlarged  and  suspended  on  the  window  back- 
ground with  an  appropriate  show  card  under  each  one. 
A  big  show  card  read:  "Does  it  ache?"  A  neat  dis- 
play of  the  liniment  was  made  on  the  window  floor.  It 
proved  an  excellent  means  of  driving  home  the  uses  of 

the  liniment. 

•  •    • 

The  display  window  of  Fred  W.  Judd,  379  Talbot 
Street,  St.  Thomas,  Ont.,  is  of  the  double-deck  variety, 
and  he  finds  the  lower  compartment  a  valuable  supple- 
ment to  the  main  display.  Goods  can  be  shown  there 
that  couldn't  be  worked  into  the  main  display  to  advan- 
tage. 

Another  value  was  also  pointed  out  to  The  Retail 
Druggist  by  Mr.  Judd.  "Quite  frequently,"  he  pointed 
out,  "people  will  see  goods  in  the  window  and  become 
interested,  but  not  quite  to  the  extent  of  buying.  Quite 
often,  if  they  see  the  article  a  second  time  they  will  pur- 
chase. "With  a  double  window,  when  it  is  desired  to 
change  the  display  the  goods  in  the  main  part  can  be 
shifted  to  the  lower  section  where  they  can  be  seen 
again  by  interested  persons.  Then  a  complete  change 
of  the  main  display  may  be  made." 
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Battleship  Makes  Good  Central  Feature  for  Window 

A  miniature  battleship  arranged  in  Thorburn's  City  Drug  Store, 
Niagara   Falls,    Ont.,   attracts  attention    and    creates  sales. 


A  WINDOW  display  that  attracted  a  good  deal  of 
attention  was  that  used  in  Thorburn's  City  Drug 
Store,  26  Erie  Avenue,  Niagara  Falls,  Ont.,  and 
reproduced  on  this  page.  A  central  feature  was  a  minia- 
ture battleship  in  the  construction  of  which  a  variety 
of  lines  sold  in  every  drug  store  were  made  use  of. 

The  display,  which  was  arranged  by  G.  D.  Troup, 
manager  of  this  store,  was  put  in  for  the  purpose  of 
promoting  the  sale  of  "Made-in-Canada"  goods. 

How  Ship  Was  Constructed. 

A  view  of  the  photograph  reproduced  here  will  give 
an  idea  of  its  construction.  The  body  of  the  boat  was 
made  out  of  roofing  by  a  local  hardware  dealer.  The 
guns  were  represented  by  bottles  of  Florida  water  in 
two  sizes,  mounted  on  packages  of  cold  cream  and  soaj) 
The  small  guns  in  the  mast  tops  were  made  of  packages 
of  liver  pills,  while  the  bridge  was  made  out  of  cartons 
of  talcum  powder.  The  centre  of  the  boat  was  con- 
structed of  white  liniment,  while  it  will  be  noticed  that 
cans  of  talcum  powder  were  used  to  good  advantage 


buy  firat-class  goods,  and  also  that  these  Canadian 
goods  are  neatly  packaged." 

At  this  time,  when  the  public  are  deeply  interested  in 
the  war,  is  a  good  time  to  make  use  of  central  features 
of  this  kind  in  window  displays.  The  trimmer  is  gen- 
erally well  repaid  for  this  work  by  the  interest  aroused 
and  the  sales  induced.  Such  features  work  in  especial- 
ly well  with  displays  of  Canadian  goods  which  are  be- 
ing pushed  so  aggressively  by  druggists  at  the  present 
time. 

The  Thorbum  Drug  Co.  has  three  stores  in  Niagara 
Falls — the  one  represented  here  at  26  Erie  Avenue,  The 
Victoria  Park  Pharmacy,  at  13  Centre  Street,  and  the 
Battlefield  Pharmacy,  at  the  corner  of  Lundy's  Lane 
and  Main  Street. 


CATCHY  WINDOW  OF  COLD  BREAKERS. 

T.  G.  Patterson,  948  Gerrard  Street,  Toronto,  had  a 
unic|ue  window  display  of  cold  cures  recently,  the  cen- 
tral feature  being  one  that  attracted  attention.  At  one 


WINDOW  display  in 
Tiiorburn's  City 
Drug  Store,  26  Erie 
Ave.,  Niagara  Falls, 
Ont..  in  whicii  a  minia- 
ture  battlestiip  was  tlie 
central  feature.  It  was 
arranged  by  G.D. Troup, 
manager  of  the  store. 
Cut  through  courtesy 
of  the  National  Drug  & 
Chemical  Company. 


throughout  the  display.  Note  the  flag  at  the  front  of 
the  ship  and  also  the  smokestacks  with  the  excellent 
representation  of  smoke  pouring  out  of  the  funnels. 

Altogether,  H.M.S.  Niagara  was  a  formidable  craft, 
and  attracted  a  lot  of  attention  during  the  two  weeks 
it  was  in  the  window.  A  further  feature  was  the  photo- 
graph of  a  local  regiment  taken  at  Valcartier,  displayed 
in  the  foreground. 

Good  Results  From  Display. 

"The  results  of  the  display,"  they  state,  "were  even 
gr(>atpr  than  anticipated,  bringing  a  big  sale  of  the  lines 
on  display.  The  card  'Made-in-Canada  by  Canadian 
experts  with  Canadian  capital,'  broug'ht  home  to  the 
passerby  the  fact  that  he  need  not  go  out  of  Canada  to 


side  of  the  window  were  several  large  miner's  hammers 
with  pieces  of  broken  coal  about.  On  the  other  side 
was  a  display  of  cold  cures.  A  showcard  read  "Some 
cold  (coal)  breakers."  The  display  was  successful  in 
bringing  the  cold  cures  to  the  attention  of  the  people  in 
a  much  more  forcible  manner  than  an  ordinary  display 
would  have. 


Whatever  I  have  tried  to  do  in  my  life,  I  have  tried 
with  all  my  heart  to  do  well.  What  I  have  devoted 
myself  to,  I  have  devoted  myself  to  completely. 
Never  to  put  my  hand  to  anything  on  which  I  conld 
not  throw  my  whole  self,  and  never  affected  deprecia- 
tion of  my  work,  whatever  it  was,  I  find  now  to' have 
been  golden  rules.— Charles  Dickens. 
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An  Unfairness  to  Dealers  With 
Names  of  Foreign  Origin 


,  The  promotion  of  the  sale  of  "Made-in-Canada" 
goods  is  a  coiiilnejidable  feature  for  retailers'  advertis- 
ing at  the  present  time,  but  the  existing  prejudice 
against  things  foreign  should  not  be  taken  advantage 
of  to  turn  people  against  dealers  who,  though  true 
Canadians  in  heart  and  spirit,  may  possess  a  name  that 
might  in  a  way  be  designated  as  foreign. 

We  reproduce  here  an  ad.  of  a  Montreal  firm  that 
we  declare  as  decidedly  unfair  to  Canadians  with 
names  of  foreign  origin.  It  exhorts  readers  to  "buy 
goods  from  a  Canadian  drug  store  with  a  Canadian 
name."  What  is  a  Canadian  name,  anyway?  Could  it 
be  said  that  Bryson  or  any  other  name  is  a  Canadian 
name,  or  does  it  make  any  difference  anyway?  People 
who  have  settled  in  Canada,  become  naturalized  Can- 


Snpport  Home  Industries!'    Boy  yonr  goods  from 

a  CANADIAN  Drug  Store,  with  a  CANADIAN  Name 

»  and  keep  the  money  in  Canada! 


stores  with  a  Canadian  name — and  not  Canadian  goods, 
as  in  the  general  slogan  that  has  been  adopted  in  Can- 
ada. At  least  Canadian  goods  are  not  specified  in  this 
particular  ad.,  and  we  note  that  Ever-Ready  safety 
razors  is  one  of  the  lines  featured.  This  razor  has 
not  been  made  in  Canada,  although  we  are  pleased  to 
learn  that  the  manufacturers,  realizing  that  Canadian 
people  are  favoring  "Made-in-Canada"  goods,  intend 
to  manufacture  this  line  in  Canada. 

Making  capital  in  this  way  at  the  expense  of  competi- 
tors who  may  possess  a  name  of  foreign  origin  is  at  once 
bad  business  a^d  decidedly  unjust.  Such  things  should 
be  carefully  guarded  against  by  all  druggists,  and  at 
all  times  in"  a  country  such  as  ours,  which  is  necessarily 
made  up  of  a  cosmopolitan  population.  Instead  of  try- 
ing to  estrange  the  different  peoples  that  comprise  our 
population,  it  is  our  duty  to  aim  to  weld  together  the 
various  factions  into  one  great  and  strongly  united 
Canadian  nation. 

GOOD  DISPLAY  IDEA  FOR  NIGHTS 

Display  possibilities  of  the  store  door  have  been 
utilized  by  a  large  retail  shoe  store  in  Toronto.  The 
window  in  the  door  has  been  fitted  with  a  "dead" 
black  box.  This  is  about  12  inches  deep  and  is  lined 
and  tufted  with  white  silk.  Each  night,  when  the 
store  is  closed,  the  box  is  attached  to  the  door  and  in 
it  is  placed  a  pair  of  boots  showing  the  very  latest  style. 
The  space  is  brilliantly  lighted,  which  adds  greatly  to 
its  pulling  power. 

There  is  no  reason  why  the  druggist  cannot  use  the 
same  method  of  display  to  advantage.  Any  line  that 
it  is  desired  to  feature  may  be  shown  in  the  display 
case. 


adians,  adopted  Canada  as  their  home,  and  have  shown 
that  they  are  true  to  the  Dominion,  are  worthy  of  the 
support  of  Canadians,  no  matter  what  their  name  may 
be. 

In  the  list  of  those  who  have  volunteered  for  service 
in  the  Canadian  contingents  that  are  going  to  fight  the 
battles  of  the  Empire  in  Europe,  are  found  many  names 
of  what  might  be  termed  "foreign"  origin.  Are  not 
such  as  worthy  of  the  support  of  the  Canadian  public 
as  any  other?  We  maintain  that  they  are,  and  believe 
that  every  fairminded  Canadian  will  back  us  up  in  that 
declaration. 

The  present  "Canadian"  campaign  was  inaugurated 
with  the  idea  of  helping  Canadian  industries  and  Can- 
adian people.  It  was  meant  to  boom  "Made-in-Can- 
ada" goods,  and  not  Canadian  names.  In  the  ad.  men- 
tioned people  are  exhorted  to  buy  goods  from  Canadian 


REVOLVING  SHOW  CARD  RACK  IN  N.  S.  STORE 
OPERATED  BY  HOT  AIR 

By  a  Staff  Repraentative 

One  of  the  stores  in  Wolfville,  Nova  Scotia,  has 
worked  out  quite  an  original  and  novel  revolving 
show  card  rack.  The  motion  part  is  operated  entirely 
by  the  heat  weaves  ascending  from  the  hot  air  register. 

An  old  bicycle  wheel  is  made  use  of  in  the  contriv- 
ance. It  is  suspended  some  distance  down  from  the 
ceiling,  and  has  vanes  made  of  cardboard  interwoven 
with  the  spokes.  The  heat  waves  catch  these  and  cause 
the  wheel  to  rotate.  The  wheel  is  on  roller  bearings, 
so  that  it  rotates  easily. 

Triangular  sheets  of  cardboard,  advertising  various 
lines  of  goods,  are  nailed  around  the  entire  rim  of  the 
wheel.  Being  in  continual  motion  they  attract  atten- 
tion and  accordingly  receive  more  notice  than  if  they 
were  stationary. 

Not  only  does  the  moving  wheel  serve  to  catch  the 
customer's  eye,  but  if  it  is  going  slowly  the  proprietor 
knows  that  the  furnace  needs  attention,  when,  other- 
wise, in  the  rush  of  work  he  might  not  notice  that 
the  store  was  getting  cold. 

This  idea  can  be  extended  if  desired.  By  means  of 
belts  a  number  of  these  could  be  operated  from  the 
main  wheel,  or  additional  registers  could  be  used  for 
rotating  signs  in  different  parts  of  the  store,  or  in  the 
windows.  No  doubt  this  original  idea  will  be  found  of 
interest  and  value  by  other  dealers. 


He — Have  you  read 
She  (quickly) — Oh,  no 


Freckles"? 
!    That's  my  veil. 
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System  in  the  Drug  Store 

A  special  department  devoted  to  sys- 
tem methods  for  the  retail  druggist 


THE  greatest  success  in  any  line  of  endeavor  is  secured  by  going 
about  it  in  a  systematic  manner,  and  this  is  as  true  of  the  drug 
business  as  in  any  other  line.  When  system  is  introduced,  it  allows 
work  to  be  carried  on  in  a  much  easier  and  more  rapid  manner.  "We  learned 
this  when  but  youngsters  at  home,  when  it  devolved  upon  us  to  do  the  chores 
about  the  house  or  farm.  We  found  that  to  go  at  it  without  any  definite 
scheme  of  action  produced  less  satisfactory  results  and  took  longer  than  if 
done  according  to  an  outlined  system. 

The  same  thing  is  true  in  the  retail  business,  only  to  a  more  noticeable 
extent.  The  dealer  who  courts  the  greatest  success  in  business  to-day  must 
be  systematic  in  all  his  work.  If  he  is  not,  he  will  not  make  the  progress 
that  would  otherwise  be  possible.  He  must  be  systematic  in  looking  after 
his  stock  and  serving  his  customers,  in  his  buying  and  his  selling,  in  his  ad- 
vertising and  display,  in  his  delivery,  collections,  bookkeeping  and  all  those 
other  things  with  which  he  has  to  do  in  conducting  his  business. 

True,  there  is  such  a  thing  as  carrying  system  too  far  and  causing  it  to 
develop  into  red  tape  that  is  a  burden  to  employees  of  the  store  and  an  in- 
convenience to  customers,  but  it  may  safely  be  said  that  there  are  fifty  stores 
suffering  from  lack  of  system  to  one  that  is  suffering  from  an  overdose.  If 
the  majority  of  dealers  would  use  more  system  in  their  work,  they  would  find 
results  a  great  deal  better  both  as  to  volume  of  sales  and  profits. 

This  is  the  age  of  system.  System  means  greater  success  for  the  dealer, 
no  matter  what  size  of  a  store  he  may  have.  It  is  needed  in  the  small  as 
well  as  the  large  establishment.  Business  methods  are  constantly  advancing 
to  a  higher  plane,  and  to-day  the  most  successful  men  are  those  who  are 
building  up  their  business  on  a  systematic  basis.  The  dealer  who  courts 
success  must  know  absolutely — not  guess  at  things.  In  these  days  of  higher 
expenses,  reduced  profits  and  keen  competition,  there  is  no  room  for  guess- 
work. 
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System  That  Shows  Standing  of  Business  at  all  Times 

A  system  whereby  the  dealer,  without  a  great  deal  oj  work,  can 
make  out  an  inventory  showing  standing  of  business  once  a  month 
or  oftener  if  desired — Gives  same  information  as  annual  inventory 


THE  advantage  of  the  annual  inventory  is  that  it 
tells  the  dealer  how  he  stands  and  enables  him 
to  gauge  how  he  has  been  progressing  through- 
out the  year.  It  is  acknowledged  by  live  mer- 
chants that  if  this  same  information  were  available 
oftener,  it  would  be  of  immense  advantage,  but  the  mak- 
ing of  an  inventory  more  than  once  a  year  means  a 
good  deal  of  work  for  the  dealer.  In  fact,  it  is  regard- 
ed as  so  laborious  by  some  dealers  that  they  commit 
the  grave  mistake  of  neglecting  to  take  it  even  once  a 
year,  and  thus  they  go  on  with  no  actual  knowledge  as 
to  how  their  business  is  going  ahead. 

Simple  Plan  for  Monthly  Inventory. 

A  plan  is  outlined  here  that  will  enable  the  dealer  to 
keep  in  close  touch  with  his  business — give  him  abso- 
lute knowledge  of  how  it  is  progressing.  It  is  in  the 
form  of  a  monthly  inventory,  or  it  might  be  termed  a 
perpetual  inventory,  for  the  dealer  if  he  desires  can 
make  out  a  statement  of  his  resources  and  liabilities  in 
a  short  time  and  without  a  great  deal  of  work  at  any 
time  he  wishes.  It  does  not  require  a  very  elaborate 
system  either — in  fact,  no  more  accounts  than  the  or- 
dinary well-conducted  business  should  have. 

How  the  System  is  Worked. 

This  system  of  monthly  inventory  practically  ex- 
plains itself  to  the  person  v/ho  examines  the  sheet  head- 
ed "Monthly  Statement,"  which  is    reproduced    here. 


AMOUNT  ON  BOOKS  ACCOUNT 

January  1— Total : — 

Sold  for  credit  in  January 1,500 

Received  on  account 1,180 

AMOUNT  OWING  ACCOUNT 

January  1— Amount  owed 

Goods  bought  in  January 2,330 

Paid  out  for  goods  in  January 2,413 


1.000 
2.500 
1,320 


1,200 
3,5,30 
1,117 


Amount  on  Books  Account  and  Amount  Owing  Account  ref»  rred  to 
in  accompanying  article. 

We  will  say  that  this  is  the  statement  made  out  at  the 
end  of  January.  When  stock  was  taken  at  the  first  of 
January,  the  amount  was  found  to  be  $2,970  and  the 
fixtures  $4.30.  These  are  listed  in  their  respective 
columns,  making  a  total  of  $3,400.  The  total  amount 
of  goods  purchased  during  January  was  $2,-330.  This 
is  very  simply  kept  track  of,  according  as  invoices  are 
posted  up  during  the  month. 

How  to  Arrive  at  Cost  Price  of  Goods  Sold. 

The  total  sales  for  the  month  were  $2,800.  Now  this 
is  the  selling  price  of  goods,  while  the  stock  is  listed 
at  cost  price.  How  is  the  cost  price  of  goods  sold  to 
be  reckoned  ?  Merely  by  deducting  the  estimated 
gross  profits  on  the  goods  sold.  In  this  case  the  esti- 
mated gross  profits  were  set  at  20  per  cent.  This  figure 
is  sot  from  the  figures  of  the  previous  year's  business. 
P^or  instaiicp,  supposing  that  sales  during  1914  were 
$20,000,  and  the  gross  profits  amounted  tc  $4,000.  This 
would  mean  that  the  gross  profits  of  the  business  aver- 
aged 20  per  cent,  on  the  turnover.  The  average  gross 
profits  for  this  year  could  be  expected  to  be  about  the 


same — so  deducting  20  per  cent,  from  the  $2,800  sales, 
which  is  $560,  the  cost  of  the  stock  sold  would  be 
$2,240,  and  this  deducted  from  $5,730,  leaves  total 
amount  of  stock  and  fixtures  on  hand  as  $3,490. 

Keeping  Track  of  Amount  on  Books. 

The  other  assets  of  the  business  consist  of  bills  re- 
ceivable, cash  on  hand,  and  in  bank  and  book  accounts. 
The  first  two  amounts  are  easily  obtained,  while  the 
latter  is  not  so  difficult  to  secure  either  if  an  "amount 
on  books  account"  is  kept.  A  sample  account  of  this 
kind  is  shown  here.  The  amount  on  the  books  op  Jan. 
1,  as  shown  by  the  annual  inventory  was  $1,000.      Dur- 
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Monthly  Statement 
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Montlily  SLateniont  illustralinK:  the  system  whereby  the  dealer  can 
tell  standiiig  of  business  at  end  of  each  month. 

ing  January,  there  was  sold  on  credit  $1,500  worth  of 
goods  which  would  make  a  total  on  books  of  $2,500,  but 
the  amount  received  on  account  was  $1,180,  leaving  the 
amount  of  $1,320  on  books  at  end  of  January.  This 
amount,  with  bills  receivable,  cash  on  hand,  and  in 
banks  and  stock  makes  the  total  gross  assets  as  $5,597. 

Net  Worth  Shows  Progress  Each  Month. 

Now  in  order  to  find  the  net  worth  of  the  business, 
the  amount  owed  must  be  deducted.  The  "amount 
owing  account"  shows  how  this  is  kept  track  of  from 
month  to  month.  On  Jan.  1,  the  amount  owed  was 
$1,200.    During  January,  there  was  bought  on  credit 
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$2,330  worth  of  goods.  There  was  $2,413  paid  out  for 
flroods  during  the  month,  leaving  a  balance  of  $1,117. 
Thus  the  net  worth  of  the  business  is  shown  as  $4,480. 
Knowing  the  net  worth  in  this  manner  at  the  end  of 
each  month,  the  dealer  can  keep  in  close  touch  with  the 
progress  being  made,  and  knows  twelve  times  a  year 
instead  of  once  how  his  business  stands. 

System  is  Not  Complicated  Once  Started. 

This  system  may  seem  to  involve  considerable  work, 
but  once  it  is  running  smoothly  it  does  not  require  the 
time  or  work  that  one  would  imagine.  At  any  rate,  it 
is  worth  some  extra  time  and  attention  to  be  able  to 
know  each  month  just  how  the  business  is  getting  on. 
It  is  also  important  to  know  whether  the  amount  of 
stock  ou  hand,  of  book  accounts  or  amount  oviring  is 
increasing  or  decreasing,  and  how  much. 

At  the  end  of  the  year,  the  annual  inventory  should 
as  u.sual  be  taken,  because  this  perpetual  inventory 
may  not  remain  exactly  correct  during  the  year,  al- 
though close  enough  to  serve  its  purpose.  For  instance, 
the  percentage  of  profit  may  vary  somewhat,  and  this 
woiald  cause  a  slight  inaccuracy  in  the  figures,  which 
the  annual  inventory  is  necessary  to  correct. 

Inaugurate  After  Annual  Inventory. 

Tt  is  nuite  evident  that  this  system  should  be  started 
immedintely  after  the  annual  inventory.  Tt  is  quite 
possible  fo  start  in  at  any  time,  however,  by  making  up 
the  fisriires  on  the  statement  back  as  far  as  the  last  in- 
ventory, instead  of  merely  for  the  month,  although  it 
would  mean  considerable  work  If  a  dealer  took  an 
inventory  at  the  first  of  the  year,  it  would  not  require 
a  great  deal  of  work  to  inaugurate  this  system  at  the 
present  time. 

How  to  Determine  Percentage  of  Profit. 

Care  should  be  taken  to  eet  the  average  gross  profit 
as  nearly  accurate  as  possible,  because,  for  instance,  a 
difference  of  1  per  cent,  on  .innual  sales  of  $20,000 
would  make  a  difference  of  $200  in  the  year.  It  may 
nrobfthly  be  advisable  to  go  into  the  question  again  of 
how  the  percentage  of  gross  profits  is  arrived  at. 

If  a  dealer  had  a  total  turnover  of  $14,000  during 
191.3.  and  on  that  amount  made  a  gross  profit  of  $2,660. 
the  percentage  of  gross  profit  would  be  19  per  cent.  If 
on  the  same  turnover,  the  gross  profit  was  $2,730,  the 
percentas^e  would  be  19^/^  per  cent.  Again  if  a  gross 
profit  of  $2,7n0  were  made  on  a  turnover  of  $13,000,  the 
percentage  of  profit  would  be  21  per  cent. 

Getting  at  the  Gross  Profit. 

We  want  this  system  to  be  thoroughly  understood, 
because  its  value  to  the  dealer  depends  on  him  thor- 
ouehly  understanding  it.  Tt  is  not  by  any  means  com- 
plicated once  it  is  figured  out.  A  dealer  may  ask  how 
thp  crrnss  profit  for  the  year  is  secured.  His  inven- 
tory may  show  only  the  net  profit.  In  that  ease,  add 
the  nmeunt  of  the  store's  expenses  for  the  year  to  the 
r'ct  profit,  and  you  have  the  gross  profit.  Supposing, 
for  argument's  sake,  that  the  dealer's  inventory  show- 
ed a  ret  profit  of  $1,480  for  Ihe  year.  The  year's  ex- 
penses were,  sav  $1,250.  Then  the  gross  profit  for 
the  vear  would  be  $2,730. 


to  designate  each  settlement,  marking  the  number  in  a 
small  check  column  opposite  each  of  the  debit  and 
credit  items  covered  by  the  payment. 

These  numbers  did  nothing  more  than  identify  the 
items.  By  making  the  numbers  express  dates,  however, 
such  as  7/12  for  July  12th,  he  could  tell  at  a  glance  the 
date  each  charge  was  paid  without  having  to  look  for 
the  corresponding  number  on  the  credit  aide. 


HANDLING  MONTHLY  ACCOUNTS  SPEEDILY 

Every  day  of  delay  in  the  preparation  of  statements 
means  that  they  will  get  into  the  hands  of  customers 
late,  and  that  remittances  will  not  come  in  promptly. 

The  time  consumed  in  making  out  statements  consists 
of  transcribing  the  items  on  the  statement  blank,  enter- 
ing the  date  and  afterwards  going  over  them  and  add- 
ing the  amounts. 

Here  is  a  method  of  making  up  statements  which  has 
proved  a  most  efficient  one  in  practice: 

"When  the  dates  and  the  amounts  have  been  tran- 
scribed on  the  statement,  it  is  torn  off  and  dropped 
into  the  ledger  opposite  the  account  from  which  the 
amounts  have  been  taken.  The  edee  is  left  pro.iecting 
slightly  above  the  page  so  that  it  will  serve  as  a  marker. 
Tn  this  manner  all  the  statements  are  dropped  into  the 
ledarer  opposite  the  respective  accounts.  "WTien  the 
adding  and  listing  of  the  amounts  has  been  completed, 
the  bookkeeper  turns  to  the  first  account  and  enters 
the  name  on  the  statement,  which  completes  it. 

But  there  is  another  important  point  .iust  here  that 
should  not  be  overlooked.  Since  all  the  items  taken 
from  a  customer's  account  have  been  added  and  listed 
on  the  statement,  the  total  should  agree  with  the 
ledger  total. 

By  making  the  comparison  between  the  statement 
and  the  ledger  totals  when  the  names  are  filled  in.  the 
bookkeeper  is  enabled  to  check  both  his  statement  total 
for  items  transcribed  and  to  check  up  his  ledger  footing 
at  the  same  time. 

This  very  imnortant  feature  of  this  method  of  mak- 
ing out  statements  is  incidental  to  the  method  itself 
and  does  not  require  any  extra  time  for  the  check. 
Besides,  it  enables  the  bookkeeper  to  eet  out  his  state- 
ments much  more  quickly  and  with  far  less  effort. 


A  SIMPLE  METHOD  OF  ACCOUNTING 

Tn  keeping  his  customer's  ledger  accounts  in  check 
one  bookkeeper  used  a  series  of  consecutive  numbers 


A  OOOn  TIME  TO  INTBODTJCE  SYSTEM  PLANS 

TTTE  sT>eeia1  department  devoted  to  system  articles 
in  this  issue  is  well  -wortli  the  careful  reading  and 
study  of  every  dealer.  This  special  feature  has 
meant  a  good  deal  of  work  on  the  part  of  the  editors, 
their  aim  heing  to  make  it  of  as  great  practical  value 
as  possible  to  druggists  who  desire  to  conduct  their 
business  along  systematic  and  profitable  lines. 

The  editors  also  have  a  special  reason  for  publishing 
these  system  articles  at  just  this  time.  Now,  after 
the  passing  of  the  holiday  rush  and  the  sizing'  up  of 
the  results  of  the  past  year,  the  business  man  feels 
like  introducing  any  methods  that  will  cause  his  busi- 
ness to  run  more  smoothly  and  produce  larger  profits 
for  him.  Many  of  the  system  features  set  forth  In 
this  number  should  be  valuable  to  him  in  this  regard. 

Tmmedifttely  after  the  taking  of  the  annual  inven- 
tory is  the  most  convenient  time  for  the  inauguration 
of  many  forms  of  business  system.  Cold  weather, 
with  less  desire  for  outdoor  amusement,  and  the  long 
evenings  are  also  conducive  t.o  the  working  out  of 
plans  that  will  help  in  the  conduct  of  the  store  and 
thi'  making  of  more  profit.  Now  is  undoubtedly  the 
time  for  the  dealer  to  interest  himself  in  the  Intro- 
duction of  system  plans  into  his  business. 
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Keeping  Track  of  Sales  for  Comparison  Purposes 

A  s\fstem  whereb\)  the  dealer  may  tabulate  his  sales  under  different 
heads,   and  Tshich   can   be   used  to  advantage  for  comparisons.    ■ 


BY  HENRY  CLARK 


SOME  method  of  keeping  tab  on  sales  is  necessary 
in  every  store,  that  comparisons  of  week  with 
week,  month  with  month,  and  year  with  year 
may  be  made.  It  is  only  in  this  way  that  the 
druggist  can  tell  how  his  business  is  progressing.  An- 
other important  feature  is  that  the  dealer  with  such  a 
table  of  his  business  is  likely  to  put  forth  some  effort 
that  he  may  make  an  increase  over  the  previous  week 
or  month,  as  the  case  may  be.  The  merchant  can  at  the 
end  of  the  month  say  to  his  clorks:  "During  the  past 
month  we  have  done  $ —  worth  of  business.  Let  us  try 
during  the  coming  month  to  increase  the  amount  of 
trade."  Each  week  or  month  sales  can  be  compared 
with  previous  records  and  the  interest  of  the  clerk 
worked  up. 

System  is  a  Simple  One 

A  simple  plan  by  which  this  record  may  be  kept 
with  the  minimum  of  trouble  is  shown  here.    It  shows 


account  added,  together  make  the  total  cash  for  the 
day — the  amount  in  the  cash  drawer. 

Keeping  Track  of  Credit  Sales 

Credit  sales  are  the  ones  perhaps  that  cause  the 
greatest  amount  of  trouble  to  compile.  Where  the 
ordinary  counter  check  books  are  used,  credit  sales 
can  be  secured  from  these.  The  best  plan,  and  one 
which,  works  out  also  where  an  account  register  is  used, 
is  to  note  the  amount  of  each  sale  as  soon  as  made  on 
a  card  carried  for  this  purpose  on  the  inside  of  the 
counter  cheek  book  cover. 

Care  should  be  taken  that  goods  charged  and  paid 
for  later  in  the  day  are  deducted  from  the  charge  ac- 
count or  the  amount  entered  as  "received  on  account." 
If  it  were  taken  as  a  cash  sale,  and  the  amount  not 
deducted  from  the  credit  sales,  the  records  for  the  day 
would  not  be  correct. 

The  total  business  for  the  day  consists  of  the  cash 
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Method  of  keeping  track  of  sales  used  by  one  dealer,    It  is  described  in  accompanying  article. 


how  much  of  the  day's  sales  were  cash  and  how  much 
credit.  It  also  divides  the  total  cash  into  the  amount 
by  sales  and  the  amount  received  on  account.  These 
can  all  be  prepared  in  a  short  time  at  the  end  of  the 
day's  work. 

Cash  sales,  which  it  should  be  remembered  consist 
of  the  actual  amount  of  money  taken  over  the  counter 
for  sales  made  that  day  are  easily  arrived  at  by  the 
cash  register,  or  if  the  dealer  has  only  an  ordinary  till, 
by  deducting  the  amount  received  on  account  for  the 
day  from  the  total  amount  in  the  cash  drawer. 

How  Amount  Received  on  Account  is  Pound 

The  amount  received  on  account  may  be  secured 
easily  enough  where  the  cash  register  is  used  to  keep 
track  of  these.  Some  dealers  follow  the  practice  of 
having  all  accounts  paid  into  the  office,  and  each  one  is 
recorded  as  paid.  The  merchant  who  gives  a  receipt  on 
a  duplicating  counter  book  for  each  amount  received 
can  find  the  total  amount  received  on  account  by  going 
over  these  check  books  at  the  end  of  the  day.  The 
amount  of  the  cash  sales  and  the  amount  received  Oft 


and  credit  sales  combined,  and  represents  the  selling 
price  of  the  amount  of  goods  that  left  the  store  during 

The  total  business  column  is  one  which  the  merchant 
especially  needs  to  watch,  as  it  indicates  what  progress 
is  being  made  in  the  matter  of  sales.  It  should  be  com- 
pared with  the  previous  week  and  •wdth  the  correspond- 
ing week  of  the  previous  year.  Monthly  sales  can  be 
tabulated  and  compared  in  the  same  way. 


A  hardware  dealer  recently  received  the  foUovnng 
letter:  "Gentlemen,— Will  you  please  send  us  some 
of  your  striped  paint?  We  want  just  enough  for  one 
barber's  pole." 


Enthusiasm  in  your  business  is  like  gasoline 
in  an  automobile.  Without  it  you  may  be  able 
to  push  the  thing  a  little  way,  but  to  really  get 
over  the  road,  you  need  the  "juice." 
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Guard  Against  Running  Out  of 
Goods 

Value  of  a  Want  Book, 

•'We're  just  outl" 

How  often  have  these  words  turned  a  customer  away 
from  a  store  in  disgust,  and  with  rather  an  ill  feeling 
towards  the  dealer  and  the  store.  It  is  greatly  to  the 
detriment  of  business,  too,  for  a  person  who  receives 
this  answer  is  inclined  to  patronize  some  other  estab- 
lishment where  the  stock  is  kept  complete. 

Big  Stores  Aim  to  Supply  all  Wants 

The  big  departmental  stores  recognize  the  bad 
features  of  being  out  of  goods  that  customers  inquire 
for  and  put  forth  their  best  effort  to  maintain  com- 
plete stocks.  In  fact,  it  is  their  aim  to  impress  upon 
the  people  that  they  can  supply  their  every  want.    Of 

GOODS   ASKED    FOR   TO-BAY   THAT    ARE   NOT    IN   STOCK 
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Reproduction  of  want  sheet  used  by  T..  Eaton  Co.  on  which  clerks  list 
all  ^oods  asked  for  during  the  day  that  are  not  in  stock. 

course  it  takes  a  system  to  guard  against  running  out 
of  goods  and  they  have  one,  as  every  well  managed 
store  should  have.  The  T.  Eaton  Co.,  of  Toronto,  have 
a  want  sheet  in  each  department,  on  which  clerks  list 
all  goods  that  are  asked  for  during  the  day  that  are 
not  in  stock.  This  serves  the  double  purpose  of  keeping 
the  stock  complete  and  also  bringing  to  notice  any 
lines  that  customers  may  want  and  which  are  not  in 
stock. 

Want  Sheet  of  T.  Eaton  Co. 

The  sheet  in  question  is  Reproduced  on  this  page. 
The  instructions  to  the  sales  force  on  the  stub  reads, 
"Clerks  are  to  list  any  goods  here  which  are  asked  for 
and  which  are  not  in  stock,  even  though  they  may  have 
been  previously  listed."  It  may  seem  a  waste  of  time 
to  list  goods  each  time  they  are  asked  for,  but  the 
number  of  times  an  article  is  listed  serves  as  a  gauge 
as  to  whether  it  should  be  stocked  or  not.  At  the  end 
of  the  day  the  head  of  the  circle  looks  over  the  sheet 
and  sends  it  on  to  the  order  department. 

Simple  Want  Book  will  do  small  Dealer 

A  similar  system  should  be  used  in  every  store,  no 
matter  what  its  size  may  be.  In  the  small  store  it  is 
just  as  necessary,  for  on  account  of  small  stocks  close 
stock-keeping  is  essential.  It  is  not  necessary  to  have 
any  complicated  system.  A  small  book  kept  in  a  con- 
venient part  of  the  store  in  which  to  list  wants  will 
serve  the  purpose  of  the  small  dealer  admirably.  The 
important  thing  is  that  it  be  made  use  of.    Get  in  the 


habit  of  jotting  down  those  articles  that  are  getting 
short  and  instruct  your  clerks  to  do  the  same. 

It  does  not  do  to  rely  on  memory.  One  case  of  forget- 
fulness  may  mean  the  loss  of  a  customer.  It  means  at 
any  rate  unpleasantness,  and  this  should  be  avoided. 
Guard  against  having  to  tell  a  customer,  "We're  just 
out." 


MAKING  COLLECTIONS  EASIER  WHERE  CREDIT 
IS  EXTENDED. 

There  are  many  people  who  seem  to  respect  a  pro- 
missory note  more  than  they  do  other  kinds  of  "pro- 
mises to  pay."  Many  merchants,  therefore,  find  it 
good  business  when  a  customer  is  t^irdy  in  paying,  if  it 
is  likely  to  be  some  time  before  the  money  is  forth- 
coming, to  get  a  note  for  the  amount  from  him.  People 
seem  to  respect  the  note  more,  and  in  addition,  it  is  an 
acknowledgment  of  debt,  and  is  not  open  to  dispute  by 
the  customer  in  case  of  suit  or  garnishee  as  with  an 
ordinary  account. 

Coupon  Book  Given  for  Promissory  Note. 

This  same  idea  is  being  carried  out  by  some  mer- 
chants to  make  collections  easier  by  means  of  coupon 
books.  Instead  of  allowing  a  customer  to  run  a 
straight  account,  when  he  wishes  credit,  he  signs  a 
promissory  note  for  $5  and  gets  a  book  of  coupons  good 
for  that  amount  in  merchandise. 

The  dealer  can  purchase  these  coupon  books  in  form 
already  for  iise.  On  the  front  is  a  space  for  the  name 
of  the  rnerchni^i  issnins^.  as  well  as  the  person  issued  to. 
The  first  page  is  a  promissory  note  for  $5,  which  is  sign- 
ed by  the  customer,  detached  and  kept  by  the  dealer. 
The  balance  of  the  book  is  made  up  of  sheets  of  de- 
tachable coupons  worth  5,  10  and  25  cents  in  merchan- 
dise. 

It  is  claimed  by  the  manufacturers  of  these  coupon 
books  that  they  make  easier  the  collection  of  accounts. 
The  customer  signs  a  note  setting  a  definite  time  when 
the  $5  is  to  be  paid,  while  with  ordinary  accounts,  the 
understanding  as  to  time  of  payment  is  frequently 
rather  indefinite.  Then  again,  the  customer  knows 
exactly  at  all  times  how  much  he  owes  the  merchant, 
while  it  is  also  claimed  that  the  plan  keeps  the  custo- 
mer dealing  at  the  one  store. 

The  writer  has  one  of  these  coupon  books  before  him. 
The  front  cover  reads  "The  coupons  in  this  coupon 
book  are  good  for  merchandise  only  if  not  detached, 
and  bearing  the  same  number  as  cover."  A  notice  on 
the  back  reads,  "Always  bring  this  book  with  you.  Do 
not  lose  this  as  it  is  the  same  as  cash.  Do  not  tear 
the  coupons  off.  Hand  it  to  the  clerk  and  he  will  de- 
tach the  amount  you  have  purchased." 


It  is  dust  that  makes  shopworn  goods.  One  of  the 
most  important  steps  toward  economical  management 
is  doing  away  with  dust. 


WHEN  SYSTEM  DRIVES 
Sometimes  a  merchant,  after  a  tiresome  day's  work, 
feels  like  letting  the  compiling  of  the  records  of  the 
day's  business  go.  It  Is  then  that  system  seems  a 
burden.  But  the  wise  man  knows  that  it  will  pay  him 
to  keep  these  records  so  that  he  can  tell  at  all  times 
how  his  business  stands  and  how  it  compares  with  other 
years. 
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Cost  Book  Gives  Useful  Stock  and  Price  Records 


Valuable  in  placing  orders  and  in  acquainting  dealer  with  cost 
of  goods  —  Gives  selling  price  of  goods  to  clerks  —  Material 
help  in  stocktaking — How  an  up-to-date  system  is  conducted 


THE  progressive  druggist  who  is  aiming  to  con- 
duet  his  business  along  systematic  lines  will  find 
a  cost  book  giving  in  concise  form  a  record  of 
stock  purchased  and  the  price  paid  a  valuable  help  in 
his  business.  Probably  the  chief  value  of  the  cost  book 
is  that  it  acquaints  the  dealer  with  the  qiiantity  of  each 
variety  of  goods  purchased  with  the  price  paid,  and 
this  information  is  of  a  good  deal  of  assistance  in  plac- 
ing other  orders.  Travelers  will  tell  you  that  when 
many  dealers  wish  to  find  out  the  quantity  of  a  certain 
line  they  have  disposed  of  in  a  certain  time,  it  is  neces- 
sary to  ransack  the  invoice  files  in  order  to  get  this  in- 
formation. When  a  cost  book  is  conducted,  this  in- 
formation is  always  at  hand. 

A  Valuable  Aid  in  Ordering  Goods. 

Druggists  are  coming  more  and  more  to  recognize  the 
value  and  necessity  of  a  cost  book.  There  are  many 
systems  in  use,  but  many  do  not  give  as  much  informa- 


Mareh  he  knew  by  referring  to  this  record  that  he  had 
sold  5  eases  of  this  best  grade  in  a  month  and  a  half, 
and  this  gives  him  an  idea  of  how  much  he  should  buy 
for  future  needs.  By  referring  to  the  cost  book,  he 
finds  that  the  price  quoted  is  15  cents  per  dozen  more 
than  the  last  time  he  bought,  and  naturally  he  wants 
to  know  the  reason,  or  finds  out  if  he  can  get  it  at  any 
better  figure.  When  he  runs  out  of  "R"  brand,  similar 
information  is  available.  Again,  when  he  wants  to  or- 
der his  stock  ahead  for  next  season,  he  will  have  a  re- 
cord at  hand,~ showing  the  amount  he  sold  the  previous 
season,  and  the  quantity  of  each  brand. 

Useful  in  Detecting  Errors  in  Invoices 

This  book  is  also  useful  in  detecting  errors  in  prices 
on  invoices.  In  the  illustration  shown  here,  the  cost  of 
the  goods  is  put  in  plain  figures.  In  some  cases  the 
merchant  may  want  his  own  private  cost  mark,  especi- 
ally when  junior  clerks,  whom  he  does  not  want  to  ac- 
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tion  as  it  is  well  that  the  dealer  should  have  to  conduct 
his  business  to  the  best  advantage.  •  The  Retail  Drug- 
gist here  presents  a  cost  book  form  that  is  especially 
complete  and  valuable,  and  yet  requires  practically  no 
more  effort  to  keep  in  shape  than  any  other  system.  By 
using  this  system,  the  dealer  can  at  a  glance  find  out 
the  quantity  of  goods  sold  during  a  certain  period,  and 
.  this  is  a  valuable  gauge  to  go  by  in  making  further  pur- 
chases during  the  current  year,  as  well  as  for  ordering 
ahead  for  the  next  year. 

Shows  Selling  Price  and  Quantity  Price. 

With  the  cost  book  there  is  little  danger  of  goods  be- 
ing sold  at  too  low  a  price.  In  addition  this  system 
shows  the  retail  selling  price,  and  is  a  great  aid  to 
clerks  if  the  proprietor  is  absent,  and  the  selling  price 
of  an  article  is  desired.  Then,  again,  a  quantity  price 
on  many  lines  is  only  asked  for  occasionally,  and  the 
salesman  finds  it  difiicult  to  keep  it  in  his  mind.  This 
cost  book  gives  it  to  him  without  delay. 
_  Each  page  of  the  cost  book  is  devoted  to  a  separate 
line.  The  one  reproduced  here  shows  the  dealer  that  on 
Jan.  15,  he  bought  5  cases  of  "X"  brand  of  a  particular 
line  of  goods.    When  he  ran  out  at  the  beginning  of 


quaint  with  the  cost  price  of  goods,  have  access  to  it  for 
looking  up  selling  prices.  Then  again,  a  customer  may 
be  around  when  you  are  looking  up  the  retail  price,  and 
having  cost  price  in  private  mark  will  prevent  them 
from  becoming  acquainted  .with  it. 

If  you  are  not  using  a  cost  book  in  your  business,  you 
should  start  now.  The  advantages  of  having  one  are  so 
great  that  the  dealer  will  be  well  paid  for  any  work 
necessary  in  conducting  it. 


Needless  Alarm. 

An  old  German  farmer  entered  the  office  of  a  whole- 
sale druggist  one  morning  and  addressed  the  proprie- 
tor: 

"  Mister  Becker,  I  haf  der  schmall  pox — " 

"Merciful  heavens!  Mr.  Jacobs,"  exclaimed  Becker, 
as  the  office  force  scrambled  over  each  other  in  their 
hurry  to  get  out,  "don't  come  any  nearer." 

"Vot's  de  madder  mit  you  fellers,  anyhow?"  quiet- 
ly replied  Jacobs.  "I  say  I  haf  der  schmall  pox  of  but- 
ter out  in  mine  wagon  vot  der  Mrs.  Becker  ortered  las' 
week  alreatey." 
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System  is  Needed  in  Collecting  of  Accounts 

The  dealer  who  conducts  his  collections  in  a  systematic  manner  will  secure 
the  best  results  —  Sending  out  follow-up  letters  according  to  a  system 


TO  secure  the  best  results,  system  is  as  essential  in 
the  collection  of  accounts  as  in  other 
phases  of  business.  It  should  commence 
when  the  account  is  first  opened.  At 
this  time,  arrangements  should  be  made  as 
to  when  the  customer  shall  pay.  If  the  dealer  has 
more  credit  customers  than  allows  these  particulars  to 
be  remembered  conveniently,  he  should  have  a  system 
of  filing  away  the  time  of  payment  of  each  customer. 
At  any  rate,  it  is  well  to  keep  a  record  of  this  informa- 
tion, 30  that  it  will  be  available  at  all  times. 

The  Need  of  System  in  CoUectiona. 

The  need  of  system  is  apparent  to  anyone  who  has 
made  any  study  of  the  method  of  collection  of  accounts 
used  by  some  dealers.  For  instance,  it  is  not  an  infre- 
(|uent  thing  for  a  dealer  to  send  a  letter  in  regard  to  an 
overdue  account,  declaring  that  the  debtor  must  do 
something  within  a  certain  length  of  time,  or  action 
will  be  taken  by  the  dealer.  But  the  stipulated  time 
is  allowed  to  pass  and  the  dealer  takes  no  action,  be- 
cause he  has  no  system  to  remind  him  when  the  stipu- 
lated time  is  up. 

Simple  System  Will  Do  the  Work. 

A  simple  system  by  which  notes  can  be  made  that 
will  serve  as  a  reminder  to  the  dealer*  is  all  that  is 
necessary.  A  desk  date  pad  will  serve  the  purpose  ad- 
mirably or  any  kind  of  a  book  properly  divided  into 
divisions  for  each  day  can  be  made.  This  will  serve  to 
remind  the  dealer  of  days  when  certain  collection  let- 
ters should  be  sent — of  days  when  debtors  receive  their 
pay  and  on  which  he  should  make  an  effort  to  collect 
their  accounts — of  days  on  which  they  promised  to  pay, 
and  which  should  be  followed  up — of  dates  on  which 
legal  proceedings  against  delinquents  should  be  insti- 
tuted. 

How  Dealer  Lost  by  Lack  of  System. 

The  need  of  some  such  a  system  is  shown  by  a  case  re- 
cently related  by  a  retailer.  A  man  who  was  in  the 
town  for  only  a  short  time  and  who  was  unknown  to 
the  merchant,  asked  for  credit.  His  appearance  did 
not  impress  the  dealer  as  to  his  reliability,  but  he  decid- 
ed to  take  a  chance,  as  the  man  told  him  the  date  he 
was  drawing  his  pay  for  his  work — and  he  decided  to  be 
on  hand  when  he  was  drawing  his  pay,  and  collect  the 
amount  due  him.  The  merchant,  however,  had  no 
system  to  remind  him,  and  being  busy,  the  pay  day 
slipped  by  without  him  thinking  of  it.  Two  days  later 
when  he  did  think  of  it,  he  found  the  man  had  drawn 
his  pay  and  left  town,  and  that  he  was  out  the  amount 
of  the  bill.      System  would  have  avoided  this  loss. 

t 

Send  PoUow-up  Letters  Systematically. 

The  dealer  should  also  send  his  collection  letters  out 
in  a  systematic  manner.  For  instance,  if  a  dealer  sends 
one  letter,  demanding  payment  in  an  emphatic  manner, 
if  the  one  following  asks  for  payment  in  a  meek  man- 
ner, the  customer  thinks  that  the  dealer  was  just  trying 
to  scare  him  into  line  in  the  first  letter,  and  seeing  that 
he  could  not  do  that,  has  changed  his  tactics.  This  is 
often  the  case  because  the  dealer,  not  knowing  what  he 
said  in  the  first  letter,  is  not  in  a  position  to  follow  it 


up  in  just  the  manner  that  it  should  be.  This  gives 
the  debtor  the  idea  that  the  dealer's  collection  notices 
are  just  "talk,"  and  so  he  gives  little  or  no  attention 
to  them. 

Make  Collection  Letters  Gradually  Stronger. 

When  an  account  becomes  overdue,  the  dealer  should 
at  once  start  in  to  collect  it — going  about  it  in  a  sys- 
tematic manner.  The  first  effort  should  be  a  gentle 
reminder  of  their  indebtedness,  and  the  letters  follow- 
ing should  gradually  become  stronger.  The  dealer 
should  have  a  system  so  that  he  will  know  how  strong 
he  made  his  last  letter,  so  that  he  can  follow  it  up  by 
one  a  little  stronger. 

Many  merchants  have  a  number  of  accounts  on  their 
books  that  are  overdue.  The  dealer  should  list  these 
and  start  in  to  collect  them,  the  system  way.  This  is 
not  possible  by  a  mere  reminder,  but  requires  a  strong 
campaign,  and  this  the  dealer  should  undertake.  The 
initial  reminder  needs  to  be  followed  up  by  more  stren- 
uous methods  until  results  are  secured. 


CASH  DISCOUNTS  AND  INVOICE  PRICE 

By  an  Old  Retailer 

Cash  discounts  should  not  be  deducted  from  invoice 
price  before  applying  the  cost  of  doing  business;  to  do 
this  would  cause  the  dealer  to  lose  the  cash  discount — 
provided  he  add  the  same  net  profit.  If  the  dealer's 
expense  account  includes  all  the  real  expense  of  his 
business,  then  interest  is  charged  in  this  account  for  all 
money  invested  and  all  money  borrowed,  and  it  is  this 
money  that  enables  the  dealer  to  secure  the  cash  dis- 
counts. The  fact  that  the  dealer  creates  an  expense  to 
secure  money  to  take  his  discounts  is  proof  that  the 
cash  discount  should  protect  this  expense,  and  the  deal- 
er who  deducts  the  cash  discount  before  applying  the 
cost  of  doing  business  loses  the  discount.  The  cost  of 
doing  business  cannot  be  measured  entirely  by  the 
total  amount  of  the  expense  account.  Many  times 
dealers  do  certain  things  in  business  that  do  not 
cause  them  to  add  anything  to  their  expense  account 
in  dollars  and  cents;  the  dealer  who  does  not  study  the 
line  of  goods  he  sells;  the  dealer  who  does  not  place 
quality  above  price;  the  dealer  who  is  continually 
changing,  selling  one  make  of  goods  this  year  and 
another  next;  the  dealer  who  sacrifices  his  profit  to 
secure  a  greater  volume  of  business;  the  dealer  who 
sells  goods  all  year  without  checking  his  sales  and 
stock  against  goods  on  hand  and  from  inventory  and 
goods  received  during  the  year,  then  he  may  discover 
goods  delivered  •without  settlement;  the  dealer  who 
neglects  to  take  his  cash  discounts,  even  if  he  has  to 
borrow  the  money:  the  dealer  who  neglects  to  make  a 
demand  for  settlement  of  note  and  account  when  due; 
the  dealer  who  is  not  able  to  meet  his  customers  with 
a  smile,  no  matter  what  his  own  troubles  may  be,  all 
add  to  their  cost  of  doing  business. 


If  some  of  your  stock  looks  better  in  one  light  and 
some  in  another,  get  each  line,  as  far  as  possible,  in  the 
most  favorable  light. 
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Some  Features  of  an  Excellent  Book-Keeping  System 

Gleaned  from  a  firm  that  has  the  book-keeping  end  of  the  business  pretty  veil  down 
to  a  science — System  that  protects  profits  and  gives  a  constant  tab  on  progress  being  made. 


By  A  STAFF  EDITOR 


READERS  of  The  Retail  Druggist  will  no  doubt  find 
much  of  interest  and  value  in  the  excellent  book- 
keeping system  of  a  Western  store  recently  visit- 
ed by  a  representative  of  this  paper.  He  had  an  oppor- 
tunity of  going  into  the  various  system  features  of  the 
store  and  of  having  them  explained  thoroughly  to  him 
by  the  accountant.  It  must  be  admitted  that  a  system 
has  been  evolved  of  much  value  to  the  business  in 
.guarding  against  leaks  and  protecting  profits. 

"Protection  of  Profits"  is  the  Keynote, 

He  believes,  and  rightly  so,  that  it  is  worth  a  good 
deal  to  be  sure  that  the  profits  of  the  business  are  fully 
maintained,  even  though  the  dealer  has  to  go  to  some 
expense  to  be  certain  of  this.  "Protection  of  profits" 
is  at  once  the  policy  and  watchword  of  the  store,  and 
this  has  been  kept  in  mind  in  working  out  the  present 
system.  For  one  thing,  a  system  is  used  to  keep 
track  of  surplus  stock  so  that  it  is  known  in  the 
ofiice  at  all  times  just  how  much  stock  of  any  line  of 
goods  in  any  department  of  the  business  is  on  hand. 
They  also  have  a  special  counter  check  book  that  guards 
against  loss  by  mistakes  in  sales,  and  have  also  worked 
out  an  idea  in  regard  to  credits  that  protects  them  to 
the  greatest  possible  extent  in  this  regard.  Thus,  they 
have  a  system  of  protection  in  the  three  departments 
of  the  business  in  which  leaks  are  most  liable  to  occur, 
and  in  which  leaks  are  occurring  daily  in  many  busi- 
nesses which  are  not  conducted  in  the  manner  they 
should  be. 

In  addition  to  guarding  against  the  possibility  of 
loss  in  any  of  the  various  departments,  the  system  in 
this  store  shows  them  exactly  how  they  stand  all 
the  time.  They  have  their  finger  on  the  pulse  of  the 
.business  machine  all  the  time,  and  have  a  tab  on  every 
heart  throb  of  progress.  There  is  a  daily  summary  of 
the  business  prepared  and  placed  on  the  manager's 
desk  each  morning,  which  allows  him  to  gauge  exactly 
the  progress  that  is  being  made.  It  not  only  lists  the 
cash  and  credit  sales  for  the  day,  but  also  gives  a  com,- 
parison  with  the  same  day  of  previous  years,  as  well 
as  the  total  sales  for  the  month  and  year  to  date,  with 
a  similar  comparison  with  previous  years.  It  also  gives 
a  summary  of  the  accounts  and  bills  receivable  and 
bank  accounts  for  the  day. 

This  is  further  followed  up  by  a  monthly  summary 
that  shows  the  progress  of  the  business  for  the  month 
and  exactly  how  it  stands  at  the  end  of  the  month. 
The  monthly  statement  also  gives  figures  in  regard  to 
expense  with  their  distribution  to  the  various  depart- 
ments, so  that  they  not  only  know  their  cost  of  doing 
business  for  the  whole  business,  but  also  the  percentage 
in  each  department.  Every  live  business  man  realizes 
the  value  of  having  such  a  wealth  of  detail  in  regard 
to  his  business.  It  allows  him  to  gauge  the  progress 
of  the  business  in  an  intelligent  manner,  and  if  a 
satisfactory  showing  is  not  made  in  any  department 
the  cause  may  be  enquired  into  and  remedied.  Far 
too  many  merchants  allow  their  business  to  drift  along 
without  any  exact  knowledge  as  to  the  progress 
that  is  being  made,  whereas  a  little  sj^stem  introduced 
would  give  thera  much  valuable  information. 


Card  System  to  Keep  Tab  on  Surface  Stock 

This  retailer  has  an  office  card  system  whereby 
he  keeps  a  continual  tab  on  the  amount  of  stock  in 
heavy  lines  and  also  on  surplus  stock.  He  is  thus  able 
at  any  time,  without  leaving  his  office,  to  look  up  and 
see  what  quantity  of  any  line  is  on  hand.  This  helps 
him  in  his  buying. 

A  copy  of  the  top  of  the  card  used  is  reproduced 


Article 


Co$t 

Freight 

Cost  Laid  Down 


ON  HAND 


SOLD 


How  dealer  keeps  track  of  his  surplus  stock  by  card  system  in 
his  office. 

here,  a  separate  one  being  devoted  to  each  line.  It  ex- 
plains itself.  When  a  card  is  started,  the  quantity  of 
the  line  oh  hand  is  placed  in  the  "on  hand"  column. 
When  additional  stock  is  received  it  is  entered  on  the 
card  from  the  invoice  and  when  stock  is  sold  or  brought 
in  from  the  surplus  stock  room  it  is  deducted. 

Allows  a  Valuable  Check  to  be  Kept  on  Goods. 

Thus,  they  always  know  the  amount  of  any  line  of 
goods  that  should  be  on  hand,  and  are  in  a  position 
to  check  up  at  any  time  and  find  out  if  the  correct 
amount  is  on  hand.  This  they  frequently  do.  When 
staff  is  not  busy,  they  will  ask  them  to  count  up  some 
line  or  lines  and  ascertain  if  the  amount  in  stock  is 
correct.  If  it  does  not  agree  with  the  records  of  the 
office,  they  at  once  investigate  the  reason.  Besides 
protecting  them  against  loss,  this  system  is  of  value  in 
other  ways.  For  instance,  if  a  customer  rings  up  and 
enquires  if  they  can  supply  a  certain  quantity  of  a 
certain  line,  they  can  tell  them  at  once  without  the 
trouble  or  delay  of  having  to  count  or  weigh  up  the 
stock. 

Customers  Sign  for  Goods  Received. 

"THERE  is  also  a  system  of  protection  in  the  selling 
end  of  the  business.  This  is  secured  by  having 
a  counter  check  book  with  three  copies  of  the 
sales  slip  instead  of  two,  as  is  usually  the  case.  The 
object  of  the  third  copy  is  for  the  person  who  gets 
the  goods  to  sign  when  goods  are  delivered  to  them. 

These  signed  sheets  are  filed  away,  and  in  ease  of  a 
person  disputing  about  getting  the  goods,  it  is  an  easy 
matter  to  look  up  the  sheet  and  find  who  signed  for 
them.  When  people  come  to  pay  their  accounts,  they 
frequently  say  that  they  did  not  get  certain  goods 
charged  to  them.  This  form  of  check  book  overcomes 
the  difficulty  in  an  effective  manner. 

It  may  seem  to  some  readers  that  the  extensive  book- 
keeping in  vogue  in  this  store  will  require  a  lot  of 
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work  to  maintain,  but  it  is  surprising  how  much  work 
of  this  kind  can  be  done  by  a  man  in  a  short  time 
when  everything  is  reduced  to  a  system.  The  work 
is  simplified  and  shortened  in  every  possible  way,  and 
some  of  these  methods  are  well  worthy  of  attention. 
For  instance,  payments  are  kept  track  of  in  a  very 
simple  manner  on  the  stub  of  a  specially  prepared 
cheque  book.  This  cheque  book  is  an  unusually  long 
one.  with  a  large  number  of  cheque  forms  on  each  page. 
There  are  three  columns  on  the  stub  in  which  to  enter 
the  amount  of  each  cheque  under  its  proper  head, 
whether  for  goods  received,  expenses,  or  freight. 
When  a  page  is  completed,  each  column  is  added  up 
and  the  amount  carried  forward,  so  that  at  the  end 
of  each  month  it  is  known  from  the  cheque  book  just 
how  much  was  paid  out  during  the  month  for  the 
three  different  things — goods,  expenses,  and  freight. 
The  different  items  of  each  cheque  are  not  entered  in 
the  journal,  therefore,  as  in  the  usual  system  of  book- 
keeping, merely  the  totals  for  the  month  being  entered. 
This  same  idea,  wliieh  is  an  invention  of  this  dealer, 
is  carried  out  with  bills  receivable.  This  gives  an  idea 
of  the  methods  whereby  the  work  in  keeping  business 
records  is  shortened  up  to  the  greatest  possible  ex- 
tent. 

Monthly  Statements — One  of  Accounts  Due. 

A  FORM  is  filled  out  at  the  end  of  every  month, 
^^  listing  the  name  of  every  credit  customer  on  the 
books  and  the  amount  each  one  owes.  The  particulars 
given  in  regard  to  each  account  are  divided  into  sev- 
eral divisions,  showing  the  amount  due  from  years 
back,  the  amount  due  for  60  days,  the  amount  con- 
tracted in  past  30  days,  cash  received  on  account  during 
month,  allowances  made,  notes  received,  suits  and 
mortgages.  The  manager  can  look  over  this,  and  in 
a  short  time  see  the  standing  of  each  credit  customer 
and  what  progress  each  one  is  making  in  the  pay- 
ment of  account.  It  must  be  admitted  that  such  a  com- 
prehensive statement  of  outstanding  accounts  is  of 
much  value  in  planning  collections. 

Monthly  Copy  of  Books  in  Concise  Form. 

Another  feature  of  their  bookkeeping  system  is  that 
a  statement  is  made  out  at  the  end  of  each  month  giv- 
ing an  exact  copy  of  the  books  as  they  stand  in  con- 
cise form.  Thus,  at  the  end  of  each  month  they  have  an 
accurate  idea  of  the  standing  of  the  business  as  well 
as  of  the  progress  that  has  been  made  during  the 
month.  The  different  heads  of  this  monthly  statement 
are  as  follows : 

Trial  balance. 

Trading  account — Statement  of  sales  and  purchases 
for  month. 

Summary  of  distribution  of  expense  account. 

Summary  showing  cost  of  doing  business  in  every 
department. 

Comparison  of  percentages  with  previous  years. 

Comparison  of  expense  account  in  figures,  with  pre- 
vious records. 

Statement  of  accounts  received  and  collections. 

Comparative  statement  of  sales,  both  cash  and  credit, 
since  beginning  of  business. 

Summary  of  accounts  receivable  and  payable. 

Folder  for  Each  Account  Being  Collected. 

When  an  account  reaches  the  "past  due"  stage, 
work  is  at  once  commenced  on  its  collection.  A  folder 
is  used  for  each  customer,  and  copies  of  any  letters 
sent  to  him  are  kept  in  this  folder.     The  advantages 


of  this  are  obvious,  because  when  it  is  desired  to  write 
the  customer  another  letter,  the  writer  can  refer  to  the 
folder  and  find  out  exactly  what  was  said  in  the  pre- 
vious letter,  as  well  as  secure  a  complete  and  concise 
history  of  the  account  from  the  summary  which  is  kept 
on  the  front.  Knowing  the  particulars  of  the  account 
and  what  was  said  in  the  previous  letter,  the  virriter  h 
in  a  position  to  write  a  better  collection  letter. 


A  SHORT  CUT  IN  ADDITION 

Memorizing  combinations  of  figures  greatly  simplifies 
the  work  of  addition.  At  first,  says  a  writer  in  System, 
it  is  best  to  attempt  only  one  column  combinations 
rather  than  those  of  two  columns,  although,  after  prac- 
tice, the  latter  can  be  used.  But  when  one  learns  com- 
binations of  numbers  as  he  has  already  learned  combin- 
ations of  letters  in  words,  he  can  add  as  quickly  as  he 
reads  print.  Thus,  two  2's  coming  together  in  a  column 
are  thought  of  only  as  4 ;  3  and  4  as  7 ;  4  and  5  as  9 ;  2, 
4,  and  5  as  11 ;  and  so  on. 

Another  method  is  to  add  by  tens.  Although  this 
is  slower  than  adding  by  combinations  it  is  quicker 
and  more  accurate*  than  the  ordinary  method. 

The  rule  is  to  add  up  the  first  ten,  commencing  at  the 
bottom,  placing  a  dot  opposite  the  last  figure,  to  drop 
the  ten,  to  add  until  another  ten  is  reached,  and  to 
place  a  second  dot,  each  time  carrying  the  unit  into 
the  next  ten.    To  illustrate : 


One  Column 

Two  Columns 

Three  Columns 

3. 

2  3. 
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7 
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24.7 

4. 
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226. 

9 

19 
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SIDE  SHOTS  ON  PHAEMACT 
By  W.  J.  B. 

"Those  New  Year  Besolutions." 
Ot!  say.  do  you  r&memiber,  on  the  last  day  of  De- 
cember, when  you  made  those  resolutions  and  swore 
to  keep  them  true — how  you  thought  of  many  a  good 
thing  with  a  lofty  air  and  good  ring,  and  declared  by 
all  the  stars  above  that  you  would  see  them  through. 
How  you  searched  up  all  the  old  ones,  resurrected  dead 
and  cold  ones,  and  revived  them  with  a  faithful  oath 
that  they  would  never  fade,  and  you  dreamed  of  sat- 
isfaction, when  you  once  put  into  action  all  the  bright 
and  worthy  pledges  that  on  that  day  you  made.  Ton 
wondered  how  you  ever  from  past  pledges  came  to 
sever,  for  the  keeping  of  those  good  things  seemed  a 
mighty  easy  thing.  The  remembrance  of  their  making 
and  their  very  early  breaking  only  spurred  you  to  do 
better  for  their  memory  brought  a  sting,  so  you  faced 
the  break  of  New  Year's  with  resolve  and  very  few 
fears  but  that  those  resolutions  you  would  ever  keep 
intact,  and  though  the  year  is  young  yet,  it's  a  pretty 
safe  and  sure  bet,  that  if  they're  not  all  broken,  they 
are  very  badly  cracked.  And  a  funny  thing  about 
this  lengthy  list  that  you  made  out  is,  that  the  very 
best  things  on  it  have  been  shattered  much  the  worst, 
and  you  see  as  you  inspect  it  that  you  sadly  have  ne- 
glected to  include  that  resolution  that  should  have 
been  the  first.  You  neglected  to  declare  in  those  reso- 
lutions fair  that  aH  those  bright-hued  pledges  you 
would  steadfastly  stand  by.  For  this  is  the  first  and 
great  resolution  on  the  slate — that  you'll  keep  your 
resolutions — that  you  will  not  let  them  die. 
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COMMENTS  ON  BUSINESS  MATTERS 

Bp  IV.  L.  Edmonds 


Called  from  Drug  Although  Canada  is  at  war,  prac- 
Stores  to  the  Ranks,  tically  all  our  knowledge  of  it 
^  comes   through   the   newspapers 

'  we  read  and  the  letters  we  receive  from  the  front.  Of 
the  actualities  of  the  war  we  know  from  experience 
nothing. 

The  druggists  in  Europe  are,  like  a  good  many  busi- 
ness men  there,  directly  feeling  the  effect  of  the  war. 
Under  the  conscription  law  the  young  and  middle-aged 
men  serving  in  the  drug  stores  have  been  called  to  serve 
in  the  ranks.  In  some  instances  whole  staffs,  including 
the  druggist  himself,  have  been  taken,  leaving  not  a 
soul  to  run  the  store,  which  has  necessitated  its  being 
closed.  On  account  of  the  draft  which  has  been  made 
on  the  regular  druggists,  apprentices  are  in  some  places 
allowed  to  act  in  their  place. 

While  druggists  may  compose  but  a  small  percentage 
of  the  18,500,000  men  who  are  engaged  in  the  war,  the 
actual  number  is  large  enough  to  upset  the  drug  trade 
on  the  Continent  of  Europe. 


Two  Fatal  Two  similar  mistakes  by  drug- 

Prescriptions,  gists   in   filling   prescriptions   in 

the  United  States — one  in  New 
York  and  the  other  in  Baltimore — were  the  cause  of  the 
death  of  two  persons. 

In  each  instance  the  physician  had  written  a  pres- 
cription calling  for  barium  sulphate  and  in  each  in- 
stance the  dispensing  druggist  had  supplied  barium 
sulphide. 

During  the  court  proceedings  which  followed  both 
druggists  declared  they  had  never  before  filled  pres- 
criptions for  barium  sulphate  far  internal  use. 

That  druggists  are  on  the  whole  careful  when  filling 
prescriptions  is  evident  from  the  rarity  with  which  mis- 
takes are  made.  In  Canada  we  seem  to  be  particularly 
fortunate  in  this  respect.  But  even  when  a  mistake  is 
made,  whether  the  results  be  fatal  or  not,  it  should  in- 
cite druggists  to  exercise  a  greater  degree  of  caution 
than  is  even  now  customary. 


The  Knowledge 
Is  Spreading. 


At  the  recent  annual  meeting  of 
the  American  Public  Health  As- 
sociation, some  attention  was 
given  to  the  subject  of  advertising  as  a  force  in  health 
campaigns. 

This  is  only  another  evidence  of  the  spread  of  know- 
ledge regarding  the  potency  of  advertising. 

Advertising  has  found  "the  way  to  Tipperary"  a 
long  one.  Even  manufacturers  and  merchants  have 
been  slow  to  recognize  that  advertising  was  as  much 
a  part  and  parcel  of  business  as  bookkeeping.  Profes- 
sional men  have  been  slower  still.  But  now  they  are  all 
gradually  getting  into  Une. 

Advertising  builds  up  good  will  value.  It  is,  there- 
fore, an  investment,  not  an  expenditure.  The  more  gen- 
erally this  fact  is  recognized  the  more  general  will  be 
the  Qse  of  printer's  ink. 


The  Drug  Store  Druggists  in  St.  Paul  have  de- 

Window,  eided  to  charge  for  space  used 

in  their  windows  by  advertising 
devices  of  manufacturers. 

There  will  probably  be  differences  of  opinion  regard- 
ing the  wisdom  of  their  action. 

That  the  store  window  is  valuable  there  can  be  no 
doubt,  but  it  is  only  valuable  in  proportion  as  it  is  util- 
ized. Judging  by  the  inattention  which  is  given  some 
windows,  the  proprietors  themselves  seem  to  set  very 
little  value  upon  them. 

The  best  of  windows  has  only  a  potential  value. 
Like  a  gold  mine  it  possesses  no  actual  value  until  it  is 
worked. 

Many  a  store  window  has  possessed  but  little  actual 
value  until  it  has  been  dressed'  or  equipped  with  the 
goods  or  devices  of  an  enterprising  manufacturer. 

In  many  instances  the  principal  benefit  from  these 
displays  has  accrued  to  the  manufacturer.  But  even  in 
such  instances  as  these  the  latter  has  done  a  good 
work  in  awakening  the  storekeeper  to  a  realization  of 
the  fact  that  his  window  was  a  valuable  asset. 

That  it  is  the  storekeeper  and  not  the  manufacturer 
who  should  derive  the  principal  benefit  from  a  window 
display  goes  almost  without  saying.  When  the  contrary 
is  likely  to  result  the  retailer  may  well  hesitate  before 
surrendering  space  in  his  window  to  the  goods  or  de- 
vices of  a  manufacturer. 

Window  space  in  the  store  of  a  wideawake  and  re- 
sourceful business  man  is  too  valuable  to  be  surrender- 
ed indiscriminately  to  anyone. 

Instead,  therefore,  of  making  a  hard  and  fast  rule 
such  as  that  adopted  by  the  druggists  of  St.  Paul,  would 
it  not  be  better  for  every  business  man  to  weigh  well 
the  pros  and  cons  of  each  application  that  is  made  to 
him  by  manufacturers  to  occupy  space  in  his  window? 
And  then,  in  the  final  analysis,  why  should  a  retailer 
give  up  space  in  his  window  for  a  display  from  which 
he  is  likely  to  receive  little  or  no  benefit  from  actual 
sales,  even  if  he  is  paid  for  said  space? 

The  office  of  a  store  window  is  to  sell  goods.  If  it  is 
kept  true  to  its  office  it  will  invariably  give  the  store- 
keeper a  greater  return  than  can  possibly  come  from 
the  remuneration  he  may  receive  for  allowing  it  to  be 
turned  into  an  advertising  medium. 


A  New  Menace  Competition  that  promises  to  be 

to  Retailers.  inimical   to   the   interest   of   re- 

tailers is  developing  in  the  Unit- 
ed States  from  an  entirely  new  and  unexpected  quarter. 

It  is  from  the  express  companies. 

When  the  parcel  post  system  was  adopted  a  couple 
of  years  ago  in  the  United  States  it  looked  as  if  the 
death  knell  of  the  express  companies  had  been  sounded. 
Some  of  them  did,  in  fact,  discontinue  their  regular 
business  practices. 

One  of  the  large  companies,  however,  started  what 
was  termed  an  industrial  department.    The  purpose  of 
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this  department  was  to  encoura?e  consumers  to  place 
orders  through  it  for  produce  of  certain  kinds,  which 
the  company  would  fill  by  the  supplies  which  it  ob- 
tained from  producers  at  their  nearest  branch  offices. 
The  conditions  were  that  payments  should  be  in  cash 
and  that  the  orders  placed  for  merchandise  should  be 
large  enough  to  make  the  transaction  profitable  to  the 
express  company. 

That  it  has  been  found  profitable  may  be  premised 
from  the  fact  that  the  operations  of  the  company  have 
steadily  expanded,  until  it  now  has  a  mailing  list  of 
1,100  names,  to  which  it  weekly  mails  its  price  lists, 
compared  with  400  a  year  ago.  So  pronounced  has 
this  express  company's  success  been  that  another  large 
one  has  decided  to  enter  the  field. 

In  order  to  take  advantage  of  the  express  company's 
industrial  department,  some  three  hundred  clubs  have 
been  formed  by  consumers  in  New  York,  although  it  is 
claimed  that  the  membership  also  includes  a  number  of 
small  dealers  and  peddlers. 

The  express  company  that  originated  the  idea  has 
established  agencies,  in  addition  to  those  in  New  York, 
in  Cleveland,  Chicago,  San  Francisco,  St.  Louis,  Hou- 
ston, Baltimore,  and  Kansas  City.  This  shows  how 
widespread  its  ramifications  have  already  become. 

No  statistics  are  available  as  to  the  volume  of  busi- 
ness which  the  industrial  department  of  the  express 
company  has  transacted  during  the  year,  but  one  signi- 
ficant thing  in  connection  with  its  operations  is  the  fact 
that  certain  producers,  which  formerly  sold  through 
middlemen,  are  now  doing  business  entirely  through 
this  new  distributing  agency. 

It  is  to  be  hoped  the  parcel  post  system  in  Canada 
will  not  develop  this  kind  of  competition  for  the  busi- 
ness men  of  this  country. 


Should  Interest 
Business  Men. 


One  of  the  most  interesting  de- 
velopments of  the  present  day  is 
the  efforts  which  are  being  made 
in  all  parts  of  Canada  to  increase  the  productiveness 
of  the  soil. 

Including  grain,  roots,  vegetables,  fruits,  live  stock 
and  other  items,  the  farms  of  Canada  return  an  annual 
yield  of  approximately  a  billion  dollars.  But  without 
increasing  the  area  by  a  single  acre  it  is  estimated  by 
eminent  authorities  that  the  value  of  the  yield  could  be 
doubled  by  more  intensive  and  scientific  farming.  A 
year  or  two  ago  the  Conservation  Commission  express- 
ed the  opinion  that  only  about  10  per  cent,  of  the  farm- 
ers of  Canada  were  in  the  Al  class. 

Recently  the  West  has  been  the  scene  of  two  of  the 
most  significant  gatherings  that  have  probably  ever  been 
held  in  Canada  for  the  purpose  of  devising  ways  and 
means  of  bettering  agricultural  conditions.  One  was 
the  conference  in  Winnipeg  of  the  leading  agricultur- 
ists and  manufacturers  of  the  Dominion,  at  which  it 
was  decided  that  the  two  interests  would  jointly  act 
in  memorializing  the  Dominion  Government  to  appoint 
a  commission  to  investigate  transportation,  banking 
and  other  matters  appertaining  to  the  welfare  of  the 
farmers  of  the  country. 

The  other  gathering  was  in  Regina.  This  was  represen- 
tative of  agricultural,  financial  and  business  interests  of 
the  three  Prairie  Provinces.  Its  primary  purpose  was 
to  consider  a  proposition  for  establishing  what  is  term- 
ed closer  settlement  communities.  But  it  developed  into 
a  consideration  of  farming  conditions  generally  and  the 
necessity  of  increasing  the  productiveness  of  the  farm 


lands  of  the  three  provinces.  For  nearly  three  days  the 
pros  and  cons  of  the  various  subjects  introduced  were 
discussed  with  a  skill  and  a  seriousness  that  promise  to 
ultimately  bear  fruit. 

Uninterested  in  this  general  movement  for  the  im- 
provement of  agriculture  the  business  men  of  Canada 
can  scarcely  be.  Increased  productiveness  of  the  farms 
means  increased  spending  power  of  the  farmers.  Con- 
sequently, the  movement  should  receive  the  sympa- 
thetic and  active  co-operation  of  business  men  gener- 
ally. 


Tobacco-makiiig 
in  Canada. 


Tobacco  manufacturing  in  Can- 
ada appears  to  be  a  fairly 
healthy  industry  if  the  returns 
recently  issued  by  the  Inland  Revenue  Department,  for 
the  fiscal  year  ending  March  last,  can  be  taken  as  a 
criterion. 

The  total  quantity  of  all  kinds  manufactured  was 
25,485,348  pounds,  and,  while  this  was  slightly  below 
the  record  of  the  previous  year,  it  is  3,215,679  pounds 
above  the  average  of  the  four  preceding  years.  The 
money  contributed  in  the  form  of  excise  duties  and 
licenses  by  the  manufacturers  for  the  privilege  of  turn- 
ing out  this  quantity  of  tobacco  was  nearly  $9,500,000. 

Enough  cigars  were  made  to  give  every  male  in  the 
Dominion  about  73  cigars  for  his  year's  supply.  The 
actual  number  made  was  291,359,173.  This  does  not, 
of  course,  represent  all  the  cigars  that  were  smoked 
iu  Canada,  for,  besides  what  we  made  at  home,  167,559 
pounds  of  cigars  were  imported. 

But  it  is  when  we  get  into  cigarettes  that  we  get 
numbers,  for  then  we  cross  the  billion  mark  with  1,166,- 
707,610.  Distributed  among  the  males  in  the  country 
it  would  give  each  about  three  hundred,  and  then  prob- 
ably leave  a  surplus  for  the  gentler  sex  who  occasion- 
ally "puff  the  weed." 

Of  ordinary  tobacco  21,390,478  pounds  were  manu- 
factured, while  for  snuff  takers  a  supply  of  nearly 
600,000  pounds  was  turned  out  by  Canadian  factories. 


i  Passing  Thoughts  on  Business 

I  By  W.  L.  E. 

B  Nail  down  with  your  will  power  the  new  leaf  you 

B  turned  over  on  January  i. 

g  Nothing  is  gained  by  discovering  a  leak  in  business 

J  unless  you  plug  it  up. 

s  

J  Set  a  minimum  to  the  m^onthly  value  of  your  business 

m  during  1915  and  then  inspire  your  staff  with  an 

B  ambition  to  exceed  it. 

E  A  little  more  business  can  usually  be  obtained  by 

1  the  expenditure  of  a  little  more  effort. 

s  • 

=  While  perfection  in  business  methods  is  unattain- 

§  able,  he  who  makes  no  effort  to  attain  thereto  will 

1  soon  fitid  himself  outdistanced  by  his  more  ambitious 

M  competitors. 

m  Better  business  methods  breed  better  credit  standing 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiitiiiiiiiiiiiiiiiiiiiiiiiiiM^^^ 
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Collins'  Course  in  Show  Card  Writing 


/  4th  of  a  series  of  arliclet 
specially  prepared  for  this 
iournal. 


EVERY  show  card  writer  should  keep  an  "Idea 
Box."  This  does  not  necessarily  need  to  be  a 
literal  box,  but  it  should  be  some  sort  of  re- 
ceptacle, scrap  book,  box,  basket,  drawer,  or  similar 
place  into  which  he  may  place  clippings,  prints,  photos, 
illustrations  and  designs  that  will  be  of  assistance  to 
him  in  giving  ideas  for  work.  Magazines,  newspapers, 
and  other  periodicals  furnish  excellent  articles  of  this 
character  that  should  be  preserved  for  future  use. 
Arrange  these  clippings  methodically,  either  by  subject 
or  alphabetically.  A  carefully  arranged  collection  of 
these  will  be  of  the  very  greatest  assistance  to  the  prac- 
tical card  writer. 

Spatter  Work. 

Many  of  the  cards  shown  in  previous  lessons  have 
been  in  "spatter  work"  designs.  This  work,  if  done 
properly,  can  be  executed  almost  as  finely  as  air-brush 
work.  Very  simple  tools  are  needed  to  do  the  work. 
These  consist  of  a  small  frame  of  window  screen  wire 
and  an  old  tooth  brush.  The  latter  should  be  fairly 
stiff  in  the  hair.  Prom  a  piece  of  thin  wood,  like  pic- 
ture backing,  cut  an  opening  about  4  ins.  long  by  2 
ins.  wide.  Leave  one  end  sufficiently  long  for  a  handle. 
Leave  about  an  inch  and  a  half  of  wood  on  the  ends 
and  an  inch  on  the  sides  to  tack  the  wire  to.  See  Fig. 
14.  Across  the  ends  of  the  frame  it  will  be  well  to 
nail  a  thin,  narrow  strip  to  keep  it  from  cracking.  If 
you  can  procure  heavy  millboard  to  make  the  frame  of 


it  on  the  wire  over  a  piece  of  waste  paper,  to  get  the 
excessive  color  out  of  it.  If  there  is  too  much  color 
it  will  make  too  big  blotches  or  spots.  Should  you  find 
the  color  froths  or  foams  when  rubbed  on  the  wire,  put 
a  little  gasoline  into  it,  which  will  immediately  remedy 


Hand-made  wire  frame  for  doing  "spatter  work." 

it  will  answer  better  than  wood,  for  it  will  not  crack. 
Having  made  your  tools,  you  will  find  that  very  effec- 
tive cards  can  be  made  with  a  little  care  and  thought. 
After  you  have  your  desired  pattern  cut  out  lay  it  on 
the  card  and  fasten  with  weights,  or  if  too  fine  a  pat- 
tern, fasten  with  pins.  Use  your  regular  colors.  Dip 
the  tooth  brush  very  lightly  into  the  color  and  rub 


Examples  of  simple  "spatter  work." 

the  trouble.  After  ridding  your  brush  of  the  extra 
amount  of  color,  try  it  on  your  waste  paper,  and  when 
you  are  able  to  get  a  very  fine  "spatter"  it  is  ready 
to  work  on  your  pattern.  Hold  the  wire  as  close  as  yon 
can  to  the  pattern,  and  rub  the  brush  just  over  the 
edges  of  your  pattern.  Very  attractive  cards  can  be 
made  with  simple  patterns.  Ovals,  circles,  squares,  and 
oblongs  can  be  used,  and  with  the  addition  of  strips 
of  paper  and  other  simple  patterns  very  gratifying 
results  are  obtainable.  Initial  letters  can  also  be  made 
with  this  process.  These  will  add  very  materially  to 
the  attractiveness  of  a  card.  A  fine  pattern  of  lace  laid 
over  a  card  and  spattered  will  give  a  very  unique  re- 
sult. We  give  a  number  of  simple  pattern  designs  to 
illustrate  the  operation  of  "spatter  work."  See 
Fig.  15. 

The  Alphabets. 

The   two   alphabets  shown   this   month   differ  very 


O 
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Plate  35.— Lower  case  alphabet  fancy  Old  English. 


materially  in  the  character  and  formation  of  the  let- 
ters. Plates  M  and  35  are  excellent  examples  of  fancy 
Old  English.  These,  like  other  fancy  letters,  are  suit- 
able for  one  work  or  line  that  needs  bringing  out  prom- 
inentlj'.  This  style  of  letter  is  used  extensively  for 
pen  work  or  engrossing.  The  letters  are  easily  made 
when  one  has  mastered  the  principle  of  the  curves. 

Plates  36  and  37  are  full  block  heavy  Roman  with 
a  touch  of  ornamentation  added  to  take  away  the 
effect  of  the  severe  plainness.  This  style  is  suitable 
only  for  a  word  or  line  that  needs  to  be  brought  out 


The  $4.65  card  is  the  same  pattern  as  the  39c.  card, 
only  it  is  reversed.  The  39c.  card  had  an  oval  laid  on 
it,  while  the  "spatter  work"  was  being  done.  This  was 
not  used  on  the  other  card.  These  cards  should  be 
about  12  by  20  ins.,  or  in  that  proportion. 

The  dark  card  is  an  example  of  double  shading. 
Note  how  the  letters  have  that  "stand-out"  effect. 
The  lettering  is  all  done  in  black  and  the  shading  in 
grey  and  white. 


Finished  samples  of  "spatter  work.' 

with  emphasis.  It  is  not  practical  for  general  use,  as 
it  takes  too  long  to  make  it.  Both  alphabets  will  be 
excellent  for  practice. 

Two  of  the  sample  cards  are  in  spatter  work  design. 
The  39c.  card  may  be  priced  to  suit  any  line  of  articles. 
The  spatter  Avork  is  in  dark  brown  with  the  figures  in 
black.  The  lettering  is  in  dark  brown  to  harmonize 
with  the  spatter  work.     The  shading  is  in  grey. 


DEALERS  WHO  KEEP  THEIR  BIG-GUN  BRAIN 
DOWN  TO  POP-GUN  WORK. 

By  Kenneth  C.  Cardwell 

There  is  a  really  astonishing  number  of  stores,  big 
and  little,  where  the  man  who  should  be  the  best  sales- 
man of  the  establishment — the  proprietor,  or,  per- 
haps, the  manager — neglects  this  most  important  of 
his  duties  to  waste  his  time  over  the  petty  details  of 
correspondence  or  bookkeeping,  or,  perhaps,  in  down- 
right loafing,  although  this  last  is  not  by  any  means  a 
general  fault. 

When  it  comes  to  active,  personal  work  in  the  store, 
however,  there  is  many  and  many  a  man  who  falls 
down  grievously. 

The  object  of  any  retail  business  is  to  sell  goods. 
This  is  fundamental  and  undeniable,  and  it  is  a  good 
thing  to  keep  in  mind  when  there  is  noticeable  a 
tendency  to  let  non-essentials  creep  in  and  take  up 
time  that  could  be  spent  in  working  toward  this 
object. 

The  head  of  many  a  retail  business  that  ought  to  be 
flourishing,  but  is  not,  might  find  the  source  of  the 
trouble  in  the  fact  that  he  is  keeping  his  big-gun  brain 
down  to  pop-gun  work. 

Doing  the  Thing  Fitted  For. 

Of  course,  there  is  a  just  proportion  to  be  main- 
tained in  this  respect — this,  in  fact,  being  the  whole 


ABCDEFGHI 

JKLMNQPQR 
STUVWXYZ  E 


Plato  36.— Alphabet  of  full  block  heavy  Roman  caps  with  touch  of  ornameution. 
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abcdef^hijklnin 
apqrstuv^vxyz 


Plate  37.— Full  block,  heavy  Roman  alphabet,  lower  cage. 


point  of  this  dissertation.  The  successful  dealer  is 
the  one  who,  viewing  his  business  as  a  whole,  and  keep- 
ing always  in  mind  that  he  must  sell  goods  in  order 
to  keep  things  going,  selects  those  details  for  his  per- 
sonal attention  which  will  best  repay  his  efforts. 

He  will  not  do  the  work  of  a  porter  or  an  errand 
boy,  nor  will  he,  on  the  other  hand,  confine  himself  to 
the   duties  of   a   forty-dollar   bookkeeper,   or  let   his 


Example  of  double  shading. 

seven-dollar-a-week     stenographer     read  a   magazine 
while  he  fusses  with  tangled  files. 

"To  my  mind,"  declared  an  old  dealer  to  me,  "the 
real  secret  of  success,  in  any  business,'  is  to  do  the  thing 
you're  best  fitted  to  do.  My  long  suit  is  selling;  and  as 
that's  exactly  what  I'm  doing,  I  find  that  there's  fun 
and  money  in  it  for  me.  Maybe  that's  why  a  good  many 
people  go  past  other  stores  to  get  things  here — they 
know  I  like  to  handle  things,  they  know  that  I  know 
my  business,  and  they  know  that  they'll  find  me  right 
here  on  the  job." 


GIVE  $10,000  TO  PATRIOTIC  FUNDS 

The  officers  of  the  Commercial  Travelers'  Association 
of  Canada  for  the  ensuing  year  are:  President,  J.  G. 
King;  vice-presidents,  Alexander  Cook  and  C.  J.  Tug- 
hill;  treasurer,  E.  Fielding.  At  their  annual  meeting 
they  endorsed  three  cash  contributions  totalling  $10,- 
000  for  patriotic  purposes— $5,000  to  the  Red  Cross 
Association,  $3,000  to  Belgian  Refugees'  Fund,  and 
$2,000  to  the  Canadian  Patriotic  Fund.  The  meeting 
also  instructed  the  board  to  keep  in  good  standing  for 
the  approaching  year  all  the  Canadian  travelers  who 
volunteered  for  service  and  who  are  members  of  the 


mortuary  benefit  fund.     There  are  40  members  in  the 
1st  contingent. 

The  Commercial  Travelers'  Mutual  Benefit  Society 
held  their  annual  meeting  for  the  nomination  of  officers 
and  directors  for  1915  in  their  rooms  at  51  Yonge  St., 
Toronto.  All  the  old  board  were  re-elected  by  accla- 
mation, Mr.  Joseph  Oliver  again  being  president.  The 
general  meeting  will  be  held  on  January  30.  Mr. 
Robert  Maxwell  is  vice-president  and  H.  Goodwin 
treasurer. 


L.  R.  GREENE  IN  CHARGE  OF  ADVERTISING  FOR 
TUCKETT  CO. 

L.  R.  Greene  is  now  in  charge  of  advertising  for  the 
Tuckett  Tobacco  Company  of  Hamilton,  having  resign- 
ed as  advertising  manager  of  the  Sherwin-Williams 
Co.,  of  Canada,  to  accept  the  position.  Previous  to  his 
departure  from  Montreal,  Mr.  Greene  was  tendered  a 
complimentary  dinner  by  his  friends  of  the  Montreal 
Publicity  Association,  of  which  he  is  a  past  president. 
He  was  presented  with  a  fountain  pen  by  his  friends 
which  he  will  keep  available  to  sign  advertising  orders 
for  the  Tuckett  Company.  He  was  also  presented  by 
the  management  and  his  many  friends  in  the  Sherwin- 
Williams  Co.,  on  the  eve  of  his  departure,  with  a  silver 
loving  cup  as  a  token  of  the  regard  and  esteem  in  which 
he  is  held. 

Mr.  Greene,  who  spent  his  boyhood  days  around  Bur- 
lington, Ont.,  came  to  Toronto  while  a  mere  youth,  tak- 


Li.  R.  Gkeene 

Paint  advertising  man  who  is  to  make 

Tuckett  tobacco  just  as  famous. 

ing  a  job  as  office  boy  in  the  Sherwin-Williams  Co.  His 
aptitude  in  drawing  and  lettering  showcards  brought 
him  to  the  attention  of  the  officials  in  the  head  office, 
and  14  years  ago  he  became  a  member  of  their  adver- 
tising staff,  rising  gradually  to  the  management  of 
that  department.  The  recent  death  of  J.  W.  Lamour- 
eaux,  president  of  the  Tuckett  Tobacco  Co.,  made  some 
changes  necessary  in  the  organization,  and  so  Mr. 
Greene  was  appointed  in  charge  of  advertising. 
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How  to  Proportion  Profit  on  Selling  Price  to  Cost 

Subscriber  as^s  for  method  of  finding  out  what  percentage  must 
be  added  to  cost  to  equal  certain  percentage  on  selling  price 


MERCHANTS  are  beginning  to  realize  the  great 
importance  of  figuring  profits  correctly  in 
their  business.  Failure  to  realize  that  advance 
on  cost  does  not  mean  the  same  percentage  on 
sales  has  meant  disaster  to  not  a  few  business  men. 
This  is  something  that  should  constantly  be  kept  in 
mind — 25  per  cent,  on  cost  only  means  20  per  cent,  on 
sales.  For  the  reason  that  expenses  are  figured  on  the 
selling  jirice,  merchants  are  beginning  to  realize  that 
the  safe  method  is  to  always  figure  profits  on  the  selling 
price. 

Reader  Asks  for  Method  of  Figuring 
Here  is  a  letter  from  a  dealer  to  this  paper  asking 
for  a  quick  method  of  finding  out  what  percentage 
must  be  added  to  cost  to  equal  a  certain  percentage  on 
the  selling  price: 
Editor: 

I  realize  that  profits  should  be  figured  on  the  selling 
price,  because  it  is  the  safest,  as  I  figure  expenses  on 
selling  price.  However,  I  would  like  to  know  the 
method  of  how  you  change  a  percentage  on  sales  to  a 
percentage  on  cost  basis.  For  instance,  I  know  that  to 
make  20  per  cent,  on  selling  price  I  must  add  25  per 
cent,  to  cost  of  goods,  but  what  is  the  formula  for  arriv- 
ing at  thist  I  can  find  it  by  frequent  "tries"  until  I 
get  it  right,  but  would  like  a  "short  cut"  method. 

Yours  truly, 

Yours  for  Profit. 

Method  of  Reasoning  it  out 

This  is  a  question  that  has  puzzled  not  a  few  dealers. 
They  know  that  20  per  cent,  on  sales  means  25  per  cent, 
on  cost,  but  have  no  method  of  arriving  at  it  only  by 
frequent  "tries,"  as  in  the  case  of  this  dealer.  If  they 
wanted  to  find  what  27  per  cent,  on  selling  price  meant 
on  cost  price,  they  would  have  a  great  deal  of  figuring. 
We  will  take  20  per  cent,  on  selling  price  and  follow 
the  method  of  reasoning  by  which  it  is  reduced  to 
percentage  on  cost. 

You  want  to  make  20  per  cent,  on  selling  price  or 
20  cents  on  $1.00. 

Cost  of  article  must,  therefore,  be  80c. 

Therefore  figuring  on  cost: 

On  80c.  you  make  20c. 

100  X  20 

On  $1.00  you  make equals  25c. 

80 

This  equals  25  per  cent. 

Therefore  20  per  cent,  on  selling  price  equals  25  per 
cent,  on  cost; 

Must  Add  25  per  cent,  to  Cost  to  Make  20  per  cent,  on 
Selling  Price 

If  an  article  costs  $2.00  and  you  want  to  make  20  per 
cent,  on  the  selling  price,  you  must  add  25  per  cent,  to 
the  cost  price.  The  selling  price  is  $2.50— you  make 
50  cents  or  20  per  cent,  on  selling  price. 

Let  us  figure  out  another  problem.  You  buy  goods  at 
$2.25.  You  have  figured  your  average  expenses  at  19 
per  cent,  and  want  to  make  6  per  cent,  net  profit.  The 
total  per  cent,  you  must  make  on  the  sales  price  is  25 
per  cent.  What  will  you  have  to  add  to  the  cost  to 
make  thist 

If  you  made  25  per  cent,  on  a  dollar,  goods  would 
hflvft  tn  cost  75  cents.    Pisruring  on  coat : 


On  75  cents  you  make  25e. 

100  X  25 
On  $1.00  you  make 


75 


equals  33  1-3  cents. 


Therefore  you  will  have  to  add  33  1-3  per  cent,  to  cost 
($2.25),  which  equals  75  cents.  The  selling  price  would 
have  to  be  $3.00. 

Table  Showing  Equivalent 
It  is  rather  a  bother  for  a  dealer  to  have  to  figure 
out  percentage  on  selling  price  to  a  percentage  on  cost 
basis  each  time  he  wants  to  mark  any  goods  or  ascer- 
tain if  a  certain  line  allows  a  sufficient  amount  of  pro- 
fit. Here  is  a  table  showing  the  equivalents,  that  the 
dealer  would  do  well  to  keep  in  a  handy  place.  It 
shows  the  per  cents,  to  add  to  gross  cost  to  get  per 
cents,  on  the  selling  total  of  from  5  up  to  50  per  cent. : 

To  make  5  p.c.  on  selling  price  add  5.263  to  cost 
To  make  6  p.c.  on  selling  price  add  6.383  to  cost 
To  make  7  p.c.  on  selling  price  add  7.527  to  cost 
To  make  8  p.c.  on  selling  price  add  8.696  to  cost 
To  make  9  p.c.  on  selling  price  add  9.89  to  cost 
To  make  10  p.c.  on  selling  price  add  11.11  to  cost 
To  make  11  p.c.  on  selling  price  add  12.36  to  cost 
To  make  12  p.c.  on  selling  price  add  13.63  to  cost 
To  make  13  p.c.  on  selling  price  add  14.94  to  cost 
To  make  14  p.c.  on  selling  price  add  16.27  to  cost 
To  make  15  p.c.  on  selling  price  add  17.64  to  cost 
To  make  16  p.c.  on  selling  price  add  19.04  to  cost 
To  make  17  p.c.  on  selling  price  add  20.48  to  cost 
To  make  18  p.c.  on  selling  price  add  21.95  to  cost 
To  make  19  p.c.  on  selling  price  add  23.45  to  cost 
To  make  20  p.c.  on  selling  price  add  25  to  cost 
To  make  22  p.c.  on  selling  price  add  28.2  to  cost 
To  make  24  p.c.  on  selling  price  add  31.58  to  cost 
To  make  25  p.c.  on  selling  price  add  33.33  to  cost 
To  make  28  p.c.  on  selling  price  add  38.9  to  cost 
To  make  30  p.c.  on  selling  price  add  42.85  to  cost 
To  make  33  1-3  p.c.  on  selling  price  add  48.42  to  cost 
To  make  35  p.c.  on  selling  price  add  53.846  to  cost 
To  make  40  p.c.  on  selling  price  add  66.67  to  cost 
To  make  50  p.c.  on  selling  price  add  100       to  cost 

Cost  Means  More  Than  Invoice  Price 
This  table  if  kept  at  hand  will  allow  the  merchant 
in  a  moment's  time  to  find  out  what  he  must  add  to  the 
cost  of  his  goods  to  make  a  certain  per  cent,  of  profit. 
It  should  always  be  home  in  mind  that  cost  means 
the  gross  cost  and  not  merely  the  invoice  price.  You 
must  know  the  exact  cost  of  your  goods  laid  down  in 
the  store  ready  for  sale,  with  freight  and  other  charges 
added.  There  is  often  a  material  difference  between 
the  invoice  price  and  the  actual  cost  of  the  goods  which 
must  be  taken  into  consideration  in  figuring  profits. 
Tt  should  also  be  remembered  that  percentage  on  cost 
does  not  mean  the  same  percentage  on  sales. 


THE  DEALER  who  courts  success  must  concern 
himself  with  profits.  Failure  to  understand 
the  coppeet  flguplng  of  profits  has  been  the 
shoal  on  which  many  a  merchant  has  gone  a- 
gpound.  Make  ceptaln  that  you  understand  the 
question  thoroughly. 
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NEWS  OF  THE  TRADE 

From  Coast  to  Coast 


Quebec  and  Maritime  Provinces 

The  drug  stock  of  J.  R.  Rastoul,  of  Montreal,  was 
damaged  by  water. 

Lymans,  Ltd.,  of  Montreal,  had  their  stock  slightly 
damaged  by  fire  and  water. 

E.  S.  Auld,  druggist,  of  Sydney,  N.S.,  suffered  loss 
by  smoke  and  water  in  a  recent  fire. 

The  Quebec  branch  of  Nerlich  &  Co.,  wholesale  fancy 
goods  dealers,  of  Toronto,  was  destroyed  by  fire  in 
early  January. 

C.  "W.  Tinling,  general  manager  of  the  National  Drug 
and  Chemical  Company,  Montreal,  delivered  an  address 
on  the  pushing  of  Made-in-Canada  goods  at  the  annual 
convention  of  the  staff  of  Bran  dram-Henderson,  Ltd.,  in 
Montreal,  on  December  15. 

Ontario 

D.  J.  Matthews  has  purchased  the  business  of  R.  H. 
Nixon,  of  Georgetown. 

C.  E.  Chambers  has  purchased  the  drug  business  of 
Geo.  A.  Sheerin,  of  Bolton. 

F.  H.  Bawden,  formerly  of  Exeter,  Ont.,  is  now  with 
John  Brawn,  1071  College  St.,  Toronto. 

Hawkins,  Ltd.,  druggists,  of  Hamilton,  have  sold 
their  market  branch  to  Lome  R.  Gatenby. 

The  Radiant  Sign  Co.,  Ltd.,  of  Toronto,  has  been  in- 
corporated with  a  capital  stock  of  $50,000. 

R.  R.  Davis  is  the  new  manager  of  the  branch  store  of 
C.  A.  Lanspeary,  at  4  Wyandott  St.,  Windsor. 

W.  J.  Mitchell,  formerly  in  business  on  Wilton  Ave., 
Toronto,  has  opened  a  drug  store  at  310  Danforth  Ave. 

In  the  absence  of  Ma.ior  W.  R.  Riordan  with  the  2nd 
Contingent,  L.  G.  Gundry  is  in  charge  of  his  store  at 
Madoc. 

Dr.  H.  Burgess,  of  Toronto,  has  started  a  new  busi- 
ness at  937  Kingston  Road.  E.  R.  Hastings  is  in  charge 
as  manager. 

The  employes  of  the  Sterling  Gum  Co.,  Ltd.,  of  To- 
ronto, gave  a  verj'  successful  dance  to  a  number  of  their 
friends,  consisting  of  about  250,  on  the  night  of  Dec.  30. 

S.  N.  Ridley,  formerly  manager  of  the  branch  store 
of  A.  J.  Greenwood,  St.  Catharines,  is  now  manager  of 
the  store  of  C.  A.  Lanspeary,  at  33  Ouelette  Avenue, 
Windsor. 

The  Eplett  Manufacturing  Co.,  Ltd.,  of  Cumberland, 
Ont.,  has  been  incorporated  with  a  capital  stock  of 
$100,000,  to  deal  in  drugs,  chemicals,  and  druggists' 
supplies. 

The  Hooper  Co.,  Ltd.,  Toronto,  has  purchased  the 
business  of  Geo.  R.  McColl.  at  55  Avenue  Road,  former- 
ly owned  by  Mr.  Petrie.  Mr.  McColl  remains  as  manag- 
ing director. 

The  United  Drug  Co.,  of  Toronto,  has  entered  a  team 
in  the  Trade  Hockey  League,  the  new  business  league 
in  Toronto.  A  double-header  will  be  played  at  River- 
dale  Rink  every  Wednesday. 

The  Walton  Drug  Company,  Ltd.,  of  Sudbury,  has 
received  Ontario  incorporation.  The  capital  stock  is 
$40,000,  and  the  provisional  directors  are:  R.  H.  Wal- 
ton, druggist;  R.  H.  Arthur,  Wm.  IT.  Howey,  and  Wm. 
J.  Cook,  physicians,  and  A.  B.  Cook,  accountant,  all  of 
Sudbury. 

Messrs  Harold  F.  Ritchie  and  Wm.  Millsap,  of  the 


Harold  F.  Ritchie  Co.,  Toronto,  returned  in  late  De- 
cember from  their  business  trip  to  Great  Britain,  where 
they  secured  the  Canadian  agency  for  a  number  of  addi- 
tional lines  of  English  goods. 

C.  A.  Lanspeary,  of  Windsor,  has  purchased  the  busi- 
ness of  L.  H.  Hobson,  33  Ouelette  Ave.,  of  that  city. 
He  is  closing  out  his  Temple  Pharmacy  and  moving  the 
stock  to  the  Hobson  store.  Mr.  Lanspeary  has  also 
purchased  the  branch  business  of  J.  MeCormick  and 
has  closed  out  same,  moving  the  stock  to  one  of  his 
other  stores. 

L.  W.  Davis,  of  Chatham,  Ont,  won  the  first  prize  for 
the  best  collection  of  mounted  botany  specimens  sub- 
mitted to  the  O.C.P.  this  year.  In  presenting  the  prize, 
Professor  Paul  L.  Scott  stated  that  the  collection  of  Mr. 
Davis  was  the  neatest  and  best  mounted  specimens  that 
had  ever  been  presented  in  the  competition.  A  second 
collection,  made  by  Geo.  Pinder,  of  Welland,  Ont.,  pos- 
sessed such  merit  that  a  special  prize  was  given  to  him 
by  Dr.  Scott  himself. 

Manitoba 

J.  Augustis,  druggist,  of  Winnipeg,  is  succeeded  by 
the  People's  Drug  Store. 

The  stock  and  fixtures  of  the  Winkler  Standard 
Drug  Co. — the  estate  of  J.  J.  Wiebe — of  Winkler,  Man., 
have  been  sold  to  J.  Toews. 

Jas.  Dort,  an  employe  of  the  P.  F.  Braund  Drug  Store, 
Winnipeg,  died  suddenly  in  that  city.  He  was  25 
years  of  age  and  a  native  of  Canso,  N.  S. 

Saskatchewan 

S.  E.  Taylor  has  succeeded  the  Battleford  Drug  Co., 
at  Cut  Knife,  Sask. 

The  Watson  Drug  Co.,  Watson,  Sask.,  have  sold 
stock  to  W.  F.  Rea. 

J.  E.  S.  McClung,  of  Moose  Jaw,  has  discontinued 
his  drug  business. 

F.  WoodhuU  &  Co.,  druggists,  of  Asquith,  Sask.,  re- 
cently suffered  loss  by  fire. 

W.  M.  Vanvalkenburg,  of  Regina,  Sask.,  will  be  one 
of  the  officials  in  charge  of  all  future  games  of  the 
Saskatchewan  Hockey  Association  in  that  district  this 
year. 

Alberta 

W.  E.  Finley,  of  Finley  &  Follie,  druggists,  of  Car- 
mangay.  Alberta,  h^s  passed  away. 
The  Eighth  Avenue  branch  of  the  J.  P.  McDonald 


" WINNIPEG  OB  BUST"  IS  SLOGAN  OF  WINNI- 
PEG DBUGGISTS 

THE  convention  of  the  Canadian  Plinrmareiitieal 
Association,  which  was  scheduled  for  Winnipeg; 
last  August,  and  which  was  postponed  on  account 
of  the  outbreak  of  war,  is  still  an  unkcpt  engagement, 
and  the  possibility  of  lidding  it  during  the  present 
year  is  being  discussed,  although  the  matter  has  not 
been  officially  taken  up  by  the  executive.  It  is  realized 
that  there  are  a  number  of  questions  of  vital  interest 
to  the  drug  trade  that  need  dealing  with,  and  for  that 
reason  a  convention  of  the  association  would  be  well. 
The  local  committees  at  Winnipeg  are  pulling  stronjj 
for  a  convention  in  Winnipeg  this  year.  lu  this  con- 
nection they  issued  a  New  Year's  greeting  card,  on 
which  was  inscribed: 

BUSINESS  AS  USUAL— SOON. 
The  local  committees  of  the  C.  Ph.  A.  extend   tlio 
season's   greetings   in   our   convention   slogan   for   tlio 
New  Year. 

"WIXXTPEG   OB  BUST." 
They're  coming  from  all  over,  so  we'll  be  "at  homo" 
all  summer. 
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Co.,  druggists,  of  Calgary,  has  been  sold  to  the  Prin- 
cess Drug  Co. 

Dr.  Geddes  has  entered  the  drug  business  at  "West- 
lock. 

A  drug  business  has  been  opened  at  Halkirk  by  Dr. 
Masicotte. 

L.  E.  Furry,  of  Edmonton,  has  opened  a  drug  store 
at  St.  Paul,  Alberta. 

J.  A.  Smith,  of  101st  Street,  Edmonton,  has  moved 
into  new  and  enlarged  quarters. 

H.  S.  Empey,  druggist,  of  Edmonton,  had  his  stock 
and  fixtures  destroyed  by  fire. 

Druggist  Armstrong,  of  the  Edmonton  Pharmacy, 
has  disposed  of  his  branch  at  Irma. 

Capt.  C.  S.  Pingle,  druggist,  of  Medicine  Hat,  has 
been  appointed  quartermaster  of  the  Third  Mounted 
Regiment,  of  that  city. 


ONTARIO  COLLEGE  OF  PHARMACY  NOTES 

The  students  of  the  O.C.P.,  Toronto,  held  an  informal 
dance  at  the  Masonic  Hall,  College  St.,  on  Friday  even- 
ing, Jan.  15. 

Dr.  V.  Barber,  graduate  of  the  1891-2  class  of  the 
O.C.P.,  now  of  Brooklyn,  N.Y.,  was  a  visitor  at  the 
O.C.P.  last  month. 

About  100  drug  apprentices  registered  in  Ontario 
during  the  year  1914.  This  is  about  the  average  num- 
ber registered  annually  during  the  past  five  years. 


MANY  DRUGGISTS  ELECTED  TO  MUNICIPAL 
OFFICES 

The  municipal  elections  in  Ontario  this  year  show  an 
increased  number  of  druggists  elected  to  municipal 
offices,  indicating  the  fact  that  the  public  realize  the 
need  of  having  sound  business  men  administering  civic 
affairs,  especially  during  such  times  as  the  present, 
when  municipal  financing  becomes  a  more  difficult 
problem. 

It  also  shows  that  druggists  themselves  are  recog- 
nizing the  need  of  representation  on  bodies  that  deal 
with  many  matters  of  vital  interest  to  the  retail  trade. 
Business  men  pay  such  a  large  percentage  of  the  taxes 
that  they  certainly  should  have  a  prominent  voice  in 
the  conduct  of  municipal  affairs. 

Some  of  Those  Elected 

T.  T.  Beattie,  who  conducts  two  drug  stores  in  Ot- 
tawa, was  elected  an  alderman  in  Dalhousie  Ward  of 
that  city.  Druggists  who  were  elected  councillors  in 
their  respective  muncipalities  in  Ontario  inoludgd: 

S.  S.  Tripp,  Arnprior. 

W.  H.  A.  Semple,  Cobourg. 

Thos.  H.  Ralph,  Dundas. 

W.  J.  Campbell,  Niagara-on-the-Lake. 

Wm.  J.  Tuck,  Weston. 

W.  T.  Kingston,  Cardinal. 

E.  R.  Wigle,  Goderich. 

Victor  S.  Campbell,  Hepworth. 

Among  the  druggists  who  were  elected  school  trus- 
tees at  the  recent  elections  were:  D.  A.  Watson,  of 
Thamesville ;  W.  J.  B.  Davidson,  of  Port  Hope,  and  H. 
Cooke,  of  Orillia. 

A.  E.  Walton,  of  Toronto,  who  was  elected  alderman 
in  Ward  One,  is  a  retired  druggist,  having  graduated 
from  the  Ontario  College  of  Pharmacy  in  1890.  H.  A. 
Rowland,  druggist,  of  Qerrard  St.,  retired  from  the 
Toronto  council  this  year,  after  serving  as  alderman  in 
Ward  Two  for  a  number  of  years. 


OFFICERS  OF  REGINA  DRUGGISTS'  HOCKEY 
LEAGUE 

The  officers  of  the  Regina  Druggists'  Hockey  Club 
are: 

Patrons :  A.  Duncan,  R.  P.  Teasdale,  R.  N.  Kelly,  E. 
A.  Jolly,  J.  A.  McLachlin,  and  W.  C.  Campbell. 

Hon.  President — Mayor  Martin. 

Hon.  Vice-President — Dr.  Whitmore. 

President — B.  F.  Cunningham. 

Vice-President — W.  E.  Arens. 

Manager — C.  H.  Lander. 

Secretary-treasurer — C.  W.  Hipwell. 

Executive— S.  C.  Edwards,  C.  S.  Galbraith,  H.  M. 
Hindson  and  P.  C.  Robson. 


MAYOR  MARTIN,  OF  REGINA,  RETIRES 

It  is  not  often  that  a  druggist  has  the  honor  of  being 
chief  magistrate  of  a  city  of  42,000  population,  but 
this  has  been  the  experience  of  Robert  Martin,  of 
Regina,  Sask.,  who  has  been  mayor  of  that  city  for  the 
past  two  years,  retiring  from  the  position  this  year. 
Mr.  Martin  is  manager  of  the  Canada  Drug  &  Book  Co., 
of  Regina,  and  in  the  conduct  of  both  his  own  and  the 
city's  business  has  shown  marked  ability.  Even  in  the 
rush  of  his  own  and  civic  work,  Mr.  Martin  has  found 
time  during  the  past  two  years  to  assist  in  the  promo- 
tion of  pharmaceutical  matters  in  Saskatchewan.  He 
took  a  leading  part  in  the  formation  of  a  college  of 
pharmacy  in  the  province.  At  the  annual  meeting  of 
the  Saskatchewan  Pharmaceutical  Association,  at 
Prince  Albert  last  summer,  he  was  elected  registrar- 
treasurer. 


HAROLD  F.  RITCHIE  GETS  CANADIAN  AGENCY 
FOR  ADDITIONAL  ENGLISH  LINES 

Mr.  Harold  F.  Ritchie,  of  Harold  F.  Ritchie  &  Co., 
Ltd.,  of  Toronto,  who  recently  returned  from  England, 
has  some  very  interesting  remarks  to  make  regarding 
conditions  in  England.  He  called  on  many  prominent 
manufacturers  and  merchants,  and  he  declares  that  the 
English  have  applied  the  rule  "Business  as  Usual" 
with  the  strictest  regard  for  its  full  meaning.  There 
is  no  war  talked  during  business  hours  in  an  English- 
man's office,  but  after  office  hours,  when  the  visitor 
dines  with  an  English  family,  he  learns  that  the  war 
is  very  much  upon  the  mind  of  the  nation,  and  that 
everybody,  men,  women  and  children,  are  deeply  inter- 
ested in  and  conversant  with  every  turn  of  affairs.  But 
nowhere,  Mr.  Ritchie  states,  did  he  hear  the  slightest 
expression  of  anxiety  as  to  the  present  situation.  Mr. 
Ritchie  says  that  after  visiting  England,  in  these  times, 
one  returns  to  Canada  with  a  renewed  confidence  and 
an  increased  pride  in  the  destinies  of  the  British  people 
and  their  allies. 

Mr.  Ritchie  secured  the  agency  for  a  number  of 
additional  lines  of  English  goods,  including  Keating's 
Insect  Powder,  for  which  he  has  the  sole  agency  in 
Canada.  Mr.  Ritchie  announces  that  he  will  put  on  a 
thorough  and  well-studied  advertising  campaign,  and 
is  confident  of  the  same  success  with  Keating's  as  has 
attended  the  other  big  lines  he  has  taken  over.  Ther- 
mogen,  a  curative  wadding,  is  another  new  lino  for 
which  the  agency  has  been  secured,  while  arrangements 
have  been  made  for  other  new  lines  to  follow. 


It  is  not  what  the  customer  comes  in  for,  but  what  he 
goes  out  with  that  counts. 


u 


THE  RETAIL  DRUGGIST  OF  CANADA. 


February,  1913 


THE  STATIONERY  DEPARTMENT 


A  departmenl  devoled  to  slallonery,  bool(S,  post  cards  and  associated  lines 


MAKE  GOOD  USE  OP  SHOWCARDS. 

A  good  many  druggists  db  not  make  the  use  of  show- 
cards  in  their  store  and  windows  that  they  should.  The 
well-written  and  well-worded  showcard  is  a  valuable 
help  in  increasing  trade,  and  in  no  department  is  this 
more  true  than  stationery  and  books.  Selling  messages 
in  regard  to  these  lines  can  be  put  before  customers  ad- 
vantageously by  means  of  the  showcard. 

One  dealer  who  finds  it  possible  to  display  stationery 
in  the  window  only  at  intervals,  makes  a  policy  of 
keeping  a  card  in  some  part  of  the  window,  drawing  the 
attention  of  those  passing  the  store  to  the  extensive  as- 
sortment of  stationery  that  is  to  be  found  inside. 

To  Advertise  Books. 

Good  use  is  made  of  showcards  by  many  dealers  for 
advertising  books,  and  those  who  handle  books  should 
not  neglect  this  means  of  arousing  interest  and  making 


Three  points  about  our 

Stationery 


Nice  to  write  on 
Tasty  in  appearance 
Reasonable  in  price 

liont  these  features 
appeal  to  you  ? 


Pride  in 

Your 

Stationery 

Is  well  wauranted  because 
people  are  judged  to  a 
large  extent  by  their 
quality  of  stationery. 
Our  high-grade  assort- 
ment will  please   you. 


YOUR 

Personality 
is  expressed 

In  the  character  of  your 
stationery.  Ournew  lines 
are  unusually  distinctive 
and  individual.  Come  in 
and  look  them  over. 


Some  suggestions  for  stationery  siiow  cards. 

sales.  A  good. method  is  to  give  a  laconic  description 
of  the  book  on  the  card,  or  at  least  some  descriptive 
matter  regarding  it.  Here  are  a  few  suggestive  ex- 
amples : 

The  Poor  Little  Rich  Girl — A  book  for  adults  as  well 
as  smaller  folks.  There  is  an  object  lesson  for  the 
mother  of  fashion  who  neglects  her  little  ones,  and  the 
father  who  lets  his  business  absorb  his  time  to  the  ex- 
clusion of  his  parental  duties. 

The  Mistress  of  Shenstone — A  delightful  love  story 
and  a  worthy  successor  to  The  Rosary.  A  most  absorb- 
ing and  unusual  story. 

Heart  Throbs — A  book  for  anyone  who  is  old  enough 
to  look  backward  even  a  little  bit.  Therefore,  of  inter- 
est to  the  whole  family. 


Plenty  of  descriptive  matter  can  generally  be  secur- 
ed from  the  book  itself  or  from  the  advertising  of  the 
publishers. 

MAKING  USE  OF  SLOW  SELLING  CARDS 

A  Port  Arthur,  Ont.,  bookseller  has  hit  upon  a  unique 
method  of  making  use  of  the  slow  selling  postcards 
which  become  a  drug  in  the  stock — an  experience  which 
is  not  unusual  in  the  trade.  Quantities  of  these  were  se- 
lected, and  the  following  was  printed  on  the  address 
side,  the  cards  being  distributed  free — "Come  in  and 
browse  about  a  bit.  We  have  souvenirs,  pennants,  pic- 
ture postcards  galore.  Newspapers,  magazines  and 
books.  Toys  for  children.  Pennants  of  all  the  large 
centres.  Nickels,  dimes,  cart  wheels,  greenbacks  and 
good  Canadian  money  taken  in  exchange  for  the 
above." 


PUSH  TALLY  AND  DINNER  CARDS. 

Dealers  could  sell  more  tally  and  dinner  cards  if  they 
would  only  give  them  a  little  prominence.  There  is  a 
steady  and  increasing  demand  for  these  lines,  not  only 
because  of  their  usefulness,  but  because  they  serve  as 
souvenirs  of  festive  occasions. 

Two  problems  confronting  the  retailer  in  the  hand- 
ling of  tally  cards  and  dinner  cards  are:  First  to  han- 
dle the  goods  with  a  minimum  expenditure  of  time  on 
the  part  of  the  clerk ;  and  second,  to  so  display  them  as 
to  avoid  loss  by  dust  and  handling  and  at  the  same  time 
ereate  a  demand  for  them. 

Specially  prepared  cabinets  are  made  wherein  assort- 
ments of  tally  cards  can  be  conveniently  kept,  insuring 
them  against  loss  by  spoilage  and  handling,  and  yet  so 
arranged  as  to  be  easy  of  access.  These  same  cabinets 
are  also  made  for  dinner  cards.  These,  of  course,  are 
useful  where  a  small  stock  of  these  goods  is  carried, 
rather  than  a  large  stock.  In  the  latter  case,  the  goods 
are  usually  kept  boxed. 

Any  stationer  can  make  good  sales  and  a  good  profit 
from  these  goods,  particularly  if  he  is  carrying  playing 
cards,  and  if  he  has  a  very  large  stock  of  either  tally 
cards  or  dinner  cards,  it  is  desirable  to  have  a  small, 
compact  book  on  his  counter  to  exhibit  the  goods  quick- 
Iv  to  the  customer. 


SOME  ITEMS  OP  INTEREST. 

Hydrocyanic  acid  has  been  found  in  a  poppy  plant  in 
Siberia. 

Turkey  has  been  producing  nearly  2,000,000  pounds 
of  opium  annually. 

Quinine,  which  is  one  of  the  two  or  three  actual  spe- 
cifics for  real  diseases  (in  this  case  malaria)  was  dis- 
covered by  Pelletier  and  Caventon  in  1820. 

The  New  York  College  of  Pharmacy  has  on  exhibi- 
tion a  collection  of  pharmaceutical,  chemical  and  bo- 
tanical works,  dating  back  to  the  sixteenth  century. 


Mind  your  own  business  and  in  time  you  11  have  a 
business  to  mind. 
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War  and  Effect 

Has  the  war  affected  your  trade? 

Are  you  having  your  share  of  the  business 
created  by  the  war? 


The  latest  in 

Patriotic 

Stationery 


The  Allies 
Writing  Tablets 

will  bring  new  business. 
Splendid  value,  retails  at 
popular  prices,  beauti- 
fully embossed  covers  in 
colors  with  the  Rulers' 
pictures  and  a  pocket 


WAR  MAP 


WITH  EACH 
TABLET 


Write  for  Sample 


Warwick   Bros.   &   Rutter,   Limited 

Manufacturing  Stationers,  Toronto 
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FORMULARY 

Special  "Preparatiora  for  the  'Druggist 


Spray  for  Catarrh. 

Menthol 8  grains 

Camphor 8  grains 

Eucalyptol 20  drops 

Liquid  vaseline  '.     4  ounces 

Mix  and  dissolve. 

General  Cough  IVIixture. 

Syrup  of  squills 1  ounce 

Syrup  of  ipecac 1  ounce 

Syrup  of  tolu 1  ounce 

Spirit  of  nitrous  ether 1  ounce 

Powdered  extract  of  licorice 30  grains 

Mix  well,  shake  well  and  take  a  teaspoonful  every 
few  hours,  as  required. 

For  Chapped  Hands. 

Menthol 90  grains 

Salol 120  grains 

Olive  oil 120  grains 

Lanolin 12  troy  ozs. 

Mix  the  menthol  and  salol  in  a  mortar,  and  add  the 
oil  gradually.  Melt  the  lanolin  on  a  water  bath  and 
add  the  solution. 

Cream  for  Chapped  Lips, 

White  wax  4      ounces 

Simple  cerate 3      ounces 

Powdered  borax  2^^  drams 

Rose  water 2      ounces 

Oil  of  bergamot 25       drops 

Oil  of  cloves 5      drops 

Oil  of  lavender  flowers 10      drops 

Color.- 

Melt  the  wax  and  cerate  on  a  water  bath.  Dissolve 
the  borax  in  rose  water,  warm  the  solution  and  add  to 
the  mixture,  stir,  add  the  oils  (and  color).    Mix  well. 

Smelling  Salts 

1.  Moisten  coarsely  powdered  ammonium  carbonate 
with  a  mixture  of : 

Strong  tincture  of  orris  root 2V2  ounces 

Extract  of  violet  3      drams 

Spirit  of  ammonia   1      dram 

2.  Fill  suitable  bottles  with  coarsely  powdered  am- 
monium carbonate,  and  add  to  the  salt  as  much  of  the 
following  solution  as  it  will  absorb. 

Oil  of  orris 5  minims 

Oil  of  lavender  flowers 10  minims 

Extract  of  violet  30  minims 

Stronger  water  of  ammonia 2  ounces 

Creamy  Furniture  Polish 

Animal  oil  soap 1  ounce 

Solution  of  potassium  hydroxide 5  ounces 

Beeswax 1  pound 

Oil  of  turpentine 3  pints 

Water,  enough  to  make .5  pints 

Dissolve  the  soap  in  the  lye  with  the  aid  of  heat ;  add 
this  solution  all  at  once  to  the  warm  solution  of  the 
wax  in  the  oil.    Beat  the  mixture  until  a  smototh  cream 


is  formed,  and  gradually  beat  in  water  until  the  whole 
is  completely  emulsified. 

Furniture  Polish. 

Sandarac 1  ounce 

Alcohol 10  ounces 

Beeswax 1  ounce 

Oil  of  turpentine 5  ounces 

Dissolve  the  sandarac  in  the  alcohol  and  the  wax  in 
the  oil.  Add  the  alcoholic  liquid  to  the  other,  in  divid- 
ed portions,  shaking  after  each  addition. 


PAPER  DRINKING  CUPS  FOR  WEIGHING  OILS. 

In  weighing  oils  or  other  fluids  of  a  disagreeable  na- 
ture, time  and  temper  can  be  saved  by  using  as  a  con- 
tainer the  paper  drinking  cup  now  so  commonly  used, 
instead  of  a  container  that  would  have  to  be  scraped 
out  with  a  spatula  and  washed. 


METHODS  OF  LOOSENING  JAMMED  STOPPERS. 

1.  Hold  the  bottle  or  decanter  firmly  in  the  hand  or 
between  the  knees,  and  gently  tap  the  stopper  on  al- 
ternate sides,  using  for  the  purpose  a  small  piece  of 
wood,  and  directing  the  strokes  upward. 

2.  Plunge  the  neck  of  the  vessel  in  hot  water,  taking 
care  that  the  water  is  not  hot  enough  to  split  the  glass. 
If  the  stopper  is  still  fixed,  use  the  first  method. 

3.  Pass  a  piece  of  lint  around  the  neck  of  the  bottle, 
which  must  be  held  fast  while  two  persons  draw  the 
lint  backward  and  forward. 

4.  Warm  the  neck  of  the  vessel  before  the  fire,  and 
when  it  is  nearly  hot.  the  stopper  can  be  removed. 

5.  Put  a  few  drops  of  oil  around  the  stopper  where 
it  enters  the  glass  vessel,  which  may  then  be  warmed 
before  the  fire.  Then  apply  process  No.  1.  If  the  stop- 
per still  continues  immovable,  repeat  the  above  process 
until  it  gives  way,  which  it  is  almost  sure  to  do  in  the 
end. 

6.  Take  a  steel  pin  or  needle,  and  run  it  around  the 
top  of  the  stopper  in  the  angle  formed  by  it  and  the 
bottle.  Then  hold  the  vessel  in  your  left  hand  and  give 
it  a  steady  twist  toward  you  with  the  right,  and  it  wiU 
very  soon  be  effectual.  If  this  does  not  succeed,  try 
process  No.  5.  which  will  be  facilitated  by  it. 


TSIAI.S  AND  SMTT.es 

Thank  God  for  the  man  who  is  cheerfnl 
In  spite  of  life's  troubles,  I  say; 
Who  sings  of  a  bright  to-morrow, 
Because  of  the  clouds  of  to-day. 
His  life  is  a  beautiful  sermon. 
And  this  is  the  lesson  to  me — 
Meet  trials  with  smiles  and  they  vanish: 
Fa«e  cares  with  a  song  and  thoy  flee. 

Tis  the  coward  who  quits  to  misfortune, 
Tis  the  knave  who  changes  each  day, 
Tis  the  fool  who  wins  half  the  battle 
Then  throws  all  his  chances  away. 
There  is  little  of  life  but  labor. 
And  to-morrow  may  find  that  a  dream; 
Success  is  the  bride  of  Endeavor, 
And  luck — but  a  meteor's  gleam. 
The  time  to  succeed  is  when  others 
Discouraged,  show  traces  of  tire; 
The  battle  is  fought  in  the  homo  stretch, 
And  won — 'twixt  the  flag  and  the  wire. 

— John  Trotund  Moore. 
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CasselFs  Tablets  are 
Here  to  Stay 


One  Thousand  Gross  arrived  between 
January  15th  and  February  1st 

Mr.  Druggist  get  in  on  this  deal. 

Never  in  the  history  of  Canada 
has  there  been  so  much  money 
placed  behind  a  high-class  article 
to  give  it  publicity  as  in  the  case 
of  Dr,  CasseWs  Tablets. 

Endorsed  by  Wholesale  Associ- 
ation. Priced  so  as  to  give  a 
Good  Profit. 

Order  to-day  from  your   Wholesaler 

The  Veno  Drug  Company  "'  K„r 

HAROLD  F.  RITCHIE  &  CO.,  LIMITED 

Canadian  Selling  Agentt 

10,  12,  14  McCaul  Street  Toronto,  Ontario 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A  department  of  means  anJ  methoJt  of  increasing  htainess  in  photographic  sup- 
plies, pennants,  pla))ing  cards,   pens,  ink,  sporting   goods,    novelties,  china,    etc. 

li 

STIRRING  UP  INTEREST  IN  PHOTO  SUPPLIES. 

A  druggist,  wishing  to  push  his  sales  of  camera  sup- 
plies in  the  winter,  concentrated  on  the  desirability  of 
the  use  of  albums  for  keeping  pictures  permanently.  He 
offered  a  five  dollar  camera  or  a  duebill  for  five  dollars' 
worth  of  supplies  or  work  for  the  best  album  that  was 
displayed,  the  votes  of  those  who  viewed  the  display  to 
determine  the  winner  and  each  contestant  to  stand  or 
fall  on  the  best  opened  double  page  on  the  album.  The 
last  provision  was  to  avoid  unnecessary  handling  of  the 
albums.  There  were  many  entries,  and  quite  a  number 
of  amateurs  who  had  not  used  albums  up  to  that  time 
began  using  them  to  get  into  the  contest.  The  dealer 
also  found  that  the  contest  got  him  acquainted  with 
many  additional  camera  users  and  that  in  this  way  it 
brought  him  new  business. — System. 


CATCHING  THE  CXTRIOUS  PHOTOGRAPHER. 

A  customer  on  completing  his  orders  always  looks 
around,  and  none  are  more  curioiis  than  photographers. 
No  photographer  is  ever  satisfied  with  the  apparatus 
he  has.  He  is  always  anxious  to  buy  a  new  camera, 
a  new  lens,  or  a  new  shutter,  or  to  try  some  new  pro- 
cess. A  good  method  of  introduction  to  such  new  lines 
is  by  means  of  the  advertising  booklets  issued  by  the 
trade.  Perhaps  the  best  place  to  display  these  is  just 
inside  the  door  of  the  store.  A  small  compartmental 
show  case  fixed  against  the  wall  at  a  proper  height  at 
this  point  is  excellent  for  bringing  the  booklets  to 
notice,  as  every  customer  to  the  store  will  pass  near 
them.  The  case  should  be  of  such  construction  that  the 
different  booklets  have  a  compartment  for  themselves 
and  do  not  get  mixed,  so  that  it  will  be  easy  for  a  cus- 
tomer to  select  at  once  the  one  that  for  the  time  being 
he  is  interested  in.  There  can  be  no  comparison  of  the 
superiority  of  such  a  display  to  the  random  disposal 
of  booklets  on  the  counter  or  on  a  remote  show  case 
out  of  reach  of  the  customer,  who  can  only  obtain  one 
by  asking  for  one. 


BIG  PROFIT  IN  5  AND  10-CENT  GOODS 

Goods  at  5,  10  and  25  cents  are  worth  more  in  pro- 
portion to  their  price  than  any  other  merchandise  sold. 

In  other  words,  a  nickel,  a  dime  or  a  quarter  spent 
for  these  goods  gets  more  merchandise  for  each  penny 
expended  than  coins  spent  on  high-priced  articles. 

The  merchant  who  has  turned  down  variety  goods 
because  of  an  idea  that  they  are  "junk"  is  the  worst 
deluded  man  in  the  world. 

Syndicate  stores  are  selling  nickel,  dime  and  quarter 
goods  that  look  as  well  and  wear  as  well  as  higher- 
priced  articles. 

Hundreds  of  manufacturers  are  concentrating  their 
resources  on  5,  10,  and  25-cent  goods. 

Merchandise,  because  of  this  concentration,  is  being 
made  continually  less  expensive. 

Goods  that  used  to  sell  at  a  dime  are  now  nickel 
items.  Goods  that  used  to  retail  for  15  and  20  cents 
can  be  purchased  now  for  a  dim^,    AaA  fonder  35  and 


40-cent  merchandise  has,  much  of  it,  been  hammered 
down  into  the  quarter  class. 

The  sale  of  popular-priced  merchandise  in  your  store 
is  not  going  to  give  you  a  reputation  as  a  junk  dealer. 

The  greatest  retail  store  in  the  world  has  multiplied 
its  sales  in  every  part  of  its  great  establishment  since 
a  popular-priced  department  was  installed  in  its  base- 
ment. They  merely  broadened  their  field  when  pop- 
ular-priced goods  were  added.  Not  only  have  they 
retained  their  high-priced  trade,  but  the  "basement" 
has  drawn  in  literally  thousands  of  people  who  for- 
merly frequented  other  stores. 

A  department  of  5,  10  and  25-cent  goods,  added  to 
your  regular  lines,  merely  gives  you  two  strings  to 
your  bow.  You  have  twice  the  ammunition  you  for- 
merly had  and  can  aim  your  advertising  at  all  classes 
of  trade. 

Most  interesting  of  all  is  the  consideration  that  such 
a  department  completely  contradicts  the  "high-cost- 
of-living"  charge. 

Would  you  like  to  have  a  reputation  as  the  "economy 
store"  of  your  town?  These  goods  give  you  an  oppor- 
tunity to  gain  such  a  name. 


'Twas  Ever  the  Same. 

The  keeper  of  the  Egyptian  department  of  the  mu- 
seum was  busy  sorting  out  some  new  curios  that  had 
just  arrived.  He  noticed  his  assistant  looking  at 
something  with  an  expression  of  dismay. 

"What's  the  matter,  Johnson!"  he  asked.  "Have 
you  struck  something  you  don't  understand?" 

"Indeed,  I  have,  sir,"  answered  the  freckled  youth. 

"Let  me  have  a  look  at  it,"  said  the  man  of  know- 
ledge. Johnson  handed  him  over  a  papyrus  a  few 
thousand  years  old,  on  which  were  scrawled  some  hiero- 
gl.yphic8. 

"Can't  make  it  out,  sir,"  he  said. 

"What  would  you  think  it  meant,  nowt"  queried  his 
chief. 

"Couldn't  say,  sir,  unless  it's  a  doctor's  prescription 
in  the  time  of  Pharaoh." 


LEABN  AND  EABK 

EDUCATION  cannot  give  yon  a  mind  any  more 
than  agricnltnre  makes  soil.  But  education  ean 
make  that  mind  of  yours  yield  a  crop.  When 
considering  a  vocation,  a  man  should  say  to  himself, 
"Wihat  can  I  earnt"  and  then  put  the  letter  "1"  be- 
fore earn  and  ask  "Wihat  can  I  learn f" 

The  trouble  with  too  many  people  in  this  old  world 
of  ours  is  that  they  believe  they  have  gotten  beyond 
the  stage  where  they  can  learn  anything.  The  aver- 
age man  of  to-day  is  more  interested  in  the  word  of  four 
letters  than  he  is  in  the  word  of  five  letters,  which  is 
the  reason  there  are  more  failures  than  successes. 

Failure  is  often  due  to  the  fact  that  we  do  not  have 
a  comprehensive  and  intelligent  understanding  of 
just  what  is  required  of  us  in  the  work  we  have  at 
hand. 

— Hie  Business  Philosopher. 
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A    DOCTOR'S    ADVICE 

Mrs.  G.  Holiday.  72  Yeld- 
ham  Road,  Hninmer- 
smith,writ«s:— "My  liaby 
Charles  hjis  boon  roared 
entirely  on  your  Fotxi 
since  the  affe  of  three 
weeks.  When  born  he 
weighed  7  lb.,  but  did  not 
thriTeonhisnatuniluiilk, 
and   UNDKK  THK   .\1)- 

VICK   OF    DOCTOR 

Fulham  Palace  Road.  HE 
WAS  PUT  ON  YOUR 
FOOD.  He  is  now  six 
months  old  and  weighs 
ISi  lb.  I  am  thankful  to 
«ay  he  has  never  had  any 
troubles  since  he  first 
started  it.  and  is  in  every 
way  a  healthy  boy.    Pre- 

VIl'S  TO  TRYING  VOIR 
FOOD  WK  TRIED  0THKR8 
WHICH  WKKE  MORE  E.\- 
PEN8IVE.  BUT  WHICH  DID 
NOT  AGREE  WITH  HIM  80 

WELL  AS  'neave's'  "—No- 
vember nth,  1911. 


Nkavk's  Food  has  for  many  years  been  used  in  the  Russian 
Imperial  Family 

90  YEARS'  REPUTATION 

Gold  Medals,  London,  1900, 1906  and  1914,  also  Paris. 


For  Infants  and  Invalids 


Food 


Sold  by  most  wholesale  druggists  and  leading  drug  stores  in  tins  specially 
packed  for  Canada.  Terms  and  advertising  matter  sent  on  application  to  the 
Canadian  Agent:— EDWIN  UTLEY,  14  Front  Street  East,  Toronto 

Manufacturer*:— JOSIAH  R.  NEAVE  &  CO.,   Fordingbridge,  England 


A  mother  Friend's  Aclrice 

Mrs.  J.  W.  Pateman,  34 
Harriet  St.,  Toronto,  In 
writing  about  Neave's 
Food  says  "When  I  first 
knew  one  of  my  friends, 
her  baby  Jack  was  eight 
months  old  and  dying  by 
inches.  She  had  tried 
three  Foods  because  her 
Jack  could  not  digest 
milk.  At  last,  I  fetched 
her  a  tin  of  Neave's  Food. 
Ab  the  end  of  a  month. 
Jack  was  rapidly  gaining 
flesh  and  was  bright  and 
happy.  He  is  a  lovely  boy 
now  and  she  declares 
Neave's  Food  saved  his 
life."  And  it  did. 

Dr.-,  L.R.C.P..  L.R.C.8. 
Ed.,  L.F.P.S.  Glas.,  etc., 
(Leeds),  writes:—  "Your 
Neave's  Food  is  suiting 
our  youngster  admirably, 
for  which  we  are  very 
thankful.  .She  was  not  do- 
ing well  on  cow's  milk 
and  water  alone."  Sept. 
loth.  19  IS. 


Patriotic  Post  Cards,  Games 
and  Children's  Books 

ARE   THE    IDEAL   TRADE  STIMULANTS    FOR    EVERY    DEALER    TO-DAY 

Ours  are  BRITISH  MAKE  and  the  Best  that   can  be  had 
Post  Card  Series   '^^^^^"^^  f^^ ^^:^ 

and  Admirals,'"  and  many  more  appropriate  designs. 

Oamf^^     "Catch  the  Kaiser,"  "On  to  Berlin,"  "Who   Killed  the 
VJOliiCO        Kaiser,"   "Allied  Soldiers,"  etc. 

Scent  Childrens' Books     ^^^ *^^^55 ''-^ ; ^",'; 

^^^^^___^^^^__^_^^^_^___^^^^^        Army,       "  British  Navy, 
"The  Life  Guards,"  etc.,  etc. 


Large  wiectian  of  Valentine  Day,  St.  Patrick 
and    Easter    Cards    now    ready    for    delivery 


Comies,  Studies  and  Local 
View  Post  Cards  as  before 


The  Valentine  &  Sons  United  Publishing  Co.,  Limited 


444  St-  Paul  St.,  MONTREAL 


Also  al  Toronto,  Winnipeg,  and  Vancourer 


MOTORING 

MOTOR    TRADE,    OF    CANADA 

The   Pioneer   Paper  in  the 
Automobile  Field  in  Canada 


Q  A  monthly  magazine  oj 
real  Inlereat  and  value  to 
eoeiy  motortsi  In  Canada. 


^  We  have  made  this  journal  the  most  practical  automobile 
paper  in  Canada.  It  is  an  authority  on  the  subjects  of  vital 
interest  to  all  motor  car  owners  and  users. 

^  The  big^  editorial  features  each  month  are  striking^  and 
timely  and  the  claim  is  easily  substantiated  that  it  is  more 
virile  now  than  at  any  period  of  its  longf  record  of  progress 
and  achievement. 

4  If  you  have  a  pleasure  or  a  delivery  car  you  should  be  a 
subscriber  to  this  paper. 


The  Commercial  Press,  Limited 

32  Colbome  Street,  Toronto 
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HINTS   TO   BUYERS 


THERMOGENE 

Thermogene,  a  curative  wadding,  the  best  known  arti- 
cle of  its  Itind  in  Europe,  is  going  to  be  marketed  in 
Canada  by  Harold  F.  Ritchie  &  Co.,  Ltd.  Thermogene 
is  very  popular  at  the  front.  Three  million  packages 
have  already  been  supplied  to  the  allied  armies,  and 
another  order  for  a  million  has  been  received  from  the 
Red  Cross. 

Thermogene  should  be  a  good  business  getter  for  all 
druggists.  Particularly  useful  in  the  Canadian  climate. 
Thermogene  is  done  up  in  a  most  attractive  package. 
This,  with  its  peculiar  way  of  repeating,  should  make 
it  a  line  for  druggists  not  only  to  stock,  but  to  display 
in  most  prominent  positions  in  their  stores. 


WOODWARD'S  GRIPE  WATER 

The  sale  of  Woodward's  Gripe  Water  showed  an  in- 
crease in  Canada  in  1914  of  75  per  cent.  This,  we  think, 
speaks  for  itself,  and  no  doubt  druggists  will  be  buying 
it  in  larger  quantities.  Woodward's  Gripe  Water,  in 
England,  is  considered  a  necessity  in  the  home.  Then, 
why  should  not  our  Canadian  druggists  have  it  the 
same  way  in  Canada,  as  there  is  good  money  in  it. 

Nice  advertising  will  be  supplied  by  the  agents  of 
Woodward's  Gripe  Water,  Harold  F.  Ritchie  &  Co., 
Ltd.,  of  Toronto.  A  very  liberal  advertising  campaign 
will  be  started  at  once  by  W.  Woodward,  Ltd.,  of  Nxit- 
tinghara,  England,  manufacturers  of  Woodward's 
Gripe  Water.  Correspondence  may  be  forwarded  to 
Messrs.  W.  Woodward,  Ltd.,  or  to  Harold  F.  Ritchie 
&  Co.,  Ltd. 

WRIGHT'S  COAL  TAR  SOAP 

Messrs.  Wright,  Layman  &  Umney,  Ltd.,  have  in- 
structed their  agents  to  place  a  large  advertising  cam- 
paign for  their  coal  tar  products.  Harold  F.  Ritchie 
&  Co.,  Ltd.,  wish  to  point  out  that  many  druggists  do 
not  discriminate  between  coal  tar  soap  and  pine  tar 
soap. 

Wright's  Coal  Tar  Soap  is  not  a  25c.  cake.  When  a 
druggist  charges  a  customer  25c.  he  is  driving  his  busi- 
ness to  the  progressive  man.  Why  not  take  a  reason- 
able profit  and  get  a  500  p.e.  incre.ase? 

Wright's  Coal  Tar  Soap  is  a  business  builder.  Sell 
it  to  a  customer  once,  and  you  are  not  only  giving  him 
value,  but  you  are  bringing  him  back  to  your  store, 
which  will  mean  that  he  will  buy  other  articles.  Why 
not  use  Wright's  Coal  Tar  Soap  as  a  leader?  Watch 
for  the  advertising  for  Wright's  Coal  Tar  Soap.  It  will 
be  among  the  best  on  display  in  1915. 


RENNIE'S  SEEDS 

It  is  now  time  for  the  dealer  to  make  arrangemenis 
for  his  spring  supply  of  seeds.  It  is  well  to  get  them 
on  display  early,  so  as  to  drive  home  to  customers 
where  thej'  can  secure  their  requirements  when  needed. 
Wra.  Renuie  Co.,  Ltd.,  of  Toronto,  have  an  attractive 
proposition  for  druggists,  supplying  them  with  a  com- 
pact and  attractive  counter  display  ease  containing  a 
good  assortment.  The  dealer  sells  as  many  as  possible, 
on  commission,  and  returns  the  balance  at  the  end  of 
the  season. 


WAR  POSTCARDS  SHOWN  BY  SUTCLIPPE  CO.     \ 

The  war  postcards  being  shown  by  the  Sutcliffe  Co., 
of  Toronto,  are  something  new  that  should  appeal 
strongly  to  customers  at  just  this  time.  These  are  the 
first  war  postcards,  as  far  as  we  know,  being  oflFered 
for  sale  in  Canada,  and  are  very  interesting.  They 
are  taken  from  actual  photographs,  depicting  in  a  re- 
markable manner  life  at  the  front.  There  are  46  dif- 
ferent cards  in  all,  showing  all  the  allied  troops,  scenes 
in  the  trenches,  and  in  camp.  Samples  will  be  sent  to 
any  dealer  by  the  Sutcliffe  Co.,  77  York  St.,  Toronto. 


BIG  ADVERTISING  CAMPAIGN  FOR  1915 

The  Veno  Drug  Company,  of  Manchester,  England, 
who  are  'going  to  market  Cassell's  Tablets  in  Canada 
through  Harold  F.  Ritchie  &  Co.,  Ltd.,  of  Toronto,  will 
spend  between  $60,000  and  $75,000  advertising  their 
line  in  1915.  Cassell's  tablets  are  extensively  sold 
through  the  drug  trade  in  Great  Britain. 


NEWS  NOTES  OF  INTEREST  TO  DRUGGISTS 

W.  C.  Sweet,  druggist,  of  Ceylon,  Sask,  has  been  suc- 
ceeded by  Sweet  &  Brown. 

The  Canadian  Series  Co.,  Ltd.,  has  been  incorporated 
with  a  capital  stock  of  $100,000.  The  company,  which 
has  been  engaged  in  manufacturing  Christmas  and  sim- 
ilar cards,  will  take  up  the  manufacture  of  toys  of 
various  kinds,  as  well  as  allied  lines. 

A  meeting  of  the  executive  of  the  Saskatchewan 
Retailers'  Association  was  held  in  Regina  recently, 
those  present,  in  addition  to  Regina  representatives, 
being:  G.  A.  Maybee,  of  Moose  Jaw;  W.  W.  Cooper,  of 
Swift  Current ;  J.  W.  McLennan,  Kamsack,  and  J.  L.  S. 
Hutchinson  and  F.  E.  Raymond,  of  Saskatoon. 


ONTARIO  COMMERCIAL  TRAVELERS 

London,  Out. — H.  H.  Rennie,  of  this  city,  was  elected 
president  of  the  Ontario  Commercial  Travelers'  Asso- 
ciation at  that  body's  thirty-eighth  annual  meeting 
in  this  city.  The  new  vice-presidents  are  C.  W.  Mc- 
Guire,  of  London;  J.  H.  Grant,  London,  and  John  Len- 
nox, of  Hamilton.  J.  H.  Iliscocks,  of  tliis  city,  was  re- 
elected secretary. 

It  was  decided  to  carry  on  the  association's  books  all 
members  who  have  gone  or  may  go  to  the  war,  and 
to  extend  full  mortuary  benefits  to  the  dependents  of 
any  who  may  fall. 

OFFICERS  OF  DOMINION  ASSOCIATION 

At  the  annual  meeting  of  the  Dominion  Commercial 
Travelers'  Association,  at  Montreal,  John  E.  Wright, 
of  Quebec,  was  elected  president;  W.  J.  Irving,  1st 
vice-president;  M.  H.  Hackett,  2ud  vice-president;  Max 
Murdock,  treasurer.  The  board  of  directors  for  the 
year  will  be  composed  of  A.  A.  Markus  (re-elected), 
L.  L.  Benard,  W.  Drysdale,  R.  Bisallion,  W.  G.  Leddy, 
George  A.  Mann,  James  Armstrong,  J.  P.  Harrison,  J. 
Felix  Bernier,  J.  T.  Smith,  and  A.  Qlackmeyer. 


NORTHWEST  C.  T.  A.  ELECT  OFFICERS 

The  annual  meeting  of  the  Northwest  Commercial 
Travelers'  Association  was  held  at  Winnipeg,  and  the 
following  officers  elected:  President,  Charles  Ilorden; 
vice-presidents,  J.  M.  Scott,  S.  C.  Burton,  representing 
Saskatchewan;  G.  S.  Kellaway,  Alberta;  R.  W.  Clark, 
British  Columbia;  treasurer,  L.  C.  Melntyre;  secretary, 
Fred  J.  C.  Cox. 
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QUICK  SALES- 
SATISFIED  CUSTOMERS 

See  to  your  Stock  NOW 
Good  profits  to  Retailers 

The  Oldest  and  Most  Effective  Remedy 


Of  an  ChemiKit. 


Xstabllabsd  OTar  100  r«ar» 


The  centre  block  advertisement  is  appearing  in 
many  Canadian  Papers.  Our  agents,  Messrs. 
Patke  &  Parke,  Hamilton,  Ont.,  will  be  pleased 
to  supply  you,  and  send  fullest  particulars. 


The  Approved  Remedy 
for  over  50  Years 

"WOODWARD'S     GRIPE      WATER" 
has  been  before  the  public  now  for  more  than 
half  a  century,  and  persons,  now  themselves 
parents,  who  were  brought  up  as  babies  by 
aid  of 

WOODWARD'S 
GRIPE  WATER 

use  it  in  turn  with  their  own  children.  It  con- 
tains no  opiate,  narcotic  or  harmful  drugs  and 
can  be  used  with  complete  confidence. 

For  the  disorder*  of  young  children — 

Convulsion*,  GripeM,  Acidity,  Flatulency,  Whooping 

Cough,  and  complaint*  incidental  to  TEETHING 

Prepared  by  W.  WOODWARD,  Limited 
No'.tingham,  England.  All  wholesale 
Houses  in  Canada  stock  WOODWARD'S 

Agent*  for  Canada  : 

HAROLD  F.  RITCHIE  &  CO.,  LIMITED 

10-I2-14  McCaul  St.,  TORONTO 
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XL 
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'  STANDARD 
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PACKAGES 
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Let  us  place 
this  Case  of 

Fresh 
Seeds 

on  your 
Counter 

mmmM&m, 
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""'a.     1"   ^^^ 


CEJ-L  as  many  as  possible  and  the  remainder  may  be  returned  at  the  end  of  the 
season  at  our  expense.  Our  compact  and  attractive  counter  display  case  con- 
tains the  assortments  as  above,  and  you  will  add  many  dollars  to  your  profits  if 
you  let  us  send  you  one  or  more,  as  your  trade  requires,  on  commission,  all 
charges  paid  by  us. 

Wm.  Rennie  Co.,  Limited    ::    Toronto 


UCK^ 

PATRIOTIC  POSTCARDS 


OVER 


TRAM  MAflK 


600  DESIGNS 

IN  COLOR  AND  SEPIA 

WARSHIPS 

GENERALS,  ADMIRALS 
NOTABILITIES 


USED  BY  ROYALTY.    ^J^j^y     TYPES 

SEND  FOR  DESCRIPTIVE  USTS 

RAPHAELTUCK&50N5C0.LimTED 

9  S-^ANTOINE  STREET 
MONTREAL 


^•y  »r«  tK«  MOST 
MrCLCOMC,  ARTISTIC 
».t\d     UP-TO-DATl. 
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NuMUER  Three 


Get  Behind  the  Elsewhere  in  this  issue  will  be 

"Buy-a-Bandage"  found  an  article  on  how  the  drug- 
Campaign,  gist  can  stimulate  sales  of  ban- 
dages, gauze  and  associated  lines, 
and  at  the  same  time  help  a  worthy  cause,  by  inaugurat- 
ing a  "buy-a-bandage"  campaign. 

W.  H.  Campbell,  of  the  Tamblyn  store,  at  443  Yonge 
St.,  Toronto,  tried  out  the  plan  with  good  results.  He 
found  that  it  not  only  brought  appreciable  business  in 
the  lines  mentioned,  but  also  brought  indirect  results 
as  well  as  doing  general  publicity  work  for  the  store. 

The  idea  should  appeal  to  the  dealer  from  a  business 
standpoint,  but  probably  even  more  so  from  a  humane 
standpoint.  There  is  great  need  for  bandages  and  other 
.surgical  supplies  in  Northern  France,  and  this  plan 
points  the  way  to  the  public  as  to  how  they  may  at  small 
cost  do  their  little  towards  alleviating  the  suffering  of 
the  wounded  soldiers  at  the  front. 

The  idea  is  more  fully  set  forth  in  an  article  elsewhere 
in  this  issue,  which  should  be  read  and  acted  upon  by 
druggists.  We  will  be  pleased  to  hear  from  any  dealers 
who  take  up  the  "buy-a-bandage"  campaign,  as  to  the 
success  met  with  and  ways  and  means  by  which  it  was 
promoted. 

You  have  a  double  reason  for  getting  behind  the 
"buy-a-bandage"  campaign.    Start  in  to-day. 


Increase  the  Sale 
of  Regular  Lines, 


Just  now,  when  moat  dealers  are 
taking  up  many  new  sidelines,  it 
probably  will  not  come  amiss  to 
impress  on  dealers  that  in  their  bid  for  business  in  the 
various  sidelines  they  should  not  neglect  regular  goods 
that  pay  a  profit.  The  writer  knows  of  at  l6ast  a  few 
merchants  who  appear  to  be  inclined  in  this  direction. 
They  are  not  getting  the  business  in  some  of  their  reg- 
ular departments  that  might  be  secured. 

It  is  true  that  business  can  frequently  be  iiicreasejjjn 
new  and  special  lines  with  greater  ease  than. in  more 
staple  goods,  where  demand  is  more  a  set  quantity. 
Even  in  the  most  staple  of  goods,  however,  sales  can  be 
increased  by  the  proper  amount  and  kind  of  effort. 


Aggressive  dealers  are  proving  this  to  be  true  every 
day  in  the  week.-  , 

The  opportunities  in  the  staple  lines  should  not,  there- 
fore, be  neglected.  Having  to  carry  a  stock  and  bear 
the  contingent  expenses,  it  behooves  the  dealer  to  get 
the  best  possible  results.  Pushing  the  staples  not  only 
means  more  direct  profit,  but,  being  lines  that  people 
must  buy,  it  brings  more  customers  to  the  store,  pre- 
senting further  opportunities  for  business.  Therefore, 
the  promotion  of  their  sale  has  a  double  value. 


Take  Full  Advan- 
tage of  Location. 


The  question  of  location  was  one 
that  was  given  a  good  deal  of 
consideration  by  F.  C.  "Weber  in 
erecting  his  new  store  in  Peterborough,  Ont.,  and  it 
must  be  acknowledged  that  his  choice  was  a  good  one. 
His  new  establishment  is  located  on  one  of  the  main 
streets,  where  there  is  a  flow  of  traffic  from  the  central 
business  to  one  of  residential  sections.  In  addition  to 
this,  his  store  is  in  front  of  a  curling  rink  and  adjoin- 
ing a  picture  theatre,  and  these  are  admitted  factors  of 
advantage  in  securing  trade. 

This  is  particularly  so  when  such  advantages  are 
cashed  in  on,  in  the  manner  in  which  Mr.  "Weber  is  mak- 
ing use  of  them.  He  is  makicg  a  feature  of  hot  drinks 
and  sandwiches  at  his  fountain  during  the  winter  in 
order  to  catch  the  trade  of  those  who  patronize  the  curl- 
ing rink  and  the  picture  show. 

He  also .  runs  three  or  four  slides  at  each  perform- 
ance at  the  theatre  suggesting  a  visit  to  the  store's  palm 
room,  the  purchase  of  candy  by  p-atrons  before  they  go 
home  from  the  show,  and  other  lines  of  goods  shown  in 
the  window.  Such  publicity  is  productive  of  good  re- 
sults, particularly  as  h^s  store  is  so  close  at  hand. 

Good  location  is  important,  bijt,  making  .  use  of  a 
favorable  location' is  also  of  much  importance.  Loca- 
tion is  no  guarantee  of  s^ccei^i^,  but  ijiust  be  backed  by 
liyemerchaii'diis^ng' methods.  See  to  it  that  you  take 
full  advantage  of  every  opportunity  which  the  location 
of  your  store  gives,  remembering  that  the  store  in  the 
residential  district  has  its  advantages  in  this  connec- 
tion just  as  well  as  that  on  the  main  business  street. 
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Oarefnl  Checking  A  retail  firm  in  Medicine  Hat, 
Pays  Clerks  Sals^.  Alberta,  stated  to  the  writer  not 
long  ago  that  they  make  prac- 
tically the  wages  of  a  man  by  carrying  out  a  policy 
of  carefully  checking  in  the  various  departments  of 
their  business.  Invoices  that  come  in  arc  compared 
with  orders  to  see  that  prices  charged  are  as  agreed 
upon,  while  additions  and  extensions  are  examined 
as  to  correctness.  Statements  and  other  bills  are  ex- 
amined as  to  the  same  particulars.  Shipments  and  de- 
liveries arc  checked  off  to  ascertain  if  counts  are  right, 
while  tab  is  also  kept  on  freight  and  express  charges. 
The  amount  that  they  save  in  this  way  demonstrates 
the  value  of  the  practice.  It  is  something  that  many 
dealers  do  not  give  sufficient  attention  to,  and  as  a 
result  leaks  occur  from  time  to  time  that  make  a 
serious  cut  in  profits  that  could  easily  be  avoided  by  a 
competent  system  of  checking.  It  is  necessary  for 
the  safeguarding  of  profits  that  the  dealer  be  certain 
that  he  is  not  paying  more  than  he  should,  or  paying 
for  goods  that  he  does  not  receive.  Even  though  no 
mistakes  are  found,  the  very  assurance  that  no  such 
leaks  exist,  is  of  value  to  the  dealer. 


Map  Out  the 
Year's  Schedule. 


•    *     •    • 


Like  the  engineer  on  a  long  run, 

the  business  man  should  have  a 

certain  schedule  by  which  to  run 

his  business  train.    This  should  be  mapped  out  at  the 

beginning  of  the  year. 

Every  sound  business  should  show  some  increase 
from  year  to  year.  Knowing  the  amount  of  his  sales 
during  1914,  the  dealer  should  set  his  ideal  for  1915 
somewhat  higher.  It  is  not  well  to  set  a  figure  that 
there  is  little  hope  of  attaining,  but  it  should  at  least 
be  high  enough  to  keep  the  dealer  "going"  in  order  to 
reach  it. 

Having  set  a  schedule,  the  dealer  should  keep  timing 
hitaself  as  he  goes  along,  to  see  that  he  is  keeping  on 
time. 

•    *    •    • 

Neatness  in  Base-  The  merchant  should  have 
ment  and  Storeroom,  enough  pride  in  his  business  to 
see  that  everything  is  neatly  ar- 
ranged in  the  storerooms  and  basement,  as  well  as  in 
the  main  part  of  the  store.  Having  a  place  for  every- 
thing and  everything  in  its  place  materially  facilitates 
the  work  of  bringing  forward  new  stock.  When  a 
clerk  goes  to  the  basement  for  an  article,  he  should 
know  exactly  where  to  look  for  it,  and  be  able  to  get 
it  with  the  least  delay. 

It  is  not  to  be  wondered  at  that  some  dealers  order 
goods  when  they  already  have  a  stock  on  hand,  as 
their  storeroom  or  basement  is  in  a  jumble  with  boxes 
opened  and  a  few  articles  taken  out,  and  the  rest  left 
just  where  the  drayman  put  them. 

It  is  a  good  policy  to  make  it  the  duty  of  one  of 
the  clerks  to  check  incoming  freight  and  see  that  it  is 
put  away  in  its  proper  place.  He  should  also  be  in- 
structed to  spend  some  of  his  time  re-arranging  goods 
that  are  bound  to  get  out  of  place  in  the  general  work 
of  the  store.  He  should  be  made  responsible  for  the 
appearance  of  the  storeroom. 


On  Guard 


Merchant  (to  new  bey) — Has  the  bookkeeper  told 
you  what  to  do  in  the  afternoon  t 

Youth — Yes  sir.  I  'va  to  wake  him  up  when  I  see  you 
coming. 


SHORT  NOTES  FROM  THE  EDITOR'S  PEN 

Push  Made-in-Canada  goods. 

•  •     « 

Plan  something  special  in  display  for  St.  Patrick's 

Day. 

•  •    • 

Ten  minutes  of  investigation  may  save  ten  months 

of  dunning. 

•  •     • 

There  is  still  big  business  in  cough  and  cold  cures. 
Go  after  this  business  strong. 

•  •     • 

War  always  makes  people  value  peace.  Even  the 
price-cutting  war  does  that. 

•  •     • 

You  have  a  double  reason  for  giving  your  support 
to  the  "buy-a-bandage"  campaign. 

•  •     • 

The  man  who  is  going  to  make  his  store  absolutely 
necessary  to  the  public  is  going  to  do  it  by  service,  not 

by  price. 

•  •     • 

The  man  who  is  against  everything  new,  just  because 
it  is  new,  usually  is  found  somewhere  in  the  rear  taking 

the  other  fellow's  dust. 

•  •    • 

Friendship  in  business  is  a  fine  thing,  but  the  man 
who  has  no  other  claim  on  people  for  their  trade  than 
that  of  friendship  is  in  a  precarious  position. 

•  •     • 

Courtesy  should  know  no  favorites.  Unless  you  can 
treat  all  customers  with  courtesy  you  cannot  hope  to 
achieve  great  success  behind  the  counter. 

•  •     • 

It  has  been  said  that  good  mixers  are  generally  broke, 
but  how  about  the  New  York  chemist  who  died  recently 

and  left  five  millions? 

•  •     • 

One  stroke  of  a  hammer  upon  the  iron  does  not  weld 
the  part,  but  when  followed  by  repeated  strokes  unites 
the  severed  ends  and  completes  the  whole.  It  is  much 
the  same  with  advertising. 

•  *     • 

Many  complimentary  references  have  been  made  to 
the  special  system  articles  appearing  in  our  last  issue. 
Have  you  made  full  use  of  them?  Now  is  a  good  time 
to  introduce  any  system  plans  you  have  decided  to  in- 
corporate in  your  business. 

•  •     • 

Advertising  is  a  good  hook  to  fish  for  business  with; 
but  fishing  for  trade  is  useless  with  a  bare  hook.  The 
reason  that  a  good  many  ads.  don't  attract  trade  is 
that  they  are  not  properly  prepared.  Bait  your  hook  in 
a  way  that  will  appeal.. 

•  •     • 

Do  you  fully  realize  that  advance  on  cost  does  not 
mean  the  same  percentage  on  sales?  There  is  a  vast 
difference.  For  instance,  25  per  cent,  on  cost  only 
means  20  per  cent,  on  sales — and  the  latter  is  what 
you  figure  yoxir  expenses  on.  In  our  last  issue  we 
gave  a  short  method  table  showing  how  to  proportion 
profit  on  selling  price  to  cost.  You  should  keep  that 
table  in  a  convenient  place.  It  is  valuable  in  setting 
the  selling  price  of  goods. 

•  •     • 

Druggists  should  remember  that  applications  for 
registration  certificates  for  patent  or  proprietary  medi- 
cines must  be  made  to  the  Inland  Revenue  Department 
before  April  1.  The  list  should  be  made  out  carefully. 
So  as  to  avoid  any  trouble. 
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News  and  Comment  of  Interest  to  Druggists 


By  THE  SCRIBE 


Owner  of  Pharmacy  Must  be  Qualified  Pharmacist 

An  interesting  legal  decision,  sustaining  the  conten- 
tion of  the  Quebec  Pharmaceutical  Association  that  an 
owner  .of  a  pharmacy  must  be  a  duly  qualified  pharma- 
cist, was  given  by  the  Court  of  Review  in  an  appeal 
against  a  decision  of  a  lower  court  imposing  a  fine  on 
one  Bergeron  for  illegally  conducting  a  drug  store. 

In  this  particular  case,  Alfred  Monat,  a  licensed 
chemist,  owned  the  dnag  store  and  sold  out  to  Xiste 
Bourque,  another  licensed  chemist.  Bourque,  however, 
in  this  deal,  had  only  loaned  his  name  to  defendant, 
who  was  the  real  purchaser,  a  notarial  agreement  to 
this  effect  having  been  drawn  up  between  Bourque  and 
Bergeron.  Bourque  was  registered  as  proprietor. 
Bourque  sold  out  to  one  Laplante,  who  sold  back  to 
Bourque,  who  then  sold  to  Salvas,  but  in  all  the  trans- 
actions and  changes  of  ownership  Bergeron  remained 
the  true  proprietor. 

Mr.  Justice  Greenshields  held  that  in  all  the  trans- 
actions there  had  been  manifest  a  clear  attempt  to 
evade  the  pharmacy  law.  There  had  been  a  violation 
of  the  law,  which  consisted  in  the  defendant  being  the 
proprietor  and  holding  out  to  the  public  the  name  of 
a  licentiate  of  pharmacy  as  being  the  proprietor:  this 
holding  out  consisted  in  allowing  Bourque,  Laplante 
and  Salvas  to  register  as  carrying  on  the  business,  and 
in  allowing  the  names  of  these  gentlemen  to  appear  on 
the  door  of  the  store  as  being  the  proprietors. 

X^  The  Metric  System 

The  use  of  the  metric  system  in  the  new  British  Phar- 
macopoeia, which  became  official  in  pharmacy  through- 
out the  British  Empire  on  Jan.  1,  is  a  big  move  on  the 
part  of  the  General  Medical  Council  to  bring  the  metric 
system  into  general  use,  and  it  would  not  be  surprising 
if  it  is  made  compulsory  in  general  .trade  before  many 
years  have  passed. 

In  view  of  this,  it  is  no  doubt  well  that  pharmacists 
should  adjust  themselves  as  quickly  as  possible  to  the 
metric  system  by  providing  themselves  with  rtie  neces- 
sary weights  and  measures.  Objections  have  been 
voiced  to  the  metric  system,  but  still  the  fact  remains 
that  it  is  fast  becoming  universal,  and  the  sooner  med- 
ical men  and  pharmacists  come  into  line  the  better  for 
all  concerned. 

Trend  of  Patent  Medicine  Regulations  in  Great  Britain 

Proposed  amendments  to  the  Dominion  Proprietary 
or  Patent  Medicine  Act  are  now  being  considered,  and 
in  some  quarters  fears  are  expressed  that  the  changes 
may  be  of  quite  a  drastic  nature.  It  is  said  that  the 
patent  medicine  branch  will  be  placed  under  a  separate 
department  and  stricter  examinations  and  rules  sur- 
round the  registration  of  patent  medicines. 

In  this  connection  it  is  interesting  to  note  the  trend 
of  patent  medicine  regulations  in  Great  Britain.  A 
committee  of  the  House  of  Commons  on  patent  medi- 
cines brought  in  a  report  last  August,  in  which  the 
recommendations  included  a  drastic  revision  and  co- 
ordination of  the  whole  subject  of  "patent"  medicine 
law,  with  the  establishment  of  a  special  department  of 
state,  having  among  its  functions  the  registration  of 
€very  dealer  in  "patents,"  and  the  ingredients  of  every 


remedy,  as  well  as  the  control  of  advertisements  in 
connection.  The  department  would  be  empowered  to 
require  the  stating  of  the  name  and  proportion  of  any 
"poisonous  or  potent"  constituent  of  any  medicine  on 
the  label.  The  General  Medical  Council  of  Great  Bri- 
tain, at  its  autumn  session,  approved  the  report,  and 
it  is  assumed  that  eventually  the  main  suggestions  of 
the  committee  will  be  embodied  in  a  Government 
measure. 

Stricter  Law  in    U.  S.  Regarding  Narcotics 

According  to  the  Harrison  Anti-Narcotic  Law,  which 
becomes  effective  in  the  United  States  on  March  1,  all 
persons  dispensing  or  selling  opium  or  coca  leaves  or 
any  preparation  or  derivative  thereof  must  register 
with  the  Internal  Revenue  Department  and  pay  a  spe- 
cial tax  of  $1  per  annum.  Bach  druggist  must  prepare 
and  keep  on  file  an  inventory  of  all  such  drugs.  After  a 
druggist  has  registered  he  must  buy  "order  forms" 
issued  in  books.  These  order  forms  are  in  duplicate, 
and  must  be  kept  in  their  numerical  order  for  a  period 
of  two  years,  and  be  accessible  to  inspecting  officers. 

A  record  is  also  required  to  be  kept  of  all  such  drugs 
dispensed  or  distributed,  with  name  of  person  sold  to, 
and  kind  and  quantity.  The  dispensing  of  these  drugs, 
except  on  physicians'  original  prescriptions,  or  on 
original  orders  issued  to  persons  who  are  duly  regis- 
tered, will  be  in  violation  of  the  law. 

The  Act  does  not  apply  to  the  sale  of  remedies  which 
do  not  contain  more  than  2  grains  or  opium  or  more 
than  one-quarter  of  a  grain  of  morphine,  or  more  than 
one-eighth  of  a  grain  of  heroin,  or  more  than  one  grain 
of  codeine,  or  any  salt  or  derivative  of  them,  in  one 
fluid  ounce;  if  in  a  solid  or  semi-solid  preparation  one 
avoirdupois  ounce ;  or  to  liniments,  ointments  or  other 
preparations  which  are  prepared  for  external  use  only ; 
except  liniments,  ointments  and  other  preparations 
which  contain  codeine  or  any  of  its  salts,  or  alpha,  or 
or  beta-eucaine,  or  any  of  their  salts  or  any  synthetic 
substitute  for  them,  provided  such  remedies  are  sold 
as  medicines,  and  not  for  the  purpose  of  evading  the 
intention  of  the  law. 

Rumors  That  Big  Chain  Drug  Stores  Will  Invade       X 
Canada  / 

There  have  been  rumors  current  for  some  time  that 
the  chain  drug  store  movement,  which  has  reached 
such  dimensions  in  the  United  States,  will  shortly  in- 
vade the  Canadian  field.  One  report  has  it  that  Toronto 
will  be  the  headquarters,  a  dozen  or  more  stores  to  be 
opened  in  that  city  as  the  initial  link  in  a  chain  to 
gradually  cover  Canada. 

There  have,  of  course,  been  similar  rumors  before, 
but  it  is  said  that  there  is  some  foundation  for  the  pre- 
sent report.  Big  interests  have  apparently  been  in- 
vestigating the  field. 

In  view  of  this  fact,  it  behooves  the  druggists  to  give 
some  thought  and  study  as  to  what  the  invasion  of  the 
Canadian  field  by  the  big  chain  interests  will  mean. 
The  individual  dealer  should  take  steps  so  that  he  will 
be  well  fortified  against  the  advance  of  the  big  chain 
storey.  He  should  see  that  he  is  thoroughly  entrenched 
in  the  drug  trade  of  his  community. 
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Retail  Druggists  are  Hard  Hit  by  New  War  Taxes 

The  stamp  tax  on  patent  medicines  will  prove  extremely  detrimental  to  drug- 
gists— Difficult  to  pass  on  to  public — Trade  will  protest  to  Finance  Minister 


THE  retail  druggists  of  Canada  have  been  particu- 
larly hard  hit  by  the  new  war  taxes  of  the  Gov- 
ernment. They  were  prepared  to  bear  their  full 
share  of  an  equally  distributed  war  tax,  but  little  did 
they  believe  that  in  addition  to  the  general  tariff  in- 
crease and  the  special  taxes  placed  on  all  merchants  in 
the  shape  of  a  tax  on  cheques,  bills  of  lading,  express 
orders,  letters,  etc.,  that  a  specific  tax  and  burden 
would  be  placed  on  the  drug  trade,  as  has  been  done  by 
the  imposition  of  a  stamp  tax  on  patent  medicines  and 
perfumes. 

Tax  on  Poor  Man's  Medicine. 

Aside  from  the  fact  that  it  will  prove  very  detriment- 
al to  the  drug  trade,  the  principle  of  taxing  the  poor 
man's  medicine  is  a  bad  one.  The  aim  in  levying  the 
war  taxes  was  supposed  to  be  to  place  it  on  the  man 
who  is  most  able  to  pay  it.  In  taxing  patent  medicines, 
the  Minister  has  acted  exactly  contrary  to  this  accepted 
aim.  It  is  the  poor  man  who  is  not  able  to  pay  for  the 
services  of  a  high-priced  doctor  who  has  to  depend  on 
patent  medicines  to  a  large  extent  to  cure  his  ills,  and 
to  make  him  pay  a  war  tax  on  these- — and  he  pays  it  at 
a  time  when  he  or  his  family  is  sick  and  can  least  afford 
it — is  certainly  placing  the  burden  on  those  who  are 
least  able  to  pay  it. 

Was  it  Engineered  by  Medical  Men? 

It  will  be  noted  that  there  has  been  placed  a  tax  on 
patent  medicines— the  poor  man's  medicine — but  none 
on  the  prescriptions  of  doctors  to  those  who  are  more 
able  to  pay — because  the  man  who  can  afford  to  go  to 
a  doctor  is  better  able  to  pay  a  special  tax  than  the 
average  individual  who  buys  patent  medicines. 

This  absence  of  any  stamp  tax  on  prescriptions  issued 
by  doctors  gives  more  color  to  the  contention  that  the 
tax  on  patent  medicines  is  the  work  of  the  physicians 
in  Parliament,  as  it  is  well  known  to  the  drug  trade  that 
medical  men  have  been  carrying  on  a  war  against  pat- 
ent medicines  for  some  time.  Whether  engineered  or 
not  by  the  medical  men,  the  present  tax  will  prove  none 
the  less  beneficial  to  the  doctors  in  their  campaign 
against  patents. 

Retail  Druggists  Will  Have  to  Bear  Brunt. 

There  is  no  denying  that  the  druggists  will  have  to 
bear  the  brunt  of  the  tax.  A  tax  of  this  nature  is  diffi- 
cult— exceedingly  difficult — to  pass  along  to  the  con- 
sumer, where  it  rightly  belongs.  When  you  begin  to 
charge  11  cents  for  a  regular  10  cent  article,  28  cents 
for  a  25  cent  one,  or  55  cents  for  a  50  cent  article,  you 
immediately  run  up  against  a  big  protest  ffom  the  con- 
suming public.  Then  again,  some  druggists  will  no 
doubt  try  to  continue  to  sell  at  the  usual  prices  as  an  ad- 
vertisement for  their  store,  making  it  more  difficult 
than  ever  for  the  rest  of  the  druggists  to  collect  the 
stamp  tax. 

Manufacturers  Say  They  Can't  Absorb  Tax. 

Manufacturers  state  that  they  could  not  afford  to 
bear  the  stamp  tax  on  their  products,  as  the  profits  are 
already  small,  apd  the  general  tariff  increase  will  cut 


it  still  more.  One  manufacturer  stated  that  he  would 
rather  close  up  his  plant  than  attempt  to  take  care  of 
the  tax.  Some  of  the  manufacturers  may  attempt  to 
absorb  some  of  it  in  order  to  lessen  the  burden  on  the 
retailer. 

In  the  United  States,  a  stamp  tax  of  Vs-cent  on  5 
cents,  ranging  up  to  %-cent  on  25  cents,  was  placed  on 
cosmetics,  perfumes  and  toilet  articles,  and  was  borne 
in  most  cases  by  the  manufacturer. 

Protest  Will  be  Made  to  Government. 

Protests  against  the  stamp  tax  on  patent  medicines 
are  to  be  made  to  the  Finance  Minister,  in  hopes  that  he 
may  reconsider  this  unfair  tax  which  he  has  no  doubt 
unthinkingly  placed  on  the  drug  trade. 

As  soon  as  the  announcement  was  made  the  Cana- 
dian Pharmaceutical  Association  became  active  in  the 
matter,  a  letter  being  sent  out  to  the  members  by  the 
secretary,  with  the  idea  of  formulating  some  plan  for 
handling  the  matter. 

The  patent  medicine  manufacturers  have  also  been 
■  taking  up  the  subject.    A  meeting  was  held  in  Montreal 
on  February  16  to  discuss  the  advisability  of  taking  the 
matter  up  with  the  Government. 

Lend  Tour  Assistance. 

No  doubt,  if  the  Finance  Minister  signifies  his  will- 
ingness to  hear  the  complaints  of  the  drug  trade,  a 
good  strong  deputation  representing  all  the  branches  of 
the  trade  will  go  to  Ottawa  for  the  purpose  of  putting 
the  unfairness  of  this  special  tax  before  him.  Individ- 
ual dealers  should  give  their  best  assistance  by  getting 
in  touch  with  their  members  and  having  them  demon- 
strate the  unfairness  of  the  present  tax  to  members  of 
the  cabinet. 

If  Not  Removed  Tax  Must  be  Passed  on  to  the  Public. 

If  the  Government  cannot  be  prevailed  upon  to  re- 
move the  tas  on  patent  medicines,  the  only  thing  the 
retail  druggist  can  do  is  to  pass  it  on  to  the  consuming 
public,  where  it  rightly  belongs. 

One  thing  at  least  is  certain,  and  that  is,  that  the  re- 
tail druggist  cannot  afford  to  paj'  the  tax.  His  profits 
are  altogether  too  small  to  allow  of  that. 

Every  druggist  should,  therefore,  decide  that  if  the 
tax  is  not  altered,  that  he  will  start  in  on  the  date  set 
and  in  addition  to  charging  the  regular  price  for  patent 
medicines,  demand  the  amount  of  the  stamp  tax  with 
each  sale. 


HOW   THE   NEW   WAR   TAXES   HIT   THE   DETTO 
TBADE. 

IffCEEASE  in  duty  on  drugs  and  other  imported 
goods  of  7%  per  cent,  under  general,  and  5  per  cent, 
under  preferential  tariff. 

Stamp  tax  of  1  cent  for  each  10  c€nts  or  less  of  re- 
tail price  of  patent  medicines  and  perfumes. 

One  cent  stamp  tax  on  each  letter  and  postcard. 
Two  cent  stamp  tax  on  receipts,  cheques,  express  and 
money  orders. 
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Necessity  Compels  Canada  to  Buy  Home- Made  Goods 


BY  W.  L.  EDMONDS 


IT  is  not  because  of  any  antipathy  toward  the  nations 
of  the  world — with  the  exception  of  Germany,  Aus- 
tria and  Turkey — that  the  people  of  Canada  are 
campaigning  in  favor  of  home-made  goods. 

K  It  is  not  chiefly  because  of  a  desire  for  national  ex- 
m'  elusiveness,  although  that  may  be  a  factor. 

Fundamentally,  it  is  born  of  a  necessity. 

And  that  necessity  in  turn  is  born  of  the  war. 

During  the  last  ten  years  Canada  has  grown,  not  by 
inches,  but  by  yards. 

m 

Our  Annual  Production  of  Wealth. 

Between  them,  our  manufacturing  and  agricultural 
industries  have,  during  the  last  year  or  two,  been  pro- 
ducing wealth  at  the  rate  of  approximately  three  bill- 
ion dollars  annually. 

But  great  as  this  amount  is,  we  have  been  compelled 
to  supplement  our  capital  account  with  borrowings 
from  abroad,  for  young  and  progressive  nations,  any 
more  than  large  commercial  enterprises,  cannot  create 
adequate  capital  out  of  earnings. 

They  have  got  to  borrow  or  stand  still. 

Last  year  we  borrowed  $351,408,629,  and  the  year  be- 
fore $230,782,982,  a  total  of  $582,191,611  in  the  two 
years. 

Utitil  the  war  broke  out  we  were  able  to  obtain  sub- 
stantial sums  in  the  money  markets  of  the  world.  But 
now  war,  and  not  business,  has  the  first  claim  upon  the 
world's  capital  account.  Canada,  consequently,  is  get- 
ting much  less  capital  from  abroad  than  her  necessities 
demand. 

II 

Helping  Our  Necessities. 

Naturally,  one  of  the  best  things  we  can  do  in  order 
to  help  our  necessities  is  to  give  the  preference  for 
Canadian-made  goods  when  making  any  purchases  for 
either  home,  store  or  factory. 

Last  year  we  imported  manufactured  products  to 
the  value  of  over  $465,000,000,  or  about  $57  per  head  of 
population. 

When  we  bear  in  mind  the  fact  that  this  sum  is  al- 
most equal  to  the  aggregate  output  of  the  factories  of 
the  six  leading  manufacturing  cities  of  Canada,  we  be- 
gin to  get  some  conception  of  its  import. 

But  in  order  to  hammer  this  point  home  a  little  more 
closely,  let  me  draw  attention  to  a  further  fact:  The 
money  spent  on  goods  of  foreign  manufacture  last  year 
would  pay  the  salaries  and  wages  of  the  employes  of 


the  Canadian  factories  for  a  period  of  nearly  two  years, 
basing  our  calculation  on  the  census  of  1910,  when  the 
salaries  and  wages  of  the  515,203  employes  were  com- 
puted at  $241,008,416. 

Of  course,  there  is  no  possibility  of  our  replacing 
with  home-made  goods  the  whole  of  the  $465,000,000 
worth  of  manufactured  goods  we  import. 

There  are  many  things  w^e  need  in  the  home,  the  store 
and  in  the  factory  that  we  must  necessarily  import. 

Even  after  doing  our  best  we  may  probably  discover 
that  we  have  only  transferred  from  the  foreign  to  the 
home  manufacturer  a  fraction  of  our  purchases  of  mer- 
chandise. 

K 

Our  Possibilities. 

But  even  if  by  dint  of  much  effort  we  could  turn  only 
25  per  cent,  of  the  total  our  way  we  would  give  nearly 
$116,250,000  worth  of  business  to  the  factories  of  Can- 
ada that  they  do  not  now  possess. 

This  would  be  about  equal  to  the  joint  value  of  the 
output  of  the  factories  of  Hamilton,  Winnipeg,  Ottawa 
and  Sydney  four  years  ago.  We  ought  to  be  able  to 
transfer  at  least  that  amount  of  business  from  the  for- 
eign to  the  home  factories. 

Credit  is  gradually  being  restored  to  the  normal,  and 
money  is  getting  easier.  During  1915  we  shall  prob- 
ably see  a  greater  increase  in  the  wealth  of  the  coun- 
try— mainly  due  to  the  larger  acreage  under  cultiva- 
tion— than  at  any  time  in  its  history. 

In  the  meantime,  however,  we  can  greatly  relieve  our 
present  necessities  by  buying,  as  far  as  possible,  home- 
made goods. 

m 

The  Case  in  a  Nutshell. 

Every  dollar  spent  on  goods  of  home  manufacture 
that  has  hitherto  been  spent  on  products  of  foreign 
factories,  means  an  additional  dollar  for  distribution 
among  the  employers  and  employes  of  the  factories  of 
Canada. 

The  United  States  is  setting  us  a  good  example.  Busi: 
ness  men  there  are  alive  to  the  importance  of  buying 
home-made  goods,  and  a  part  of  their  campaign  is  the 
holding  of  "Made  in  U.S.A."  exhibitions  in  New  York 
and  Chicago. 

Canadians  can  well  afford  to  follow  in  the  footsteps 
of  their  American  cousins  in  this  respect. 

The  stronger  we  make  our  financial  position  the  bet- 
ter shall  we  be  equipped  to  fight  our  enemies. 


16 


THE  RETAIL  DRUGGIST  OF  CANADA. 


March,  1915 


"Buy  a  Bandage"  a  Good  Slogan  for  the  Druggist 

Help  to  a  worthy  cause  and  a  stimulant  to  trade  in  bandages,  gauze  and  associated 
lines — Suggested  and  tried  out  by  W.  H.  Campbell,  of  The  Tamhlyn  Co.,  Toronto 


THE  grocers  have  had  their  slogan  of  "buy  a  bar- 
rel of  apples";  furniture  men  have  taken  up  a 
cry  of  "buy  a  bit  of  furniture,"  while  other 
lines  of  trade  have  had  their  particular  lines  that  they 
have  exhorted  people  to  buy  in  order  to  keep  the 
wheels  of  commerce  turning.  These  slogans  Jiave  been 
commendable  ones,  because  they  have  helped  out  the 
dealer's  business  and  kept  more  money  in  circulation. 
The  druggist,  however,  has  an  opportunity  not  only  to 
stimulate  sales  to  some  little  extent,  but  to  help  along 
a  worthy  cause  by  adopting  as  his  slogan  ' '  buy  a  band- 
age," and  pushing  the  sale  of  bandages  and  kindred 
lines. 

Campaign  Stimulates  Sales  and  Helps  Worthy  Cause 

The  originator  of  the  "buy  a  bandage"  slogan  was 
W.  H.  Campbell,  manager  of  the  Tamblyn  Store,  at  the 
corner  of  Carlton  and  Yonge  Streets,  Toronto.  He 
not  only  suggested  it  to  The  Retail  Druggist  as  a  good 
line  for  retailers  to  take  up,  but  tried  it  out  with  a  good 
deal  of  success.  Reading  in  the  daily  papers  of  the 
need  for  bandages  and  surgical  supplies  for  the 
wounded  soldiers  in  northern  Prance,  and  the  call  to 
women,  to  send  linen  and  cotton  to  the  Red  Cross 
societies,  to  be  used  for  bandages  and  dressings,  Mr. 
Campbell  realized  that  if  the  druggists  of  Canada  were 
to  display  bandages,  gauze  and  cottons,  and  push  the 
sale  of  them  for  this  purpose,  they  would  be  helping 
a  worthy  cause  and  increasing  sales  in  an  otherwise 
rather  slow-moving  line. 

How  W.  H.  Campbell  Conducted  Campaign 

To  try  out  the  plan  himself,  he  devoted  a  window  to 
these  lines,  using  a  number  of  appropriate  show  cards, 
as  well  as  a  few  pictures  from  the  war  zone.  This  was 
backed  up  by  a  small  interior  display  with  show  card, 
and  in  addition  the  sales  staff,  whenever  the  oppor- 
tunity was  presented,  called  the  attention  of  customers 
to  their  "buy-a-bandage"  campaign.    Just  now  people 


are  deeply  interested  in  anything  connected  with  the 
war,  and  their  sympathy  goes  out  to  those  who  are  do- 
ing battle  for  us  in  Europe.  Naturally,  they  are  inter- 
ested in  any  way  in  which  they  may  do  something  to 
lessen  the  suffering  of  the  wounded  soldiers.  The  "buy- 
a-bandage"  campaign  showed  them  a  way  at  small 
cost,  and  so  appealed  to  all  classes. 

Good  Results — Both  Direct  and  Indirect 

The  first  window  display  was  left  in  for  a  week, 
and  was  followed  up  by  a  display  in  one  corner  of  the 
window.  A  considerable  trade  was  done  in  bandages 
and  gauze  at  the  time,  while  it  was  felt  that  all  the 
results  would  not  be  immediate.  Calls  frequently  come 
in  for  goods  for  a  considerable  time  after  they  have 
been  shown  in  the  window. 

There  were  also  indirect  results.  For  instance,  a 
woman  who  had  some  funds  to  spend  for  Red  Cross 
work  saw  the  window  and  came  in.  She  did  not  want 
bandages,  as  they  were  making  those  themselves,  but 
she  thought  probably  they  might  have  some  other  sug- 
gestions of  articles  she  might  spend  her  money  on.  As 
a  result,  she  purchased  three  hot  water  bottles,  to  be 
sent  forward  for  the  use  of  the  hospitals  in  France. 

Mr.  Campbell  took  up  the  campaign  not  only  to  help 
business,  but  to  help  along  a  worthy  cause.  He  feels 
that  the  druggists  should  do  what  little  they  can  to 
lessen  the  suffering  of  wounded  ones  at  the  front — not 
only  Canadians,  but  others  of  the  allies  who  are  fight- 
ing for  the  same  great  cause. 

And  in  addition,  as  Mr.  Campbell  states,  the  sugges- 
tion should  appeal  to  the  retailer  from  the  profit  stand- 
point— if  for  no  other  reason. 

As  to  the  offer  of  forwarding  any  goods  purchased 
to  a  branch  of  the  Red  Cross  Society,  the  bandages 
could  be  held  by  the  druggist  until  the  display  was 
taken  from  the  window  and  then  turned  over  to  a 
branch  of  the  society. 


Do  Your 
Share 


The  hospitals  of  North- 
ern France  are  in  great 
need  of 


Surgical  Supplies 


Wounded  soldiers  are 
dying  for  lack  of  dress- 
ing to  cover  their 
wounds. 


BUY  A 

BANDAGE 

We  will  forward  it 
to  the 

Patriotic  League 

or 
rved  C^ross  bociety 

to  be  sent 
directly  to  where  most  needed 


A  BANDAGE 


or  a 


Package  of  Gauze 

May  Save 
a  Life 


"Buy  a  Bandage 


y> 


Show  cards  used  in  window  and  counter  display  in  promotingr  tho  "Buy-a-BandoKO  "  campaign. 
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KEPT    BUSINESS    UP    WHILE    BUILDINO    WAS 
BEING  ALTERED. 

Many  a  dealer  where  his  building  is  being  altered, 
or  there  are  building  changes  being  made  next  to  him, 
comes  to  the  conclusion  that  he  is  in  for  poor  business 
until  the  changes  are  completed. 

Turning  Defeat  Into  Victory. 

The  wideawake  merchant,  however,  who  realizes  the 
value  of  selling  power,  turns  disadvantages  around  so 
as  to  face  the  other  way — changes  defeat  into  victory — 
makes  everything  count  in  his  favor.  Such  a  man  was 
John  David.  In  altering  his  store  front,  he  was  sur- 
rounded, for  some  time,  by  hampering  scaffolds.  John 
did  not  "lie  down"  and  let  circumstances  walk  over 
him.    He  so  plastered  those  scaffolds  with  bright,  witty, 


A  giod  sugzcition  for  a  rlisplav  of  absorbent  cotton,  bnndnBCP,  (rauzc  and 
drcssinirs  as  :i(l\-oc.iLed  in  tho  "Bny-a-bandayc"  campaign  set  foith  on  tho 
opposiio  papo.  Thin  displny  was  arranged  in  the  store  of  C.  H.  Willson  of 
Saskatoon,  Sosk.,  by  L.  H.  Stover. 

cheerful,  advertising  signs,  that  business  actually  in- 
creased at  the  normal  rate.  Here  arc  some  of  the  signs, 
neatly  lettered,  that  he  used: 

Advertising  Signs  Tacked  Up  In  Front. 

Not  a  nice  shop  to  look  at,  but  a  splendid  shop  to 
step  into  if  you're  value-keen. 

Though  our  arm's  in  a  sling  on  account  of  the  alter- 
ations, prices  are  getting  a  compound  fracture. 

Yes,  the  scaffold  is  up,  and  we're  hanging  prices  to  it. 

Messrs.  Hammer  &  Saw  beg  to  announce  that  Messrs. 
Quality  &  Price  have  not  moved. 

Business  going  right  on,  and  going  on  right.  No 
mess  or  muss  inside. 

Pardon  our  working  clothes.  Wait  till  you  see  us  in 
our  "Sunday  best"  when  the  alterations  are  done. 

The  sound  of  hammer  and  saw  is  music  in  our  cars, 
for  it  foreshadows  the  finest  shop  in  town. 

Extensive  alterations  in  our  building,  but  no  altera- 
tion in  our  most-for-your-moncy  policy. 

After  each  of  these  signs  was  placed  his  name,  "John 
David,"  thus  impressing  it  on  the  people. 


NEW  FORM  OF  SILENT  SALESMAN 

In  the  show  rooms  of  the  National  Drug  &  Chemical 
Co.,  at  Montreal,  is  a  new  form  of  display  case  with  a 
number  of  new  commendable  features.  In  general  form 
it  is  like  the  ordinary  silent  salesman.  It  has  sliding 
doors  at  the  front  in  order  to  allow  the  goods  inside 
the  case  to  be  reached  by  the  salesman  from  the  front. 
It  has  several  shelves  with  goods  attached  to  both  sides 
of  them.  The  customer  can  be  shown  the  goods  on  the 
top  side  and  then  the  shelf,  which  is  on  hinges,  swung 
back  90  degrees,  bringing  the  goods  on  the  other  side 
of  the  shelf  into  view.  Thus,  twice  the  amount  of  goods 
can  be  shown  as  on  the  shelves  in  the  ordinary  case. 
The  top  of  the  case  is  made  in  two  sections,  each  one 
swinging  back  on  the  hinges  on  each  end  for  the  dis- 
play of  goods. 

There  is  a  value  in  having  the  case  open  at  the  front 
in  the  fact  that  the  salesman  necessarily  operates  from 
that  side,  and  therefore  is  closer  to  the  customer.  Sales 
arguments  have  greater  weight  when  you  are  close  to 
the  customer  in  offering  them.  With  this  case  the  cus- 
tomer is  also  in  a  position  to  inspect  the  whole  assort- 
ment closely  without  removing  them. 


NOVEL  FORM  OF  ADVERTISING  USED  BY  NOVA 
SCOTIA  DRUGGIST 

It  is  a  common  custom  just  previous  to  elections  for 
the  various  candidates  to  run  cards  in  the  local  paper 
soliciting  the  support  of  the  electors.  In  these  the  can- 
didates generally  set  forth  the  platform  upon  which 
they  appeal  for  the  electors'  patronage.  Previous  to 
the   recent   municipal   elections   in   Wolfville,   N.S.,   a 


VOTE  FOE  H.  E.  CALKIN. 

To  the  Electors  of  the  Town  of  Wolf- 
vlUe: 

Ladies  and  Gentlemen:  I  Iiereliy  an- 
nounce my  candidacy  for  more  business 
in  1915,  subject  to  your  patronage  and 
influence. 

My  Platform:  The  Purest  and  Best 
Drugs  and  Chemicals  that  hard  cash 
will  buy.  Tho  best  of  everything  in  our 
line.  Heaping  measure,  full  -weight, 
prompt  attention,  right  prices,  a  square 
deal.  Won't  you  join  hands  with  us  on 
this  platform  and  help  us  make  1915  a 
banner  yearf  We  are  counting  on  yon. 
-  H.  E.  CALKIN, 
Prop.  Acadia  Pharmacy. 


Signs  of  improving  business 
where. 


are     evident    every- 


DnsinesR  card  of  the  Acadin  Pharmacy  of  Wolf- 
vil  0,  N.  P.,  run  in  tohinin  with  cards  of  municipal 
cnnrtidntes  KOlicitincr  the  electprs'  patronage  pre- 
vious i  o  recent  clectiona  It  caused  a  good  deal  of 
comment. 

number  of  the  cards  of  those  nominated  for  councillors 
were  run  in  the  local  paper.  The  Acadia  Pharmacy, 
of  which  Hugh  E.  Calkin  is  proprietor,  hit  upon  the 
idea  of  running  a  business  card  in  the  column  with 
these,  setting  forth  the  store's  platform  for  191.5.  The 
card  in  question  is  reproduced  here. 

"We  made  our  card  very  similar  in  appearance  to 
the  others,"  states  Lloyd  B.  Woodman,  of  the  Acadia 
Pharmacy,  "and  got  the  publisher  of  the  paper  to  place 
it  with  the  other  nomination  cai^ds,  just  as  if  Mr. 
Calkin  was  appealing  to  the  electors  for  municipal  sup- 
port. This  caused  no  end  of  talk  and  certainly  was  a 
good  ad.  for  our  store." 
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What  Other  Retail  Druggists  are  Doing  to  Boost  Sales 


Ideas  and  methods  used  by  druggists  in  all 
parts  of  Canada  told  in  a  short,  crisp  form 


Bryson's  new  drug  store  in.Montreal  has  a  tea  room 
in  the  basement. 

•  •     • 

The  Findlay  Drug  Co.,  of  Calgary,  recently  had  an 
animated  display  of  poultry  in  their  window,  supported 
in  the  background  by  a  display  of  stock  foods. 

•  •     • 

In  introducing  a  new  line  of  goods  which  they  had 
taken  on,  Wood's  Drug  Store,  of  Kenora,  Out.,  used 
full-page  space  in  the  local  paper.  The  value  of  using 
big  space  like  this  is  that  it  really  impresses  readers. 

•  •     • 

H.  S.  Elwin,  of  Weyburn,  Sask.,  used  a  catchy  show 
card  in  a  display  of  toilet  articles.  It  had  a  representa- 
tion of  a  clock  on  it  and  read:  "It's  not  the  time  you 
spend  on  your  complexion  that  counts — it's  what  you 

use."  . 

•  •     • 

The  Depot  Drug  Store,  opened  opposite  the  C.P.R. 
station  in  Calgary  by  Sproule  &  Harvey,  is  small.  They 
acknowledge  the  fact  and  make  use  of  it  in  their  ad- 
vertising, pointing  out  that  it  is  small  but  compact. 
They  refer  to  it  as  the  "Little  Pill  Shop  on  the  Corner." 

•  •     • 

F.  L.  Cole,  of  1230  College  St.,  Toronto,  used  minia- 
ture pine  trees  as  a  central  feature  in  a  window  display 
of  pine  cough  syrup  last  year.  The  idea  proved  a 
good  means  of  impressing  "pine"  syrup  on  those  pass- 
ing the  store. 

•  •    • 

Parke  &  Parke,  of  Hamilton,  who  push  thermos 
bottles,  ran  a  reader  in  the  local  paper  which  read : 
"A  hot  drink  is  often  inconvenient  to  make.  Why  not 
make  it  while  the  fire  is  hot  and  put  it  in  a  thermos 
bottle.  This  will  keep  it  warm  for  days.  It  is  equally 
efficient  for  iced  drinks.     We  have  them  from  $1.25  up 

— also  kits  of  all  kinds." 

•  •     • 

Have  you  a  dog?  A  Toronto  dealer  has  three  and 
makes' them  earn  their  keep  by  doing  publicity  work 
for  him.  He  places  blankets  bearing  selling  messages 
on  them  and  keeps  them  in  front  of  the  store  a  good 
deal.  They  attract  a  good  deal  of  attention  and  have 
a  considerable  value  as  advertising  agents. 

■•  •,.•--, 
The  serving  counter  of  Fred.  Judd  of  St.  Thomas, 
Ont.,  has  a  glass  front  and  top,  with  a  drawer  divided 
into  compartments  immediately  beneath  the  glass.  This 
top  part_  is  used  for  display  of  candies,  and  is  in  a 
position  'to  catch  the  attention  of  every  purchaser. 
"That  top  part  alone  is  worth  the  price  of  the  case," 
was  the  statement  of  Mr.  Judd  to  The  Retail  Druggist. 

•  •     • 

There  are  two  entrances  to  the  store  of  the  Canada 
Drug  and  Book  Co.  of  Regina,  Sask.,  with  a  small 
space  between  them.  That  space  is  made  use  of  how- 
ever for  display  purposes  by  means  of  a  wall  case. 
Being  in  a  position  where  it  catches  the  eye  of  people 
entering  and  passing  the  store,  it,  proves  valuable  in 
the  sales  of  any  special  lines  it  is  desired  to  feature. 


Alarm  clocks  were  being  shown  in  it  when  an  editor 
of  The  Retail  Druggist  visited  the  store. 

•  •     • 

The  Dominion  Government  has  been  doing  consider- 
able advertising  of  the  Canadian  apple  in  the  daily 
papers,  setting  it  forth  as  Canada's  national  fruit. 
People  have  been  talking  "apples"  more  than  ever  be- 
fore, so  E.  S.  Knowlton,  druggist,  of  15  Hasting  St., 
Vancouver,  held  an  "apple  day."  It  was  held  on  a 
Saturday,  during  which  day  a  nice  red  apple  was  given 
to  every  purchaser.  It  was  advertised  in  the  local 
paper  and  people  exhorted  to  bring  their  children. 
The  idea  was  to  get  people  to  visit  the  store. 

•  •     • 

The  drug  department  of  the  Regina  Trading  Com- 
pany of  Regina,  Sask.,  is  a  regulation  one,  with  a  sep- 
arate entrance  and  arrangement  quite  along  the  lines 
of  the  ordinary  up-to-date  drug  store.  In  spite  of 
this  fact,  people  would  sometimes  enquire  if  they  did 
prescription  business.  They  therefore  decided  that  it 
would  be  well  to  put  up  a  sign  "Prescriptions"  over 
the  dispensing  department.  This  impressed  on  people 
the  fact  that  they  featured  their  dispensing  depart- 
ment, and  business  in  that  line  has  since  increased. 

•  «     • 

"You're  Next  (a  barber-ic  term,"  was  the  heading 
of  an  advertisement  of  shaving  supplies  by  the  Red 
Cross  Drug  &  Book  Co.,  Ltd.,  of  Lethbridge,  Alberta. 
"If  you  don't  like  to  wait  for  your  turn  in  a  barber 
shop,  and  have  decided  to  become  a  self-shaver,"  it 
read,  "we  have  what  you  want  in  shaving  supplies." 
The  lines  enumerated  included  ordinary  razors,  safety 
razors,  razor  strops,  shaving  soaps  and  powders,  mugs, 
lather  brushes,  bay  rum,  toilet  water,  etc. 


E.  B.  Ahrens — The  Oshawa  Pharmacy,  Oshawa,  Ont., 
recently  used  an  ad  headed  "A  drug  store  mission"  to 
promote  the  prescription  end  of  the  business.  The  ad 
read:  Drug  stores  exist  as  a  public  convenience,  and 
for  the  promotion  of  public  health  and  safety.  Their 
right  to  exist  depends  on  how  well  they  fulfill  these 
functions.  We  endeavor  to  conduct  a  store  that  will 
thrive  and  grow  because  of  its  real  value  to  the  com- 
munity. We  solicit  your  trade  on  the  basis  of  our 
ability  to  serve  you  well  and  to  protect  and  promote 
your  interests  in  every  way.  Let  us  be  your  drug- 
gists. 


SO  THEY  SAY— AND  IT'S  TRUE. 

The  first  prize,  after  all,  is  enterprise.* 

Genius  isn't  inspiration — it's  perspiration. 

Backbone  is  Better  than  wish-bone. 

It's  the  black  sheep  who  paints  the  town  red. 

Ironical  people  soon  get  rusty. 

Roots  aren  't  pretty,  but  they  make  the  tree 

A  home  run  at  the  bat  is  worth  six  on  the  bench. 

Many  a  man  who  dreams  of  progress  is  onl\  walking 
in  his  sleep. 

The  great  danger  in  trying  to  get  something  for 
nothing  is  that  you  may  get  what  you  deserve. 


March,  1915 


TUE  RETAIL  DRUGGIST  OP  CANADA. 


19 


Practical  Ideas  and  Methods  That  Have  Been  Tried  Out 


By  retail  druggiits  in  carious  parti  of  Canada 
and  which  offer  auggeatiom  to  other  dealers 


IT  is  a  common  practice  with  druggists  in  opening 
new  stores  to  give  away  free  gifts  on  opening  day. 
It  is  sometimes  the  case  that  the  quantity  of  free 
gifts  is  not  sufficient,  and  so  those  who  come  late  are 
disappointed.  In  order  to  prevent  disappointment  and 
overcrowding  at  certain  hours,  P.  C.  Weber,  of  Peter- 
borough, Ont.,  in  opening  his  new  store  last  year,  split 
up  the  1,500  gifts  distributed  into  lots,  giving  away  a 
certain  number  during  each  hour  of  the  day  from  9.30 
a.m.  to  10.30  p.m.  This  overcame  the  bad  feature  that 
is  frequently  experienced  on  opening  day.  The  articles 
to  be  given  away  each  hour  were  listed  in  the  general 
announcement  made  in  big  space  in  the  local  paper.  An 
orchestra  was  in  attendance  on  opening  day  from  2.30 
to  5  p.m.  and  8  till  10.30  p.m. 

ADVERTISES  IN  MOVING-PICTURE  SHOW. 

W.  D.  Mitchell,  of  Prince  Albert,  Sask.,  is  one  retail 
druggist  who  makes  use  of  the  moving-picture  screen 
for  advertising  purposes,  and  believes  that  it  is  profit- 
able. He  pays  $5  per  month  for  the  service,  having  two 
screens  shown  each  night,  and  one  in  the  afternoon. 
The  slides  cost  75  cents  each  and  he  follows  the  policy 
of  changing  them  every  week. 

"We  believe  it  is  a  good  method  of  advertising,"  Mr. 
Mitchell  stated  to  The  Retail  Druggist.  "In  fact,  we 
frequently  have  customers  remark  on  having  seen 
them." 

STOCK  FOOD  SOLD  BY  GOOD  RESULTS  ON  OWN 
HORSE. 

The  drug- department  of  the  Regina  Trading  Co.,  of 
Regina,  Sask.,  handles  stock  food,  and  the  fact  that 
one  of  their  horses  fed  on  the  brand  sold  by  them  won 
the  red  ribbon  at  the  winter  fair  last  year  was  made 
good  use  of  to  promote  sales  of  this  line.  It  was  im- 
pressed on  prospective  customers  through  advertising 
and  personal  talks.  In  one  ad.  pointing  out  its  value, 
they  wound  up  by  saying:  "As  further  proof  of  our 
confidence  in  this  food  we  use  it  to  keep  our  delivery 
horses  in  condition,  and  that  it  lives  up  to  its  reputation 
is  evinced  by  that  fact  that  one  of  our  regular  delivery 
horses  captured  the  red  ribbon  at  the  winter  fair  held 
last  week.  You  can  get  it  in  our  drug  department  in 
packages  priced  at  25c,  50c  and  $1.  Also  in  25-lb., 
water-tight  pails,  for  $3.75." 

An  actual  instance  of  a  horse  that  has  thrived  well  on 
the  brand  sold  is  a  strong  argument  in  its  sale.  If  yon 
haven't  a  horse  of  your  own,  refer  to  a  good  horse  of 
someone  else  that  is  fed  on  the  brand  you  handle. 

WINDOWS  BUILT  ON  THE  SLANT. 

The  new  store  of  Conrad  L.  Rivest,  of  Joliette,  Que., 
is  close  to  one  of  the  outer  corners  of  a  central  square. 
In  order  that  window  displays  might  be  clearly  seen  by 
people  passing  along  the  streets  of  the  square,  instead 
of  being  built  parallel  to  the  curb  as  is  usually  the  case, 
they  were  constructed  at  an  angle.  Thus  he  has  one 
window  with  a  direct  view  from  the  square,  and  as  the 
other  one  slants  in  the  opposite  direction,  it  faces  down 
a  street  along  which  a  lot  of  farmers  enter  the  town. 


In  erecting  a  new  store,  the  dealer  should  not  always 
follow  along  the  usual  rule  of  arrangement,  but  should 
aim  to  so  construct  it  as  to  be  most  advantageous  to 
his  business. 

GAVE  AWAY  BACK  NUMBERS  OF  MAGAZINES. 

Pringle's  Drug  &  Book  Store,  of  Medicine  Hat,  Al- 
berta, gave  away  back  numbers  of  magazines  which 
they  had  left  on  their  hands,  in  order  to  advertise  their 
store. 

"Although  we  were  sorry  we  had  these  magazines 
left  over,"  stated  the  manager  to  The  Retail  Druggist, 
"we  are  glad  to  say  that  we  made  them  pay  for  them- 
selves several  times. 

"We  found  this  to  be  one  of  the  most  beneficial 
means  of  advertising  we  have  ever  tried  at  practically 
no  expense  considering  that  we  would  have  otherwise 
had  to  throw  these  old  magazines  in  the  rubbish  heap. 
We  found  it  brought  a  number  of  new  faces  into  our 
store,  and  they  invariably  bought  some  other  article 
before  leaving,  and  we  consider  a  few  of  these  will 
come  back  again." 

Only  two  magazines  were  given  to  one  person,  and 
none  to  children.  The  offer  was  advertised  in  the  local 
paper. 

SHELVING  MADE  OF  SECTIONAL  BOOKCASES. 

The  Retail  Druggist  is  informed  of  a  drug  and  book 
store  in  a  Michigan  town  that  has  its  entire  shelving 
built  out  of  sectional  bookcases.  The  advantage  lies 
in  the  fact  that  only  one  section  has  to  be  opened  when 
an  article  is  wanted  and  not  the  entire  front  as  with  an 
ordinary  wall  case.  The  shelves  also  present  a  neat  and 
uniform  appearance. 

They  were  first  installed  to  house  the  books  of  which 
a  large  stock  is  carried.  These  cases  gave  such  satis- 
factory service  that  it  was  decided  to  replace  the  shelv- 
ing used  for  patent  medicines,  toilet  goods,  perfumes, 
etc.,  with  them. 

CHEAP  HELP  A  POOR  INVESTMENT. 

"Cheap  help  is  a  poor  investment,"  was  the  opinion 
expressed  by  R.  A.  Ingersoll,  of  Ingersoll's  Drug  Store, 
Sarnia,  Ont.,  to  an  editor  of  The  Retail  Druggist,  who 
visited  the  store.  "The  man  who  hires  cheap  clerks 
may  save  on  his  expenses,  but  invariably  loses  in  the 
end.  A  poor  clerk  is  taking  up  the  place  of  a  good  man 
and  therefore  wasting  many  opportunities  presented 
for  making  extra  sales.  Besides,  cheap  clerks  don't 
stay  with  you  long,  and  you  are  burdened  with  the 
trouble  of  constantly  breaking  in  and  educating  new 
ones." 

"Anyone  can  hand  out  goods,  but  what  is  wanted  in 
the  drug  store  is  a  person  who  can  sell  goods."  was  the 
concluding  remark  of  Mr.  Ingersoll,  with  which  every 
dealer  will  readily  agree. 


People  go  to  the  same  store  to  buy  to  which  they 
went  for  a  mere  accommodation.  Don't  be  afraid  to  be 
accommodating,  even  when  there  is  no  money  in  it. 
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T"HE  store  of  Ernest  A.  Legge 
at  the  corner  of  College  St. 
and  Ossington  Ave.,  Toronto, 
the  business  features  of  which 
are  described  in  the  accompany- 
ing article.  It  has  five  display 
windows  that  prove  valuable 
selling  agents. 


Advertising  and  Business  Methods  of  a  Toronto  Druggist 

'  Methods  used  by  Ernest  A.  Legge,  of  Toronto,  in  going  after  busi- 

ness— Has  big  line  of  dkpla})  windows  and  makes  best  use  of  them 


THE  drug  store  of  Ernest  A.  Legge  stands  in  a  resi- 
dential district  of  Toronto,  being  situated  at  the 
corner  of  College  Street  and  Ossington  Avenue. 
No  one  can  miss  seeing  the  store,  which  has  five  win- 
dows, four  on  Ossington  Avenue  and  one  on  College  St. 
The  College  street  window  is  of  double  size,  and«  of- 
fers special  facilities  in  the  way  of  display.  Its  decora- 
tion is  the  more  easy  as  it  is  a  wheeled  structure  and 
can  be  moved  back  from  the  window  glass  for  decora- 
tion. Three  of  the  four  windows  on  Ossington  avenue 
are  rather  show  cases  than  windows.  They  are  show 
cases  in  the  sense  they  do  not  trespass  on  the  store 
space.  The  background  in  each  case  is  a  mirrored  door 
opening  into  the  shop.  The  backs  of  the  mirrors  are  in 
line  with  the  store  wall.  These  windows  can  be  arrang- 
ed either  with  or  without  shelf  fittings.  Mr.  Legge 
doesn't  know  of  another  store  where  a  similar  treat- 
ment has  been  given  to  windows. 

Changes  Windows  Twice  a  Week. 

The  store  corner  is  a  street  car  junction,  and  there- 
fore rather  a  busy  one.  and  well-dressed  windows  are 
the  more  important.  Mr.  Legge  finds  his  windows  are 
his  best  advertisement,  and  changes  them  twice  a  week. 

When  a  representative  of  The  Retail  Druggist  visited 
the  store  he  found  Mr.  Legge  engaged  dressing  the 
large  window.  A  background  was  being  made  of 
crepe  paper.  The  background  has  a  great  deal  to  do 
with  the  proper  display  of  goods,  and  this  is  varied 
as  much  as  possible.  Mr.  Legge  explained  that  the 
window  was  too  large  for  the  display  of  a  single  class 
of  goods,  and  he  generally  chose  half  a  dozen  varieties 
to  be  arranged,  taking  care  there  was  sufficient  space 
between  each  class  so  that  they  did  not  clash  on  the 
observer's  eye.  Price  cards  are  the  rule,  except  some- 
times in  the  case  of  high  class  goods,  such  as  confec- 
tionery. 

A  New  Value  in  Handling  Magazines. 

The  backbone  of  Mr.  Legge 's  trade  is  prescriptions, 
and- a  very  wide  range  of  drugs  is  kept.    Service,  in- 


deed, is  a  feature,  as  is  also  delivery.  A  staff  of  four 
or  five  messengers  is  kept  at  hand.  Mr.  Legge  sells 
some  of  the  popular  magazines.  These  are  shown  in  a 
wheeled  rack  which  stands  against  the  background  of 
the  large  window,  and  occupies  very  little  space.  In 
addition  to  profits  from  actual  sales  of  these,  Mr.  Legge 
finds  having  them  helps  to  solve  the  delivery  problem. 
A  customer  who  brings  in  a  prescription  to  get  filled 
will  pick  up  a  magazine,  and  becoming  interested,  start 
to  read  it.  The  time  passes,  and  his  prescription  is 
ready  for  him  before  he  is  aware.  Had  there  been  no 
magazine  in  the  store,  he  would  not  have  waited  for 
the  prescription,  but  asked  it  to  be  delivered  and  gone 
off. 

Relative  Value  of  Various  Sidelines. 

"While  prescriptions  are  featured  by  Mr.  Legge,  he 
does  not  neglect  the  sidelines.  He  finds  them  profit- 
making  in  the  order  named:  1,  Photographic  goods; 
2,  confectionery ;  3,  cigars ;  4,  stationery. 

Photographic  materials  have  window  space  all  the 
year  round.    Stock  is  turned  over  every  three  months. 


FEATUBES  OF  BUSINESS  OF  E.  A.  LEOOE 

PAETICTJLAE  attention  is  paid  to  window  display, 
which  is  considered  the  store 's  best  advertise- 
■ment 

Of  five  windows,  one  is  double  size  and  three  are  of 
unique  sihowease  form  with  mirrored  background. 

A  special  department  in  the  rear  of  the  store  is  de- 
voted to  stationery. 

The  provision  of  a  rack  for  magazines  which  does  not 
take  up  much  room  lightens  the  burden  of  delivery 
considerably,  as  customers  will  pick  up  a  magazine 
and  read  while  a  prescription  is  being  filled. 

Monthly  calendars  of  high  quality  and  workmanship 
are  sent  out  with  accompanying  letters  pushing  dif- 
ferent classes  of  goods. 

A  novel  method  of  sending  manufacturers'  adver- 
tising circulars  to  customers  is  adopted. 

All  the  newest  drugs  are  stocked  and  doctors  are 
kept  acquainted  with  the  fact. 
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The  average  turnover  of  confectionery  is  five  weeks. 
In  the  winter  Mr.  Legge  can  turn  over  his  confection- 
ery stock  in  15  days.  Stationery  has  a  department  to 
itself.  A  room  in  the  rear  of  the  shop,  which  also 
serves  as  an  oflSce,  is  devoted  to  the  exclusive  display 
of  stationery  gods.    This  helps  sales. 

Mr.  Legge's  motto  is  quality,  and  he  wishes  his  store 
to  be  known  as  "the  quality  drug  store."  In  his  own 
words,  "this  is  a  first-quality  drug  store.  Our  success 
depends  upon  the  lasting  character  of  the  satisfaction 
we  give  our  customers,  and  there  is  no  satisfaction  in 
too-cheap  goods.    So  we  sell  no  trash  at  any  price." 

This  element  of  (luality  is  the  distinguishing  mark  of 
Mr.  Legge's  advertisings  Quality  advertising  is  a  sub- 
ject to  which  he  has  devoted  special  attention,  and  the 
results  have  been  so  satisfactory  that  the  methods  he 
has  adopted  and  which  we  shall  describe,  are  worth 
close  attention  by  all  druggists. 

Monthly  Calendars  to  Customers. 

Every  month  Mr.  Legge  sends  out  to  customers  whose 
trade  is  desirable,  and  to  other  residents  whose  trade 
he  does  not  have,  but  would  like  to  have,  daintily  col- 
ored calendar  cards,  with  his  name  on  them  and  an  ex- 
planation of  his  business  methods  and  the  good?  he 
stocks.  This  may  be  printed  either  on  the  front  or 
back  of  the  calendar.  In  the  calendars  which  he 
issued  last  year  these  statements  are  on  the  back.  The 
series  was  a  nursery  rhyme  one,  featuring  "Mary 
had  a  little  lamb,"  "Mary  quite  contrary."  etc.  The 
calendars  are  ten  inches  by  five  inches.  The  descrip- 
tive matter  on  three  of  them  is  reproduced. 

The  cards  do  not  go  out  alone.  When  Mr.  Legge  in- 
augurated the  scheme  the  following  letter  accompanied 
the  first  card : 

Letter  Introducing  the  Series. 

Dear  Madam, — 

You  will  find  enclosed  the  first  of  a  series 
of  twelve  beautiful  art  calendar  cards.    These 


pictures  are  reproduced  from  the  original 
paintings  by  Stuart  Travis,  an  artist  with  na- 
tional reputation. 

One  of  these  cards  will  reach  you  each  and 
every  month  for  one  year  from  date,  and  we 
consider  that  they  will  serve  their  purpose 
well,  if  by  coming  regularly  they  can  impress 
on  your  mind  the  superiority  and  excellence  of 
our  different  articles  which  we  have  for  sale. 
You  will  find  it  interesting  to  keep  these  pic- 
tures from  month  to  month,  as  each  one  will  be 
a  ditferen*  subject. 

We  would  appreciate  a  word  from  you  in 
regard  to  our  line.  Any  correspondence  or  en- 
quiries will  have  our  prompt  and  careful  at- 
tention. 

Trusting  that  you  will  like  the  pictures  and 
that  we  may  have  the  pleasure  of  hearing  from 
you  in  the  near  future,  we  are. 
Yours  very  truly, 

ERNEST  A.  LEGGE. 

P.S. — We  would  also  appreciate  very  much 
if  you  would  let  us  know  your  new  address  if 
you  are  changing  your  place  of  residence. 

Letter  Sent  Each  Month. 

In  inaugurating  the  idea,  Mr.  Legge  decided  to  send 
a  letter  with  each  month's  calendar,  its  contents  de- 
pending upon  the  class  of  goods  desired  to  push,  be- 
cause of  seasonable  demand  or  overstock  or  any  other 
reason. 

He  plans  his  advertising  twelve  months  ahead  and 
the  order  for  the  year's  supply  of  calendars  is  filled  at 
one  time.  The  calendars  could  be  printed  from  month 
to  month  if  the  druggist  so  desired,  but  this  would  be 
a  little  more  expensive.  In  this  case  the  strictly  news 
part  of  the  advertisement  could  be  printed  on  the  cal- 
endar, but  when  an  accompanying  letter  is  sent  this 
will  contain  all  the  news  necessary.  Of  course,  sending 
out  calendars  without  any  accompanying  news  matter 


The  Right  Kinds     We  Hope  You  May     Good  Goods-But 

ao      .  Never  Need  Medicines      x  t       r^  o  • 

Stationery         Or  Sick-Room  Goods     No  Fancy  Pnces 


People  are  often  jadged  by  the  st»- 
tionery  tbey  use.  Care  and  good  taste 
in  the  choice  of  your  letter  paper  are 
sometimes  as  important  as  care  and 
taste  in  your  dress. 

We  sell  here  the  right  kind  of  writ- 
ing paper  for  business  as  well  as 
social  use.  We  deal  only  with  the 
foremost  makers  whose  names  are  a 
sufficient  guaranty  of  correct  style  and 
satisfactory  quality. 

Our  prices  are  very  reasonable  and 
you  will  find  it  profitable,  as  well  as 
pleasant,  to  buy  your  writing  table 
and  desk  supplies  here. 


But  if  you  ever  do  we'd  like  you  to 
remember  this:      ^      ^.-  > 

There  are  two  ways  of  running  a 
drug-store.  One  is  to  sell  anything 
and  everything  that  will  bring  a  profit, 
without  regard  to  character,  quality,  or 
even  safety.  There  is  a  lot  of  actually 
unsafe  stuff  made,  and  many  drug- 
stores that  sell  it. 

The  other  way  is  our  way  and  the 
way  of  every  druggist  who  has  a  pride 
in  his  business.  We  sell  only  good 
goods.  We  think  more  of  making  a 
customer  than  of  making  a  sale.^  Wa 
will  not  handle,  if  we  can  avoid  it. 
anything  that  we  do  not  know  to  be 
safe  and  satisfactory  for  the  purpose 
desired. 

Doctors  like  to  have  as  put  up  their 
prescriptions.     We  never  substitute. 


This  is  a  first-quality  drugstore. 
Our  success  depends  upon  the  lasting 
character,  of  the  satisfaction  we  give 
our  customers,  and  there  is  no  lasting 
satisfaction  in  too-cheap  goods.  So  we 
sell  no  trash  at  any  price. 

We  deal  only  in  standard  grades 
and  goods  of  proved  merit.  We  strive 
to  give  a  service  that  is  one  hundred 
per  cent,  prompt  and  pleasing.  And 
on  this  policy  our  business  is  built 
and  is  growing. 

But,  with  all  this,  our  prices  are 
reasonable.  We  take  a  fair,  business- 
like and  proper  profit — and  no  more. 
Yon  will  find  no  "fancy"  prices  in 
this   drug-store. 


ERNEST  A.  LEGGE 

831  COLLEGE  STREET 
TORONTO    :    :    ONTARIO 
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ERNEST  A.  LEGGE 

831  COLLEGE  STREET 
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Sellinir  mcHsages  used  on  the  b&ck  of  calendarn  sent  out  by  Ernest  ▲.  Legge,  Toronto.    They  are,  of  course,  considerably  reduced.    The  subject  matter 

should  be  found  valuable  by  other  dealers  for  their  advertlslflB.     -■—   --   -  . 
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would  not  be  of  the  same  value,  especially  when  this 
advertising  plan  is  being  newly  adopted. 

Makes  Use  of  Manufacturer's  Advertising. 

Last  year  Mr.  Legge  did  not  send  out  typewritten 
letters,  but  had  enclosed  advertising  matter  supplied  by 
wholesalers  and  manufacturers  descriptive  of  the 
merits  of  their  chocolates,  photographic  goods  and  what 
not.  Each  leaflet  or  pamphlet,  of  course,  included  Mr. 
Legge 's  name  as  sales  agent.  Druggists  will  note  this 
method  of  distributing  manufacturers'  advertising  lit- 
erature. 

Mr.  Legge  has  found  the  calendars  exceedingly  popu- 
lar and  customers  look  forward  to  their  arrival.  In- 
deed, when  through  absence  on  holiday  or  some  other 
reason,  one  of  the  series  has  been  missed,  customers 
have  come  to  Mr.  Legge 's  store  from  as  far  as  Kew 
Beach — 4  miles — to  try  and  secure  the  missing  one.  Mr. 
Legge  has  received  many  requests  for  frames  for  the 
series,  and  is  at  present  making  arrangements  to  meet 
this  demand. 

How  He  Oets  Doctors  Interested. 

As  has  been  stated  Mr.  Legge  does  a  large  prescrip- 
tion business  and  probably  keeps  a  wider  range  of 
drugs  than  the  ordinary  druggist.  To  drug  manufac- 
turers he  gives  a  list  of  doctors  in  his  neighborhood, 
and  to  them  the  manufacturers  mail  descriptions  of  new 
products  as  they  come  on  the  market,  with  a  footnote 
that  Mr.  Legge  can  fill  prescriptions.  At  the  same  time 
Mr.  Legge  himself  sends  out  cards  to  these  doctors  stat- 
ing that  he  can  supply  these  drugs  from  stock.  This 
ability  to  supply  the  newest  drugs  is  a  reason  for  medi- 
cal men  to  recommend  him  to  their  patients. 

The  druggist  will  observe  that  Mr.  Legge 's  advertis- 
ing is  very  effective.  The  literature  distributed  is  ar- 
tistic and  instructive,  and  good  paper  well  printed  in 
colors  is  used.  There  is  no  tendency  for  the  recipient  to 
discard  what  is  sent  unread  and  consign  it  to  the  waste- 
paper  basket — a  fate  which  befalls  a  good  deal  of 
cheap,  badly  printed  and  difficult  to  read  circulars. 


The  Barnes  Drug  Co.,  of  Sault  Ste.  Marie,  suffered 
loss  in  a  fire  that  did  damage  to  the  extent  of  about 
$100,000.  This  is  the  second  time  in  ten  months  that 
the  Barnes  Block  has  been  the  scene  of  a  bad  fire. 


LOCAL  PAPER  WORKS  BUY-AT-HOME 
CAMPAIGN. 

Here  is  a  plan  used  in  a  small  town  to  impress  on 
people  why  they  should  buy  their  goods  in  their  home 
town.  It  was  called  the  "Buy-at-Horae  Campaign," 
and  was  operated  by  the  local  paper  for  the  benefit  of 
the  merchants.  In  a  nutshell  it  included  the  offer  of 
cash  prizes  from  $1  to  $10  for  the  best  essays  by  the 
school  children  on  "Why  we  should  buy  at  home."  The 
contest  was,  of  course,  exploited  through  the  paper  and 
attracted  general  attention  to  the  question  under  dis- 
cussion, especially  among  the  parents  of  the  many 
children  who  competed. 

The  plan  is  one  that  could  be  worked  in  any  town  or 
village  where  there  is  a  newspaper.  That  there  is  much 
need  of  such  publicity  in  many  of  the  smaller  centres 
of  Canada  is  a  generally  acknowledged  fact,  and  in  this 
way  the  desired  points  on  why  people  should  trade  at 
home  can  be  brought  before  customers  without  coming 
directly  from  the  merchants. 

In  this  case  the  winning  essays  were  published  in  the 
local  paper.  Why  not  bring  the  matter  before  your 
local  newspaper  proprietor?  No  doubt  some  co-opera- 
tive plan  of  conducting  such  a  scheme  could  be  arrang- 
ed between  the  paper  and  the  merchants. 


ANNIVERSARY  SALES  GOOD  FEATURE 

Anniversary  sales  are  a  big  feature  with  many 
stores,  and  usually  bring  considerable  business 
and  general  publicity.  In  the  Anniversary  Sale 
the  merchant  generally  goes  a  little  further  in 
offering  inducements  to  buyers  than  in  any  of  his  other 
sales,  as  this  sale  is  supposed  to  be  a  celebration  of  the 
store's  birthday. 

If  these  sales  are  made  of  real  importance,  people 
will  remember  them  from  year  to  year.  They  will  look 
forward  to  them  as  events  that  should  not  be  missed. 

One  dealer  who  has  made  a  strong  feature  of  his 
anniversary  sale  for  a  number  of  years  says  in  regard 
to  it,  "This  place  is  a  town  of  about  1,200  population, 
and  having  a  large  country  trade  around  it,  we  find 
that  an  anniversary  sale  pulls  Avell.  In  order  to  make 
it  a  success  some  little  advertising  must  be  done,  but 
we  find  Ave  are  amply  repaid  in  the  trade  it  brings  us 
and  the  advertising  it  does  for  our  own  store." 


J)UNCAN'S  drug  store,  Edmon- 
ton, Alberta— A  well  arranged 
storeiii  which  good  flxluros  nru  used 
and  where  the  sidelines  are  ployed 
up  prominently.  Note  the  s  lent 
salesmen  at  the  front  devoted  to 
cigars  and  associated  lines. 
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A  Drug  Store  that  Handles  a  Multitude  of  Sidelines 

Is  that  of  the  Canada  Drug  &  Book.  Co.,  of  Regina,  Sask- — Pay  a  good 
profit  and  attract  customen  to  the  store — Some  of  the  features  of  the  store 


BY  A  STAFF  EDITOR 


THE  increasing  attention  that  is  being  given  to  the 
so-called  sidelines  by  the  dnag  trade  is  well 
demonstrated  in  the  store  of  the  Canada  Drug  & 
Book  Co.,  Regina,  Sask.,  which  an  editor  of  The  Retail 
Druggist  had  the  pleasure  of  visiting.  The  store  is  a 
large  one,  divided  into  two  sections,  each  one  being 
originally  a  separate  store.  Starting  with  only  one 
store,  the  expansion  of  business  and  taking  on  of  many 
new  sidelines  necessitated  the  occupation  of  the  ad- 
joining one,  and  the  rearrangement  of  the  two  stores 
into  one  large  establishment.  Plenty  of  room  for  the 
display  of  the  sidelines  is  recognized  as  a  big  factor  in 
selling  the  greatest  quantity. 

An  Extensive  Range  of  Sidelines 

In  addition  to  the  ordinary  lines  handled  in  every 
drug  store,  some  of  the  sidelines  noted  by  the  writer 
during  his  visit  included:  Cameras  and  photographic 
supplies,  candies,  rubber  goods,  clocks  (small  decora- 
tive and  alarm),  full  line  of  brass  goods,  china,  pen- 
nants and  cushion  tops,  leather  and  fancy  purses,  books 
and  stationery,  papers  and  magazines,  toys  and  games, 
cut  glass,  postcards,  nicknacks  for  souvenirs,  waste 
paper  and  fancy  baskets,  silverware,  cutlery,  brushes 
and  whisks,  feather  dusters,  dolls,  jewel  cases,  ivory 
goods,  opera  and  field  glasses,  mirrors,  necklaces,  belt 
buckles,  etc.  These  are  all  lines  that  are  given  a  good 
deal  of  attention  and  prominence  during  the  entire 
year. 

Separate  Man  in  Charge  of  Each  Section 

As  stated  before,  the  store  is  in  two  sections,  with 
drugs,  patent  medicines,  photographic  department, 
toilet  and  rubber  goods,  candies,  etc.,  on  one  side,  and 
lines  not  so  closely  connected  with  drugs  on  the  other 
side.  There  is  a  separate  man  in  charge  of  each  sec- 
tion, A.  Woodrow  looking  after  the  drug  department 
and  J.  Doherty  after  the  fancy  goods,  etc.     Goods  are 


A  window  display  In  the  Htore  of  tho  Canada  Drug  &  Ilook  Co..  of  Roglna,  Saak. 
bu>'iaosii  features  in  neconipanyinK  article. 


prominently  displayed  on  both  sides,  the  value  of  get- 
ting them  out  before  probable  customers  being  recog- 
nized. Frequent  rearrangements  are  also  made,  the 
value  of  a  change  being  realized,  even  if  it  only  amounts 
to  changing  a  show  case  or  display  of  goods  to  a  dif- 
ferent location.  The  sidelines  are,  of  course,  played 
up  in  a  prominent  manner. 

They  Pay  the  Big  Profit 

"It  is  the  sidelines  that  bring  in  the  money  and  pay 
the  big  profit,"  was  the  statement  made  to  the  writer 
by  Mr.  Woodrow,  who  gained  his  early  experience  in 
the  drug  trade  in  Scotland.  "The  Old  Country  has 
been  slow  in  taking  up  the  sidelines,  but  it  is  waking 
up  to  the  opportunities  which  they  present." 

"We  keep  our  eyes  open  for  new  sidelines  that  are  in 
demand  by  the  people  and  which  will  work  in  to  ad- 
vantage, ' '  he  continued.  ' '  They  draw  additional  people 
to  the  store  and  also  help  out  the  slack  seasons  won- 
derfully. For  instance,  fancy  goods  will  hold  up  sales 
at  one  season,  souvenirs  will  help  out  at  another,  and 
so  on. 

"Last  spring  we  did  a  big  trade  in  seeds.  At  the 
proper  time  we  arranged  a  big  interior  display  and 
used  the  window  and  newspapers  to  impress  on  the 
public  that  we  were  handling  the  line.  We  were  suc- 
cessful in  selling  a  huge  amount  and  in  attracting  many 
new  purchasers  to  the  store. 

Need  of  Watching  the  Leaks 
Mr.  Woodrow  points  out  the  necessity  of  watching 
the  leaks  in  the  drug  business  if  profits  are  to  be  main- 
tained. One  avenue  of  loss  referred  to  was  that  which 
sometimes  takes  place  when  goods  are  sent  out  c.o.d. 
and  an  efficient  check  not  kept  on  tliem.  In  this  store 
telephone  orders  going  out  c.o.d.  are  made  out  in  tripli- 
cate and  one  copy  kept  as  a  check. 

"Keep  your  eye  on  the  little  leaks," 
is  his  advice  to  druggists.  "If  you 
save  25  cents  per  day,  that  means 
$1.75  per  week,  and  soon  runs  up  to  a 
considerable  sum.  Keep  a  tab  on  the 
various  lines,  and  if  they  are  found  to 
not  be  paying  their  way,  either  spruce 
up  the  line  or  discard  it." 

Some  Features    . 

There  are  two  large  display  win- 
dows and  a  double  entrance.  The  store 
is  located  opposite  the  Union  Depot, 
thus  assisting  the  sale  of  postcards  and 
souvenirs. 

Candies  are  found  a  profitable  line, 
a  silent  salesman  at  the  front  being 
given  over  to  their  display. 

The  manager  of  the  store  is  Robert 
Martin,  who  is  registrar-treasurer  of 
the  Saskatchewan  Pharmaceutical  As- 
sociation. Mr.  Martin  has  been  mayor 
of  Regina  for  two  years,  just  recently 
retiring. 


Head  its 
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COMMENTS  ON  BUSINESS  MATTERS 

B^  W.  L.  Edmonds 


Failures  of  1914.         That  1914  was  a  time  of  stress 
and  strain  for  the  business  men 
of  Canada  is  evident  from  the  record  of  failures  whici 
has  recently  been  issued. 

Taking  all  branches  of  business — manufacturing  and 
merchandising — the  total  number  of  failures  was  2,898, 
compared  with  1,719  in  1913.  This  was  an  increase  of 
68.58  per  cent. 

In  the  retail  grocery,  general  merchandising  and  pro- 
vision trades  the  failures  were  848,  or  64.34  per  cent, 
greater  than  in  1913.  Two  only  of  the  provinces 
showed  a  decrease,  and  these  were  Nova  Scotia  and 
New  Brunswick. 

That  the  war  is  the  cause  of  the  multiplication  of 
failures  in  Canada  it  would  be  unreasonable  to  claim. 
Long  before  the  war  broke  out  it  was  quite  evident  that 
liquidation  must  take  place  before  business  could  again 
be  upon  a  healthy  basis.  This  was  particularly  true 
in  the  West,  where  business  had  been  greatly  overdone. _^ 

As  a  matter  of  fact,  however,  there  were  too  many' 
retailers  in  all  parts  of  Canada.     But  it  was  in  the 
West  that  this  state  of  affairs  was  the  most  pronounced. 

The  storekeeper,  while  a  necessity  of  the  greatest 
importance,  is  not  a  producer.  And  when  storekeepers 
and  producers  are  out  of  proportion  it  necessarily  fol- 
lows that  it  is  only  a  matter  of  time  before  readjust- 
ment must  take  place.  That  this  readjustment  has 
been  going  on  during  the  past  year  is  quite  evident 
from  the  record  of  failures.  The  war  did  not  cause 
it.  It  only  hastened  it.  Had  the  stream  of  immigration 
been  maintained  at  the  standard  of  previous  years  the 
failures  would  probably  not  have  been  so  numerous, 
but,  unfortunately,  this  was  not  possible.  On  ,the  con- 
trary, instead  of  being  maintained,  it  fell  off  over  50 

per  cent. 

•     •     •     • 

The  Worst  is  Over.  That  the  worst  is  over  there  can 
now  be  no  doubt.  The  farming 
industry,  which  is  the  first  line  of  defence,  is  in  a 
stronger  position  than  for  a  great  many  years.  From 
field  crops  it  last  year  obtained  a  revenue  of  about 
.$86,000,000  more  than  in  1913,  and  under  cultivation 
this  year  there  will  be  an  increased  acreage  of  15  to 
20  per  cent.,  and  possibly  more. 

Then  there  is  the  manufacturing  industry  to  be  taken 
into  account.  Its  position  is  certainly  a  great  deal 
more  satisfactory  than  it  was  six  months  ago.  Not 
only  is  the  manufacturing  industry  benefiting  by  the 
$70,000,000  of  war  orders  that  have  come  to  this  coun- 
try, but  there  are  the  goods  which  are  being  made  to 
replace  those  formerly  imported. 

The  outlook  is  brightening  and  confidence  is  grad- 
ually being  restored.  But  in  the  meantime  push  for 
business,  and  when  pushing  keep  Canadian-made  goods 
to  the  front. 


Prom  a  reading  of  these  articles  it  is  evident  that, 
while  they  all  wished  that  their  husbands  could  spend 
more  time  at  the  home  and  less  at  the  store,  none  of 
them  appear  to  regret  that  they  married  the  man  they 
did.  One  acknowledges  that  she  persuaded  her  hus- 
band to  throw  up  his  position  and  seek  another  line  of 
business.  The  line  of  business  he  got  into  was  that  of 
undertaking.  But,  unfortunately,  that  finally  became 
even  more  uncertain  than  the  drug  business,  as  far  as 
his  hours  of  freedom  were  concerned,  so  that  the  last 
condition  hecame  worse  than  the  first. 

But  after  all,  when  the  right  man  comes,  along,  even 
if  he  should  be  a  druggist,  the  average  sensible  woman 
will  take  him  "for  better  or  for  worse,"  and  what  is 
more,  would  marry  him  again  if  a  second  ceremony 
was  necessary. 

At  a  dinner  party  some  years  ago  a  discussion  arose 
as  to  what  those  present  would,  above  all  things,  first 
like  to  do  should  it  be  possible  to  return  to  this  life 
after  death.  One  of  the  gentlemen  present,  when  his 
opinion  was  asked,  turned  to  his  wife  and  said  that  if 
he  had  the  opportunity  to  return  to  this  life  the  first 
thing  he  would  like  to  do  would  be  to  become  his  wife's 
s<!Cond  husband.  If  the  same  question  were  put  to 
the  wife  of  any  druggist  she  would  probably  answer 
that  she  would  like  to  become  her  husband's  second 
wife,  for,  after  all,  the  home  of  the  average  druggist 
is  just  as  happy  as  that  of  the  home  of  the  man  en- 
gaged in  any  other  vocation. 

But  isn't  it  possible  to  make  the  duties  at  the  store 
a  little  less  exacting  than  they  are  in  order  that  the 
druggist's  family  might  have  a  little  more  opportunity 
of  getting  acquainted  with  him?  There  is  only  one 
answer  to  the  question. 


Two  Days'  Rest 
in  Business. 


The  Druggist  and 
His  Home  Life. 


An  American  paper,  the  Bulletin 
of  Pharmacy,  recently  published 
several    special    articles    written 

by  the  wives  of  druggists  on  the  subject :    "If  I  Married 

Again,  Would  I  Marry  a  Druggist  t" 


Some  of  the  department  stores  m 

New  York  last  summer  tried  the 

experiment  of  closing  their  places 

of  business  all  day  Saturday,  thus  giving  the  clerks  a 

two  days'  rest.     Recently  the  Consumers'  League,  in 

that  city,  made  an  investigation  as  to  the  results. 

According  to  the  report  which  is  the  outcome  of  this 
investigation  the  results  have  been  satisfactory  to  ail 
concerned.  To  the  proprietors  there  came  financial 
benefit  because  of  the  saving  accomplished  in  lighting 
bills  and  other  running  expenses.  To  the  clerks  came 
benefit  in  the  shape  of  greater  opportunity  for  both 
rest  and  recreation.  And  from  the  greater  efficiency 
that  the  clerks  put  into  their  work  came  compensation 
to  the  proprietors. 

The  experiment  is  an  interesting  one.  There  is  no 
question  about  it,  long  hours  of  confinement  behind 
store  counters  reduce  vitality  and,  consequently,  effi- 
ciency.   There  isn't  any  doubt  onthat  point. 

But,  iinfortunately,  it  is  not  every  storekeeper  that 
can  close  his  store  all  day  Saturday  and  thereby  enable 
himself  and  his  clerk  to  get  two  full  days  in  the  week 
for  rest  and  recreation. 

Two  things,  however,  all  storekeepers  can  do  if  they 
make  up  their  mind  so  to  do.  The  first  is  to  cut  an 
hour  or  two  off  the  store  day.    The  other  is  to  give 
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themselves  and  their  clerks  one  clay's  holiday  a  week 
besides  Sunday.  Compensation  would  come,  as  in  the 
case  of  the  New  York  department  stores,  in  the  shape 
of  greater  zeal  and  efficiency. 

•    •     •     • 

Business  Men  Retail  merchants  in  New  York  re- 

and  Politics.  cently  declared  that  unless  they 

got  a  square  deal  in  regard  to 
legislation  affecting  their  business  they  would  go  into 
politics. 

One  might  almost  wish  that  the  square  deal  did  not 
materialize.  If  it  drove  them  into  politics  it  would  be 
a  blessing  in  disguise. 

Business  men  do  nOt  take  sufficient  interest  in  public 
affairs.  And  the  business  men  in  Canada  are  as  great 
sinners  in  this  respect  as  their  confreres  in  the  United 
States.  They  leave  the  management  of  the  affairs  of 
the  municipality,  the  province,  and  the  Dominion,  to  a 
large  extent,  in  the  hands  of  ward  heelers  and  profes- 
sional politicians.  The  fruit  of  this  is  to  be  seen  in  the 
calibre  of  some  of  the  men  who  sit  in  municipal  coun- 
cils and  parliamentary  bodies. 


Men,  not  Ma- 
chinery, Wanted. 


We  hear  a  great  deal  from  time 
to  time  in  regard  to  the  creation 
of  new  machinery  whereby  the 
members  of  municipal  and  parliamentary  institutions 
shall  be  elected.  But  it  is  not  so  much  new  machinery 
as  greater  interest  in  public  affairs  by  the  business  men 
of  the  country  that  is  demanded. 

When  a  machinist  proves  inefficient  it  is  not  a  new 
machine  that  the  manufacturer  purchases  in  order  to 
correct  the  botchwork  which  has  been  done.  He  simply 
gets  a  new  machinist.  The  business  men  of  Canada 
should  work  along  similar  lines  when  they  are  selecting 
men  to  run  the  machinery  of  the  country. 


It  is  not  in  the  increase  in  population  that  the  poten- 
tiality of  the  Indians  chiefly  lies,  for,  as  far  as  numbers 
are  concerned,  the  population  remains  about  stationary 
at  100,000.  That  which  is  increasing  their  value  to  the 
business  community  is  their  wealth-producing  tenden- 
cies. 

Last  year,  for  example,  the  Indians  of  Canada  pro- 
duced $1,856,424  worth  of  grain  and  roots,  an  increase 
of  $208,508  over  the  preceding  year,  while  their  total 
earnings  from  various  enterprises  and  wages  aggre- 
gated $6,872,130,  or  $1,084,487  more  than  in  1913.  The 
total  value  of  their  real  and  personal  property  has 
now  reached  the  tidy  sum  of  $68,462,865. 

One  thing  of  particular  interest  to  the  businjess  men 
of  Canada  is  the  increasing  desire  of  the  Indians  for 
a  better  class  of  home.  The  old  one-roomed  shack 
they  are  gradually  deserting,  and  in  its  place  is  ap- 
pearing a  good  class  of  dwelling  with  shingled  roof, 
large  windows  and  separate  bedrooms.  And  the  natu- 
ral outcome  of  this  modem  tendency  is  a  demand  for 
better  house  furnishings,  better  clothing,  better  food 
and  for  better  living  conditions  generally,  all  of  which 
redounds  to  the  advantage  of  the  business  men  of  the 

country. 

•     •     •     • 

A  NEW  COW 

After  working  for  three  years,  a  group  of  German 
scientists  declare  they  have  perfected  a  milk  which  sur- 
passes that  of  the  faithful  cow. 

This  milk  is  made  from  the  soya  bean,  and  is  consid- 
ered more  digestible  than  the  milk  we  now  drink.  The 
cream  made  from  this  bean  is  also  more  nourishing. 
■  The  only  one  of  the  dairy  products  that  cannot  be 
made  from  the  soya  bean  is  butter,  but  it  can  be 
creamed  to  a  cheese  and  lends  itself  to  all  sorts  of 
cooking. 


A  Farcical  Council.  One  of  the  worst  evidences  of 
mismanagement  on  the  part  of  a 
public  body  that  has  been  manifested  for  some  time 
was  that  of  the  City  Council  of  Toronto  the  other  day 
when  the  members  of  that  body  first  rushed  through 
the  appointment  of  a  man  as  chief  of  the  fire  brigade, 
and  then,  in  the  same  breath,  ordered  an  investigation 
before  a  judge  into  certain  charges  against  the  man 
appointed,  and  the  brigade  in  general. 
,  Imagine  a  board  of  directors  of  a  business  enterprise 
appointing  as  general  manager  a  man  against  whom 
charges  of  inefficiency  and  otherwise  were  levied,  and 
then  in  the  same  breath  ordering  an  investigation  as 
to  the  bona  fides  of  these  charges! 

As  a  matter  of  fact,  such  a  thing  cannot  be  imagined. 
What  they  would  have  done  would  have  been  to  order 
an  investigation  first  and  then,  if  his  skirts  were  cleared, 
make  the  appointment.  They  wouldn't  have  put  the 
cart  before  the  horse,  as  the  Toronto  City  Council  has 
done. 

It  is  quite  evident  that  what  the  City  Council  of  To- 
ronto needs  is  men  of  business  commonsense,  not  ma- 
chinery. 


The  Indian  as  a 
Customer. 


Thanks  to  the  influence  of  edn- 
cation,  theoretical  and  practical, 
and  the  wise  supervision  of  the 
Federal  Government,  the  potential  value  of  the  Cana- 
dian Indian  to  the  business  community  is  increasing 
more  and  more  as  the  years  go  by. 


iiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 

I             Passing  Thoughts  on  Business  | 

I                                    By  W.  L.  E.  I 

I  Stop  the  leaks  in  business  and  increase  the  output  g 

s  of  merchandise.  % 

1  Keep  up  your  advertising  in  order  that  your  cus-  g 

S  tamers   may   see   that  you    are   keeping   up   your  g 

g  courage.                                                                  _  = 

—                                                      ^  ^ 

1  While  the  farmers  are  taking  steps  to  increase  the  g 

1  productivity  of  their  fields,  it  is  a  good  time  for  g 

1  business  men  to  plan  for  greater  selling  efficiency  | 

I  in  their  store.  g 

1  Get  rid  of  your  dead  stock  even  if  you  have  to  sacri-  J 

1  fice  your  profits.     It  is  better  to  lose  profits  than  g 

g  capital.  = 

1  Better  methods  help  to  bring  about  better  business.  J 

=  Enthusiasm   in  business,    like  a  lubricant  in  ma-  g 

g  chinery,  aids  effii  iency.  g 

g  Spring  may  be  some  months  away,  but  it  is  none  too  g 

=  early  to  prepare  for  the  spring  clean-up  trade.  g 

1  To  push  Canadian-made  goods  is  to  help  the  return  g 

1  of  better  trade  conditions.  g 
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For  the  Man  Behind  the  Counter 


A  Department  of 
Salesmamhip 


Use  Salesmanship  with  the  Lookers 

From  Collier's  Weekly 

THE  boss  wants  lookers,  because  he  knows  the 
looker  of  to-day  is  the  buyer  of  to-morrow,  and 
he  wants  to  make  the  lookers  feel  that  his  store 
is  "the  best  place  to  trade,"  which  is  only  another  way 
of  saying  that  it  is  the  best  place  to  do  one's  looking. 
He  also  knows  that  the  looker  of  to-day  can  sometimes 
be  converted  into  a  buyer  before  the  day  is  over.  All 
he  requires  to  accomplish  what  he  desires  is  salesman- 
ship among  his  sales  people.  Does  he  get  itt  Not  from 
all  of  them.  If  he  did  there  would  be  less  need  for 
commissions  to  inquire  laboriously  into  the  relation  be- 
tween shopgirls'  wages  and  shopgirls'  chastity,  for 
real  salesmanship  will  get  the  money  wherever  it  is 
practiced  and  by  whomever  it  is  practiced.  Real 
salesmanship  is  one  light  that  can't  be  hidden  under  a 
bushel.  It's  a  light  that  can't  be  obscured.  It's  a  light 
that  will  shine  above  department  heads  and  floor- 
walkers and  reach  clear  up  to  the  "old  man"  in  his 
private  office,  if  you  keep  it  burning  long  enough. 

What  is  Salesmanship? 

What  is  salesmanship?  No  one  quite  knows.  But 
if  you  will  take  care  of  the  lookers ;  if  you  will  make 
all  the  lookers  pleasantly  remember  what  you  showed 
them  and  how  you  showed  it  to  them  when  they  were 
merely  looking,  you  will  have  mastered  one  very  im- 
portant branch  of  retail  salesmanship. 

To  retail  clerks  who  are  not  salesmen,  lookers  will 
always  be  abhorrent.  To  retail  clerks  who  are  sales- 
men, a  looker  is  an  important  selling  problem  and 
provokes  neither  impatience,  discourtesy,  nor  a  sense 
of  injury.  As  is  true  of  most  problems  of  retail  sales- 
manship, the  best  Avay  to  prepare  yourself  to  handle 
lookers  is  to  learn  your  merchandise  so  thoroughly  that 
you  can  always  talk  interestingly  and  convincingly 
about  it. 

If  I  were  a  retail  merchant  I  should  encourage  my 
sales  people  to  encourage  looking  not  only  in  their  own 
departments,  but  also  in  other  departments  of  the  store. 


BECOME  YOUR  OWN  AUTHORITY. 

By  Olio  Buehrman 

Let  a  young  man  take  up  such  studies  as  will  qualify 
him  for  his  work  in  any  line  of  trade,  and  he  will  forge 
to  the  front  in  an  astonishingly  short  time.  A  knowl- 
edge of  the  goods  he  has  to  sell,  learned  from  the  his- 
tory of  the  raw  material,  manufacturing  the  same  into 
the  commodities  handled,  or  converting  the  manufac- 
tured articles  into  other  forms,  knowing  the  channels 
of  distribution,  and  how  to  select  the  merchandise  for 
his  market,  make    him  a  clerk  of  the  first  rank. 

Road  Open  to  AH. 

If  there  were  a  royal  road  to  the  top  of  the  ladder  it 
would  be  held  by  the  favored  few  and  the  multitude 
excluded.  But  the  road  is  open  to  any  and  everyone 
of  the  thousands  of  employes  who  will  but  travel  it; 
the  only  restrictions  are  those  of  health  or  inclination 


to  master  the  details.  To  use  the  slang  of  the  day, 
"You  must  get  your  business  into  your  system  before 
it  will  begin  to  work  out." 

Do  not  take  the  opinion  of  anybody  on  the  important 
points  of  your  work.  Become  an  authority  of  your 
own;  read  what  the  trade  papers  say  about  the  ques- 
tions of  the  hour.  Learn  from  authorities  at  first  hand 
where,  how,  and  when  the  goods  which  you  are  now 
selling  were  made.  By  comparison,  know  which  are 
the  best,  and  do  not  be  satisfied  with  a  little  knowledge 
on  the  subject;  keep  digging  all  the  time,  for  it  will 
soon  develop  that  things  change  constantly,  and  what 
was  once  a  good  opinion  is  now  but  history.  Keep  an 
open  and  free  mind,  not  cluttered  up  with  prejudices; 
just  say  to  all  men,  "Show  me." 

It  is  as  impossible  to  give  an  illustration  of  every 
sale  the  clerk  will  be  called  on  to  make  as  it  would 
be  to  attempt  to  give  every  problem  in  arithmetic  which 
the  student  will  meet.  But  when  the  student  has  mas- 
tered the  rules  by  which  to  solve  his  arithmetical  prob- 
lems he  is  not  at  all  confused  by  any  odd  or  peculiar 
kind  he  meets.  Neither  is  the  salesman  "rattled"  when 
he  knows  his  stock  and  has  sized  up  the  customer 
correctly. 

CLERK  SENDS  IN  SOME  MORE  DON'TS. 

Some  time  ago  in  this  department,  we  ran  a  list  of 
"Don'ts"  for  the  clerk.  A  clerk  who  Avas  interested 
in  them  sends  us  on  a  few  more  as  follows  : — 

"Don't  say  "I  wasn't  hired  to  do  that."  There 
has  to  be  a  little  give  and  take  in  the  store. 

Don't  let  false  pride  hinder  you  from  doing  honest 
labor. 

Don't  get  excited  in  times  of  rush.  You  can  do 
more  work  and  do  it  better  by  keeping  cool. 

Don't  allow  a  customer  to  leave  the  store  dissatisfied 
or  oft'endod.      They  may  never  come  back  again. 

Don't  allow  a  customer  to  look  in  vain  for  somebody 
to  serve  her,  while  you  gossip  with  your  fellow  clerk. 

Don't  fail  to  knqw  what  goods  you  have  in  stock  and 
where  to  get  them. 

• 
Blobbs — How  did  he  make  his  money  f 
Slobbs — In  smoking  tobacco. 

Blobbs — Is  that  so?  I've  been  smoking  tobacco  nearly 
all  my  life,  but  I  never  made  any  money  at  it. 


MORE  PEP  IN  YOUR  WORK 

MOTION,  vigor,  ginger,  pep — whatever  you  wish 
to  call  it — what  a  great  and  mighty  thing  it  is, 
and  how  badly  it  is  needed  in  some  stores. 
Speed  up  a.little.  Speed  is  good  for  the  constitution. 
It  irons  the  kinks  out  of  the  liver.  It  makes  the  diges- 
tive fluids  of  the  stomach  do  their  work..  It  rings  up 
the  curtain  of  the  brain,  making  the  mind  clearer  for 
the  day's  work. 

Speeding  up  doesn't  mean  tearing  around  aimlessly 
or  burning  up  your  energy  accomplishing  nothing. 
When  you  make  a  move,  be  sure  that  your  brain  is 
behind  it.  Your  body  is  a  great  machine,  but  you  must 
have  an  engineer  to  run  It.  This  engineer  is  your 
mind. 
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The  Lazy  Bug  a  Highly-Paid  Worker  i*ithy  pointers  for  the  clerk 


Banish  It  from  your  Store 

ONE  of  the  highest  paid  workers  in  many  stores  is 
the  lazy  bug.  It  does  not  receive  direct  wages, 
but  if  the  merchant  could  get  down  to  its  exact 
cost  to  him,  the  figures  in  some  cases  would  startle 
him. 

The  lazy  bug,  despite  its  name,  is  a  hard  worker.  The 
trouble  is,  though,  that  when  it  works  on  a  man,  the 
clerk  won 't  work.  When  the  lazy  bug  has  a  good  job 
in  a  store,  tne  clerk  is  liable  to  lose  his  job,  or  if  it 
happens  to  be  the  merchant  himself  who  is  affected,  the 
right  principles  of  merchandising  are  strangers  there. 

How  You  Can  Tell  the  Bug  is  Present. 

Good  housekeeping  and  the  lazy  bug  won't  mix.  In 
a  store  dominated  by  the  lazy  bug  you  don't  see  price 
tickets;  you  look  in  vain  for  proper  display;  you  are 
offended  by  the  makeshifts  for  window  trims;  you  see 
a  poorly  balanced  stock;  you  see  merchandise  old 
enough  to  have  whiskers;  you  see  plain  dirt;  you  see 
on  every  hand  evidence  of  things  not  done. 

If  you  are  lazy  yourself — well,  come  on,  wake  up ! 
Work  some.  It  will  make  you  feel  like  a  real  man. 
Get  some  dirt  on  your  hands.  It  will  look  better 
there  than  on  the  merchandise.  While  you  are  on 
the  job,  be  there.      When  you're  through,  be  through. 

Big  Reward  for  Faithful  Work. 

There  is  hope  for  the  lazy  man,  too,  if  he  is  O.K.  in 
other  ways.  A  mtin  is  not  necessarily  lazy  because  he 
doesn't  like  work.  A  lazy  man  is  one  who  won't  work. 
Therefore,  if  you  determine  to  work  and  really  do  work, 
you  are  not  lazy,  no  matter  whether  you  like  work  or 
not.  Before  you  know  it,  work  and  you  will  be  good 
friends.  You'll  see  the  good  returns.  You'll  be 
healthier,  happier  and  more  prosperous. 

Old  Man  Work  is  a  mighty  square  fellow.  There's 
absolutely  no  limit  to  the  reward  he  gives  when  you 
do  the  fair  thing  by  him.  It's  up  to  you.  You  get 
all  you  earn.  And  he  alwaj's  is  ready  and  able  to 
pay,  whether  it's  a  nickel  or  ten  million  dollars. 

Get  Interested  in  Your  Work 

Speaking  of  work,  isn't  it  a  tragedy  to  see  a  fellow, 
merely  to  get  a  living,  drilling  away  at  some  job  he 
despises  with  all  his  heart? 

When  a  man  isn't  interested  in  his  work,  when  he 
can  not  get  up  real  enthusiasm,  Avhen  he  does  not  take 
pride  in  the  things  he  creates — then  work  to  him  is 
bondage.  He  may  as  Avell  be  in  jail  or  trying  to  make 
bricks  without  straw. 

But  when  he  finds  real  joy  in  the  things  he  does, 
when  he  loves  his  work — well,  he  can  give  the  best  of 
them  lessons  in  how  to  be  happy  though  working. 

Everybody  Has  to  Work 

Everybody  has  to  work.  Killing  time  is  working. 
Even  the  princes  know  that.  I  used  to  think  I'd  like 
a  job  as  prince.  Being  a  royal  pie-eater  was  to  my 
untutored  mind  the  very  acme  of  earthly  felicity.  But 
I've  seen  so  many  lazy  people  since  then  that  my  mind 
is  changed.  Now  my  ideal,  ray  hero,  is  the  man  who 
to  him  is  the  same  whether  he  is  the  biggest  business 
man  in  America  or  the  lowest  clerk  in  a  small  store. 


Selling  goods  over  and  above  actual  demand  is  the 
thing  that  pleases  the  boss. 


•     •     • 


Don't  be  too  dignified,  even  if  you  do  hold  a  fairly 
good  position.  Those  who  are  long  on  dignity  arc  gen- 
erally short  on  popularity. 

•  •     • 

Honest,  sober  and  industrious  employes  arc  in  de- 
mand, but  those  who  are  ideal  have  one  other  quality, 

and  that  is  ambition. 

•  •     • 

Dreaming  of  higher  wages  may  be  a  pleasant  occupa- 
tion, but  there  is  nothing  like  hard  work  to  make  those 

dreams  come  true. 

«    •    • 

Don't  stop  with  an  interest  in  only  those  who  have 
said  they  wanted  to  buy.    Every  visitor  to  the  store  is 

a  possible  customer. 

•  •    • 

Reading  in  the  trade  paper  about  a  good  window  dis- 
play isn't  going  to  help  business.  It  is  going  to  work 
and  making  such  a  window  display  yourself. 

•  •    • 

Selling  two  articles  to  the  customer  who  comes  for 
one  is  an  art  that  it  is  well  to  develop. 


Blank  wall  space  in  the  store  will  not  make  any  sales. 
Put  a  good  sign  card  wherever  there  is  room  for  one. 

•  •     • 

The  clerk  who  notices  a  shortage  in  certain  items  of 
stock,  and  fails  to  call  attention  to  it  is  not  doing  his 
part  toward  helping  the  business  along. 

•  •    • 

Instead  of  gazing  out  of  the  window,  get  busy  dust- 
ing or  re-arranging  shelves  or  showcases. 


It's  good  business  to  keep  the  "Do  it  now"  motto 
working  full  time. 


THE  GAME  OF  BUSINESS  AS  I  SEE  IT 
Observations  of  the  Delivery  Boy 

Work  and  wait,  but  don't  wait  for  work. 

Anj'one  can  make  a  promise.  It's  carrying  them 
out  that  counts. 

Even  if  the  clerk  does  call  his  position  a  berth,  it's 
no  place  to  go  to  sleep  in. 

The  reason  hard  luck  overtakes  some  fellows  is  that 
they  don't  move  fast  enough  to  keep  ahead  of  it. 

Business  is  like  an  automobile — there's  no  telling 
what  may  happen  when  a  fool  gets  into  it. 

The  early  settlers  may  have  founded  the  country, 
but  those  who  settle  on  the  first  of  each  month  keep 
it  going. 

Boys  and  fruit  ore  vastly  different — for  many  a 
spoiled  boy  develops  into  a  fresh  clerk. 

"Yes,  I'll  give  you  credit,"  said  the  denier.  "Credit 
for  any  cash  you  pay  on  your  account." 

Don't  think  you're  the  whole  works.  This  world 
ran  before  you  arrived  and  will  keep  going  a  long 
time  after  you  leave. 

Fortune  is  said  to  favor  the  brave,  but  it  frequently 
takes  misfortune  to  ascertain  if  a  man  really  is  bravo. 

Human  nature  varies  to  such  an  extent  that  tact  and 
diplomacy  are  necessary  in  the  collection  of  accounts. 
One  man  is  highly  indignant  when  you  ask  him  to 
pay  an  account  that  is  five  months  old.  for  goods  that 
were  bought  on  tbirty  dayi  time,  while  onothcr  npol- 
ogizes  when  he  pays  a  bill  that  is  thirty  days  old  bo- 
cause  it  was  not  paid  before.  I  believe,  however,  that 
the  first  class  is  in  the  majority. 
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Collins'  Course  in  Show  Card  Writing 


One  of  a  terie$  of 
articles  specially  prepared 
for  this  journal. 


AMONG  the  varioas  accessories  a  card  writer  needs 
is  a  card  rack  for  holding  finished  cards  while 
they  are  drying.    Cards  laid  on  a  table  to  dry 
take  up  too  much  space,  as -they  cannot  be  laid' Pn  top 
of  each  other  while  the  color  is  wet. 

There  are  various  ways  of  making  racks  suitable  for 
holding  cards.i    Ti?  illustrations,  in. Fig.  16  show  two 


Fig.  16. 

■imple  methods  'that  are  very  satisfactory.  The  one 
at  the  left  (a)  is  made  with  a  1^^  in.  x  %  in.  strip,  and 
may  be  any  convenient  length  you  desire.  The  pegs 
for  holding  the  cards  are  %  in.  or  %  in.  dowels,  with  a 
saw-cut  down  the  centre,  into  which  the  card  is  placed. 
This  saw-cut  should  be  widened  a  little  or  made  a  V 
shape  at  the  end  of  the  peg,  so  the  cards  may  be  insert- 
ed easily.  The  pegs  should  be  3i/^  or  4  ins.  long  outside 
the  standard.  Ordinary  clothes  pegs  will  serve  very 
nicely.  Note  that  the  pegs  are  slanted  upward  to  pre- 
vent the  cards  from  coming  out.  This  style  of  rack  is 
made  to  screw  on  to  the  wall. 

In  the  event  of  your  not  being  able  to  fasten  this 
holder  to  a  wall,  we  show  another  design  (b),  arranged 
to  stand  on  a  flat  surface,  like  a  table  or  the  floor.  It 
is  similar  in  arrangement  to  design  "a. "  In  this  design 
two  sides  are  shown  with  pegs,  but  four  sides  may  be 
utilized  if  you  take  care  to  have  the  pegs  alternate 
with  the  spaces,  so  the  cards  will  clear  each  other  when 
placed  in  position.  This  rack  may  be  made  any  desired 
height,  but  the  higher  the  rack  the  larger  the  bottom 
will  need  to  be  to  prevent  the  rack  from  tipping  over. 

Even  simpler  devices  may  be  arranged  with  a  little 
thought  and  the  exercise  of  a  little  ingenuity.  Four- 
inch  nails  may  be  driven  into  a  strip  of  wood  at  regular 
intervals  to  support  the  cards.  .  They  should  be  slanted 
upwards  the  same  as  the  pegs.  It  will  require  two  nails 
about  one  or  two  inches  apart  horizontally  to  support 
the  cards.  They  will  require  to  be  driven  close  enough 
together  (about  a  quarter  of  an  inch),  vertically,  so 
that  the  card  will  rest  on  the  top  and  the  edge  of  the 
card  press  up  against  the  bottom  of  the  nails  above. 
Finishing  nails  are  best  for  this,  as  they  have  very 
small  heads.  1 

Still  Mother  device  may  be  easily  constructed  by 


taking  ,a  strip  of  wood  three  inches  by  seven-eighths 
and  running  saw-cuts  in  it  at  regular  intervals  to  re- 
ceive the  cards.  The  cuts  should  be  slanted  about  the 
same  angle  as  the  pegs.  This  device  is  not  a  good  one, 
however,  as  the  saw-cuts  cannot  be  put  close  enough 
together  to  conserve  the  space.  If  put  close  together 
the  pieces  will  .break  out  on  account  of  the  short  grain 
of  the  wood. 

Yoij  will  find  a  rack  a  very  great  convenience,  as  a 
grea,t  number  of  cards  may  be  drying  at  once  in  a  very 
small  space. 

Another  devicfe,  shown  in  Fig.  16,  is  a  card  palette 
and  brush-holder.  The  name  sounds  much  more  artistic 
than  the  article  really  is.  It  is  simply  a  waste  piece 
of  cardboard  with  two  or  three  Vs  cut  in  one  end  of 
it,  and  that  end  turned  up  about  three-quarters  of  an 
inch  to  rest  your  brushes  on  when  not  in  use.  The  flat 
portion  of  the  card  is  used  to  flatten  your  brushes  out 
on  when  wiping  ou,t  the  surplus  color.  This  is  the 
"palette"  part  of  the  card. 

How  to  Make  an  Oval. 

Not  every  one  is  conversant  with  the  method  of  mak- 
ing or  laying  out  an  oval.  Ovals  can  be  utilized  very 
much  in  card  writing,  therefore  it  will  be  found  very 
convenient  to  know  how  to  lay  them  out.  The  rule 
is  very  simple,  and  an  oval  of  any  dimensions  can  be 
made  accurately  without  any  guesswork.  Suppose  yon 
want  an  oval  three  inches  wide  and  four  inches  long. 


Draw  two  diameters  at  right  angles.  See  lines  BB,  B, 
and  AA  in  Fig.  17.  Mark  a  point  on  AA  one  and  a 
half  inches  from  the  centre,  where  line  BB,  B  inter- 
sects AA.  Next  mark  a  point  on  line  B  two  inches 
from  the  centre.    This  makes  the  diameter  of  line  B 
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Plate  38— Fancy  design,  upper  case. 


four  inches  and  the  diameter  of  line  A  three  inches. 
The  rule  is  as  follows :  Set  your  compasses  or  dividers 
the  radius  of  your  greater  diameter,  in  this  case  two 
inches.  Next,  place  one  point  of  your  compasses  at 
point  "a"  and  "sweep"  line  B,  BB.  At  the  points 
of  intersection  on  line  B,  BB  drive  in  two  tacks  or  pins 
at  C,  CC,    Next,  make  a  loop  or  band  with  a  piece  of 


Fig.  18— Fancy  initialR. 

string  by  looping  it  around  one  of  the  tacks  at  G  and 
tying  it  at  B.  This  loop  should  reach  from  C  to  B  or 
from  CC  to  BB.  Insert  a  pencil  in  this  band  and  mark 
on  the  paper,  pulling  the  band  out  taut.  Run  the 
pencil  around  the  band,  and  you  will  make  the  oval 
the  desired  size.    The  string  must  be  left  over  the  t\vo 


tacks  at  C  and  OC.    This  rule  will  apply  to  ovali  of 
any  dimensions. 

Alphabets. 

The  style  of  alphabets  shown  in  plates  38  and  39  is 
a  fancy  design  that  may  be  utilized  for  a  display  word 
or  line  on  a  card.  The  design,  though  quite  fiancy,  is 
easily  read,  and  is  very  attractive  if  done  neatly  and 
in  colors.  Care  should  be  taken  to  have  the  points  all 
equal  and  on  a  line  with  each  other  in  the  various  let- 
ters forming  a  word.  This  style  can  be  used  very  well 
in  engrossing!  With  a  little  study  and  practice,  you 
will  soon  become  familiar  with  the  formation  of  the  let- 
ters. Note  that  the  figures  shown  adhere  to  the  gen- 
eral formation  of  the  letters. 

Plates  40  and  41  show  a  condensed  letter.  By  "con- 
densed" we  mean  that  the  letters  are  high  in  proportion 
to  their  width.  The  design  is  one  midway  between  the 
Roman  and  Egyptian,  and  is  very  suitable  for  general 
use. 

Fancy  Initials. 

Fancy  initials,  or  capitals,  may  be  used  with  great 
effect  on  show  cards.  One  must  guard  against  making 
them  too  fancy,  for  you  cannot  afford  to  spend  too 
much  time  on  your  work,  for  you  must  always  remem- 
ber that  "time  is  money,"  and  this  is  particularly  true 
in  card  writing.  In  using  fancy  capitals  the  strongest 
colors  should  be  used  for  the  letters  and  the  back- 
grounds should  be  in  subdued  or  weaker  colors.  The 
letter  is  the  main  feature,  and  the  background  is  sec- 
ondary. The  examples  in  Fig.  18  will  give  you  some 
idea  of  the  latitude  you  have  in  the  use  of  fancy  initials. 
The  backgrounds  are. all  interminably  interchangeable. 
That  is,  any  letter  may  be  adapted  to  any  background. 
The  letter  *L  has  a  red  body  and  black  outline,  with  a 
pale  green  background. 

S  may  be  in  open  white,  with  brown  outline  and  pink 
background. 

M  may  be  in  dark  blue,  with  a  pale  blue  back. 

P  may  be  in  purple  or  violet,  with  the  back  in  a 
lighter  shade  of  these  colors. 

B  may  be  solid  black,  with  a  grey  or  pale  blue  back. 

H  may  be  dark  green,  with  a  pale  green  back. 

0  may  be  in  bright  color,  and  the  rays  in  gold  or 
silver. 


ahcdetg^ijhlmnop 


Plats  39.— Fancy  design,  lower  case. 
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Plate  40— Spurred  Roman,  upper  case. 


D  may  be  black  or  gold,  with  black  edge.  Back- 
^ound  in  silver  or  grey,  with  a  black  border. 

Sample  Cards. 

The  sample  cards  this  month  are  suitable  for  almost 
any  business,  and  will  give  suggestions  for  you  in  work- 
ing out  other  designs.     They  are  both  half  sheets  Cut 

Maybe  themdnwlio$eli(Mepu^ 

Sauiple  of  "-ipaller  vvm-k  "  Wesi^nintr. 

from  full  sized  cards,  22  x  28.  You  will  observe  one  is 
cut  the  long  way,  while  the  other  is  cut  crosswise.  They 
are  both  "spatter  work"  designs,  as  explained  last 
month.  The  fall  goods  card  is  made  by  cutting  a  circle 
and  laying  it  on  to  the  card.  Also  two  strips  and  two 
rectangular  pieces  are  laid  on  the  card,  and  the  spat- 
ter work  done  around  these.  The  colors  used  for  the 
spatter  are,  first,  a  coat  of  yellow,  then  red,  then  blue. 
The  edge  around  the  circle  is  made  by  cutting  a  smaller 
circle  and  placing  on  the  white  space  after  spattering 
the  background  and  spattering  around  this  smaller  cir- 
cle lightly.  The  small  letters  are  in  black  and  the  fall 
goods  in  red  and  black,  and  shaded  with  grey.  Cards 
of  this  character  should  be  supplemented  with  price 
tickets. 

The  long  card  can  be  adapted  to  any  trade,  but  in 
this  case  it  is  for  a  furniture  window.  The  design  is 
made  exactly  the  same  as  the  other  card,  and  the  letter- 
ing is  in  black  with  grey  shading.  This  type  of  card 
can  be  utilized  to  fill  vacant  wall  spaces. 


can  sometimes  hit  on  some  little  idea  that  will  turn 
failure  into  success.  For  instance,  a  traveller  relates 
a  story  of  trying  to  interest  a  dealer  in  an  article  he 
was  selling.  The  dealer  conceded  that  the  article  waa 
a  good  one,  but  he  said  he  wouldn't  buy  at  the  time, 
and  the  traveller  could  not  sign  him  up.  When  about 
to  give  up  his  eye  caught  a  motto  on  the  dealer's  desk 
which  read  "Do  it  now."    It  gave  him  an  idea. 

"I  see  you  have  a  number  of  business  mottos  about," 


Auotlicr  *'sp:itter  work"  cai-d. 


"DO  IT  NOW"  MOTTO  HELPS  IVIAKE  SALE  ^«  Ti'^v"i''°^  ?i°  *^°f  *  ^°t  ^'"''''  '^  ^^T  T  ^? 

wouldn  t  have  them  here.     I  see  one  here  that  reads 

It  is  surprising  on  what  little  things  success  or  failure     'Do  it  now.'     It  is  good  advice  for  this  particular  case. 

in  making  a  sale  frequently  hinges.    The  live  traveller     Do  it  now — sign  right  here,"  and  the  dealer  signed  up. 

abcdef^hijkmnopqrs 

1234  tuvwxyqz  •  56789 


Plate  41-Spurred  Roman,  lower  case. 
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FLAT  BLACK  SHOW  CARD  INK 

Editor,  The  Retail  Druggist : 

Can  you  furnish  me  with  a  formula  for  a  good  flat 
black  show  card  ink.     Thanking  you  in  advance. 

C.  DEYO. 
Hamilton,  Ont. 

Editorial  Note — We  give  you  the  following  formula 
for  black  ink  that  dries  quickly,  flows  freely,  and  leaves 
a  flat,  black  surface : 

Take  shellac  4  ozs.,  borax  2  ozs.,  water  1  quart,  and 
boil  until  dissolved;  add  2  ozs.  of  gum  arable  dissolved 
in  hot  water  (or  3  or  4  ozs.  liquid  mucilage  will  answer 
the  purpose),  add  lamp  black  about  2  ozs.,  and  dissolve 
about  half  a  package  of  black  dye,  according  to  direc- 
tions on  the  package,  and  stir  into  the  mixture.  Boil 
this  for  fiv£  minutes  and  strain  through  a  coarse  cloth 
when  sufficiently  cool  to  handle. 

LAW  REGARDING  ISSUING  OF  COUPONS 

Editor,  The  Retail  Druggist :  Could  you  tell  me  the 
law  regarding  the  issuing  of  coupons  to  customers?  Is 
it  illegal  to  conduct  a  coupon  contest? 

INTERESTED   READER. 

Editorial  Note:  The  Trading  Stamp  Act,  passed  by 
the  Dominion  Government  in  1905,  stipulates  that  no 
coupon  shall  be  given  to  a  customer  that  cannot  be 
redeemed  at  any  time. 

It  is  illegal  to  conduct  a  contest  in  which  coupons  are 
given  with  purchases,  the  holder  of  the  lucky  ticket 
getting  a  prize,  as  there  must  be  a  provision  for  the 
redemption  of  coupons  at  any  time  after  the  customer 
gets  them,  which  is  impossible  in  the  case  of  a  guess- 
ing contest.  Therefore,  it  is  illegal,  and  the  fine  at- 
tached is  a  heavy  one. 

It  is  contended  that  a  guessing  contest  comes  within 
the  law,  if  the  guessing  is  free— that  is,  if  one  does 
not  have  to  make  a  purchase  to  secure  a  guess,  but 
there  is  even  a  difl'erence  of  opinion  as  to  this  point,] 
the  law  not  being  particularly  clear  on  the  point. 

SHAMPOO  POWDER  FORMULA 

W.  B.,  Montreal — The  following  formula  for  sham- 
poo powder,  which  you  asked  for,  should  be  well  mixed: 

Borax 1  pound 

Powdered  soap   1  pound 

Sodium  carbonate 4  ounces 

Camphor i/t  ounce 

Rosemary  oil  30  drops 

Eucalyptus  oil 1  dram 

COUGH  MIXTURE  FOR  CHILDREN 

Subscriber.  St.  John,  N.B. — -The  following  is  a  good 
cough  mixture,  suitable  for  children: 

Ammonium  bromide 2  drams 

Sodium  bromide   3  drams 

Wine  of  ipecac  6  drams  .... 

Wine  of  antimony   •. . . .  4  drams 

Syrup  of  wild  cherry 4  ounces 

Syrup  of  tolu  8  ounces 

Water,  enough  to  make   1  pint 

Mix.    Dose :  One  teaspoonful  every  two  hours. 


TO  PREVENT    "MISTING"  OF  EYEGLASSES 

A  short  time  ago  a  subscriber  wrote  in  asking  for 
a  recipe  for  preventing  "misting"  of  eyeglasses.  The 
Druggists'  Circular  gives  the  following  recipe  for  a 
preparatiou'that  has  been  found  effective  in  preventing 
eyeglasses  from  becoming  foggy  when  passing  from 
cold  "out-of-doors"  into  a  moist  warm  room: 

Potassium  oleate   2  ounces. 

Glycerin 1  ounce. 

Oil  of  spike  lavender 1  dram. 

Beat  the  oleate  into  a  paste  with  the  glycerin,  and 
incorporate  the  oil. 

If  sodium  oleate  be  used  a  stiffer  product  results.  A 
less  satisfactory  preparation  is  made  by  incorporating 
a  little  glycerin  in  some  of  the  popular  transparent 
glycerin  toilet  soaps. 

MUCILAGE  TO  FASTEN  PAPER  TO  WOOD 

J.  R.  T.,  Winnipeg — In  answer  to  your  request  for  a 
formula  for  mucilage  for  fastening  paper  to  wood,  we 
submit  the  following  from  the  Era  Formulary: 

Paper  may  be  stuck  on  wood  by  means  of  this  solu- 
tion: Gum  arable,  half  ounce;  powdered  tragacanth, 
half  ounce;  water,  one  and  one-half  ounces;  and  acetic 
acid,  twenty  drops.  It  will  cause  labels  to  adhere  very 
firmly  without  staining  them,  unless  the  paper  is  an 
unusually  bad  quality. 


FORMULARY 

Special  'PreparatioTti  for  the  "Druggist 


Sivv> 


White  Limbering  Ointment 

Soft  soap  75  grams         ' 

Camphor 50  grams 

Oil  of  turpentine   650  c.c. 

Water,  enough  to  make  1000  c.c. 

Triturate  the  soap  with  100  c.c.  of  the  water  until 
the  soap  is  thoroughly  incorporated;  then  add  grad- 
ually with  constant  stirring  the  camphor  previously  dis- 
solved in  the  oil.  When  the  mixture  becomes  creamy, 
rub  in  enough  water  to  make  up  to  the  required  quan- 
tity (Apothecary).  ■  ;   i 

Cream  Lotion  for  Chapped  Hands  ' 

White  Castile  soap 1  ounce 

Benzoated  lard    2  ounces 

Glycerin 4  ounces 

Rose  water 16  ounces 

Oil  of  bitter  almond 1  dram  , 

Dissolve  the  soap  in  half  the  rose  water  by  aid  of 
gentle  heat,  and  gradually  add  it  to  the  lard,  previously 
melted,  in  a  warm  mortar,  stirring  constantly;  theri  add 
the  glycerin,  mixed  with  the  remainder  of  the  water, 
and,  when  cold,  the  perfuming  oil. 

China  Cement 

Isinglass 1  ounce 

Powdered  mastic 80  grains     . 

Water 2  ounces 

Glacial  acetic  acid  1  ounce 

Soak  the  isinglass  in  the  water,  and  then  all  has  been 
absorbed,  add  the  acetic  acid  previously  mixed  with  the 
mastic.    Heat  gently  until  a  clear  solution  is  formed. 
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RESULTS   OP  MONTREAL   COLLEGE   OP   PHAR- 
MACY SESSIONAL  EXAMINATIONS. 

The  students  who  passed  their  examinations  at  the 
sessional  examinations  of  the  Montreal  College  of  Phar- 
macy are  given  below  in  order  of  merit : 

Materia  Medica,  Pharmacy  and  Toxicology:  Messrs. 
L.  Tetu  (honors),  J.  Eidlow  and  Wm.  Lobel  (equal 
honors),  H.  Gold;  Miss  Dora  Schacher,  Messrs.  I.  Getz, 
H.  Neamton,  S.  Schmerling,  C.  M.  Colle,  C.  Hillrich,  J. 

B.  Martin,  L.  Lightstone,  S.  Frischling. 

Botany:  Miss  Dora  Schacher  (honors),  Messrs.  James 
H.  Scharf,  I.  Getz,  J.  Eidlow,  L.  H.  Leduc,  D.  J.  Scharf, 
H.  Gold. 

-    Chemistry,  Senior:  Mr.  W.  J.  Cavanagh   (honors). 
Miss  Dora  Schacher,  Messrs.  L.  A.  Casey,  C.  Hillrich, 

C.  M.  Colle,  J.  H.  Scharf,  J.  Eidlow,  H.  Gold,  S.  Schuhe, 
A.  E.  Stevens,  P.  Charland  (honors). 

Chemistry,  Junior:  Messrs.  J.  M.  Cusson  (honors),  J. 
Eidlow  (honors),  I.  Getz,  A.  M.  Robert,  C.  H.  Schare, 
H.  Gold,  Miss  Dora  Schacher. 

The  examiners  were :  Prof.  Alex.  B.  J.  Moore,  materia 
medica,  pharmacy,  toxicology  and  botany. 


Chemistry:  Professors  Herve  Nadeau  and  T.  Linsay 
Crossley.     J.  G.  Stenhouse,  secretary  of  the  college. 


THOSE    WHO    PASSED    QUEBEC    PRELIMINARY 
EXAMINATIONS. 

The  following  candidates  passed  the  recently  quar- 
terly preliminary  examinations  of  the  Quebec  Phar- 
maceutical Association,  held  at  Montreal  and  Quebec: 
A.  Garceau,  J.  M.  Desilets,  L.  A.  Leduc,  L.  Pepin,  V. 
Nelle  Hicks,  A.  Goyette,  S.  N.  Tremblay,  W.  Singer, 
Joseph  Courchesne,  J.  E.  Chartier,  J.  P.  Caron,  R. 
Dagenais,  J.  C.  Gagnon,  J.  Taillefer,  L.  Proulx,  L.  La- 
roise.  The  following  passed  on  all  subjects  but  one  and 
will  have  to  present  themselves  at  the  next  examina- 
tion for  that  subject :  Messrs.  J.  L.  Adam,  R.  Daignault, 
L.  P.  Girard,  H.  Budning,  P.  Jodoin,  R.  Chevalier,  A. 
Allaire,  H.  Dugal,  A.  Boudrias,  L.  G.  Lapalme,  W.  Mais- 
onneuve.  The  examiners  were :  Professors  J.  0.  Cas- 
grain,  of  the  Jacques  Cartier  Normal  School  and  Isaac 
Gammell,  of  the  High  School,  with  Messrs.  A.  J.  Lau- 
rence as  general  supervisor,  Victor  Giroux  as  super- 
visor, Quebec  and  vicinity,  and  H.  J.  Pilon  as  secretary. 
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Montreal  College  of 

Pharmacy 

163  Ontario  Street  W. 

Montreal 

THE  OFFICERS  OF 
THE  BOARD  ARE: 

Hon.  President — D.  WaUon. 
President — Leo.  G.  Ryan. 
Vice-President— M.  Albert. 
Treasurer — W.  H.  Chapman. 
Secretary — Jas.  G.  Stenhouse. 

EXECUTIVE  BOARD 

J.  E.  Tremble,  A.  T.  Christie, 
C.  S.  Webb.  M.  Freeman.  W. 
S.  Stone.  G.  St.  Jacques.  Ph.D. 
O.  H.  Tansey.  S.  Boulkind  and 
O.  St.  Amour. 
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THE  DEVELOPMENT  OF  INITIATIVE. 

Most  of  the  big  things  in  this  world  have  been^accom^; 
plished  by  men  with  initiative,  those  who  have  not  been 
content  with  doing  things  forever  in  the  same  old.  way, 
but  have  used  their  brains  to  think  up  something  new" 
and  at  the  same  time  practical. 

The  individual  who  is  always  dependent  upon  som^ 
one  else  to  bring  out  his  own  usefulness,  and  Who  is 
lacking  in  original  ideas  of  his  own,  which  he  can  put 
into  force  all  by  himself,  lacks  initiative.  Men  with 
initiative,  on  the  other  hand,  can  pick  out  a  course  and 
go  ahead  without  waiting  to  be  told.  They  do  not  re- 
quire superintendence  and,  therefore,  are  worth  more 
money  than  those  who  cannot  go  ahead  without  con- 
stantly consulting  someone  close  to  them  and  thus  tak- 
ing the  other  man's  time,  which  is  valuable  because  he 
has  initiative  or  leadership. 

Can  be  Cultivated  to  Large  Extent. 

Some  people  claim  that  initiative  is  bom  in  a  person. 
No  doubt  that  is  true  to  some  extent,  but  initiative  can 
also  be  cultivated  to  a  remarkable  extent.  This  is  dem- 
onstrated by  the  instances  where  meij  have  made  little 
progress  until  they  put  forth  a  real  effort  to  make  good. 
Then,  their  initiative  began  to  develop;  . 


The  clerk,  no  matter  what  position  he  may  occupy, 
has.  plenty  9f.irooi»  for  the  development  of  initiative— ^ 
tliinking  up  new  and  improved  ways  of  doing  thin^ 
and  carrying  on  his  work  wttlljQttI; Jiav.iiig  to  be  con- 
stantly directed  wfiat  to  do'.      " "'-—        -    -    ■  • ;  .si-~' 


FOUR  QUESTIONS  FOB  THE  DEALER. 

■Do  you  cultivate  your  existing  customers  with  a  vie\^ 
to  getting  information  about  new  ones  J  Don't  forg^et 
to  ask  if  they 'are  good  payei'a.  :!.■■,  .,- 

Do  you  question  the  traveling  salesman  as  to  how  to 
market  at  the  best  profits  the  gooiis  you  give  him  an 
order  for!    Salesmen  acquire  all  kinds  of  information. 

Do  you  take  pains  to  make  a  good  first  impression 
qn  neweusftomers,?  Good?  don't  sea  themselves.  There's 
a  personal  side  in  sales. 

Do  you  sit  in  silent  dignity  in  your  private  office  or 
do  you  mix  in  with  y;our  clerks  .and  customers?  It's 
the  dealer  who  keeps  in  close  Ibucli  with  everything 
who  has  his  stojre  in  good  shape  at  all  times,  and  whose 
clerks  are  usually  a.greeable  to. their  customers. 


Don't  forget  to     suggest  new  and  special  lines 
goods  to  customers  after  their  regular  buying. 


of 


TNTERIOR  of  the  store  of 
H.  W.  Main.  Penticton,  B. 
C.  Note  the  range  nf  Hilent 
salesmendown  both  sideband 
the  multitude  of  sidelines 
shown.  This  store  han<Ues 
talkine  machines  which  arc 
prominently  shown.  Cut 
through  courtesy  of  the  \.i- 
tional  Drug  &  Chemical  Co. 
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gXHIBIT  of  J.  C.  Qidley  at  the 
Cowlohan  Fair,  Duncan.  B.  C. 
This  is  a  means  of  publicity  that 
many  druggrists  might  use  to  advan- 
tage. Now^s  the  time  to  decide  to 
have  an  exhibit,  thus  giving  plenty 
of  time  for  planning  the  booth.  This 
exhibit  wijl  give  some  suggestions  to 
the  dealer.  Cut  through  courtesy  of 
National  Drug  &  Chemical  Co. 
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NEWS  OF  THE  TRADE 

From  Cooit  to  Coast 


North  Vancouver,  is  now  with  the  J.  B.  Hodgins  Co., 
Nanaimo. 

E.  0.  Taylor,  of  Knowlton's  Pharmacy,  and  G.  H. 
Jenkins,  of  W.  E.  Law's,  Vancouver,  have  enlisted  in 
the  Medical  Corps  of  the  third  contingent. 


Quebec  and  Maritime  Provinces. 

L.  J.  Cote  has  opened  a  drug  store  at  3085  Casgrain 
Street,  Montreal. 

Shaw  &  Evans,  wTiolesale  druggists'  sundries,  Mont- 
real, have  registered. 

The  Three  Rivers  Pure  Drug  Co.,  Three  Rivers,  Que., 
has  heen  registered. 

Ephraim  Prevost  has  purchased  the  business  of  Dr.  B. 
F.  Emery,  corner  Laurier  Avenue  and  Hutchinson 
Street,  Montreal. 

F.  W.  Horner,  Ltd.,  manufacturers  of  pharmaceutical 
preparations,  Montreal,  have  registered. 

Ontario. 

D.  0.  Alguire,  druggist,  of  Cornwall,  suffered  a  slight 
fire  loss. 

B.  R.  Budgeon  has  purchased  drug  stores  at  New- 
burgh  and  Enterprise,  Ont. 

G.  B.  Reid,  formerly  located  on  Bloor  Street,  To- 
ronto, has  moved  to  Logan  Avenue. 

The  Reid  Drug  Company,  Ltd.,  of  Toronto,  has  been 
incorporated  with  a  capital  stock  of  $40,000. 

Tamblyns,  of  Toronto,  have  opened  another  new 
store  at  257  Avenue  Road.    This  is  their  eleventh  store. 

E.  A.  Kantel,  Limited,  manufacturers'  agents,  To- 
ronto, have  been  incorporated  with  a  capital  stock  of 
$40,000. 

W.  W.  Emerson  has  opened  a  drug  store  at  535  Du- 
pont  Street,  Toronto.  Mr.  Emerson  was  formerly  lo- 
cated in  London,  Ont. 

A.  Prouse,  druggist,  of  Kingston,  suffered  fire  loss  on 
Feb.  6,  the  fire  being  caused  by  the  explosion  of  a  bar- 
rel of  wood  alcohol  that  had  become  overheated.  The 
explosion  blew  out  the  window  on  Cleargy  Street,  while 
fire  broke  out  inside  and  ignited  several  articles. 

The  Prairie  Provinces. 

S.  J.  Farrell  has  opened  a  new  business  at  Holden, 
Alberta. 

Dr.  Masicotte  has  commenced  a  drug  business  at  Hal- 
kirk, Alberta. 

Justin  Trudel,  druggist,  has  moved  from  Pennant  to 
La  Fleche,  Sask. 

The  drug  store  of  Dr.  Paterson,  of  Ogema,  Sask.,  was 
damaged  by  fire. 

D.  R.  Black,  druggist,  of  Cartwright,  Man.,  has  be€n 
succeeded  by  W.  P.  Duncalfe. 

Combe  &  Moore,  druggists,  of  Melville,  Sask.,  have 
sold  their  Dubuc  branch  to  C.  James. 

J.  E.  S.  McClung  has  sold  out  his  drug  store  business 
in  Moose  Jaw  and  has  left  for  Winnipeg,  where  he  will 
travel  for  Martin,  Bole  &  Wynne. 

British  Columbia. 

H.  J.  Barber,  druggist,  of  Chilliwack,  was  re-elected 
mayor  for  that  town  by  acclamation. 

A  drug  store  has  been  opened  at  Vanderhoof,  B.C., 
forty  miles  west  of  Prince  George,  by  Graham  M. 
Knight. 

The  semi-annual  examinations  of  the  B.C.  Pharmaceu- 
tical Association  will  be  held  in  Vancouver  on  April 
7  and  8. 

Archie  Kennedy,  formerly  with  W.   H.   Wainman, 


BANQUET  OF  PENSLAR  DRUGGISTS  OP 
WESTERN  ONTARIO 

LONDON,  ONT.— Penslar  druggists  of  Western  On- 
tario, to  the  number  of  over  sixty,  were  in  attendance 
at  the  banquet  at  the  Tecumseh  House,  London,  ten- 
dered to  them  by  the  Peninsular  Chemical  Co.,  of  Walk- 
erville.  Modern  methods  of  drug  merchandising  and 
numerous  other  subjects  of  interest  were  discussed. 
Besides  representatives  from  the  surrounding  district, 
delegations  from  Toronto  and  Hamilton  attended. 
Arthur  R.  Cairncross,  of  London,  was  toastmaster. 

The  speakers  of  the  evening  included  W.  J.  A.  Carna- 
han,  of  Toronto;  Andrew  R.  Cunningham,  Detroit;  C. 
A.  Lanspeary,  Walkerville;  A.  E.  Drewery,  Hamilton; 
J.  F.  Roberts,  Parkhill,  and  Alex.  Stewart,  of  Guelph. 
E.  H.  Nelson,  president  of  the  Peninsular  Chemical  Co., 
Ltd.,  outlined  the  policy  of  the  company,  reviewing  the 
progress  of  the- past  year,  and  pledging  a  strict  adher- 
ence to  the  plans  already  in  effect.  Frank  W.  Keyser, 
sales  manager,  and  J.  W.  T.  KJiox,  advertising  man- 
ager, also  spoke.  Enthusiasm  was  so  marked  that 
plans  for  the  organization  of  a  permanent  Penslar 
Druggists'  Association  are  on  foot. 


LIME  JUICE  MUST  CONTAIN  8  PER  CENT.   OP 
SOLIDS  AND  7  PER  CENT.  OF  CITRIC  ACID 

On  the  evidence  of  a  recent  investigation,  the  In- 
land Revenue  Department  has  amended  the  standards 
for  lime  juice,  defining  it  as  the  freshly  expressed  juice 
of  the  ripe  fruit  of  citrus  (various  species),  with  a 
specific  gravity  at  20°e.,  not  less  than  1.030  and  not 
greater  than  1.040 ;  containing  not  less  than  8  per  cent, 
of  solids  and  not  less  than  7  per  cent,  of  free  citric 
acid. 

In  the  samples  examined,  preservatives,  chiefly  ben- 
zoic or  salicylic  acid,  were  in  no  case  present  in  dan- 
gerous amounts.  Under  an  order-in-council  of  last 
year,  the  presence  of  preservatives  must  now  be 
declared  on  the  label;  and  benzoic  acid  must  not  ex- 
ceed 1  part  in  1,000  parts,  nor  salicylic  acid,  1  part  in 
5,000  parts  of  the  food  material. 


WM.  NEILSON  PASSES  AWAY. 

William  Neilson,  president  of  Wm.  Neilson,  Ltd.,  ice 
cream  and  chocolate  manufacturers,  Gladstone  Avenue, 
Toronto,  passed  away  on  February  10.  Deceased,  who 
was  in  his  71st  year,  was  born  in  Ramsay  township, 
Lanark  county.  He  came  to  Toronto  a  quarter  of  a  cen- 
tury ago,  and  has  been  engaged  in  business  for  22  years. 
He  is  survived  by  Mrs.  Neilson,  four  sons,  Arthur,  Mor- 
den,  Charles  and  Allan,  and  a  married  daughter,  Mrs. 
Publow.  The  sons,  with  the  exception  of  the  first- 
named,  are  members  of  the  firm  mentioned. 


A  Kansas  man  wrote  to  his  newspaper  and  asked: 
"What's  the  matter  with  my  hens.  Every  morning 
when  I  go  to  feed  them,  I  find  some  of  them  have  keeled 
over  to  rise  no  more."  ■• 

To  which  the  editor  replied: 

"They  are  dead." 


Maivli.   lin.") 
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SHOW  CASES 


The  only  way  to  economize  in 
Fixtures  is  to  have  the  best  at 
the  best  price. 


KenT-McClain,  Limited 

(TORONTO  SHOW  CASE  CO.) 

181-199  CARL  AW  AVE.,  TORONTO 
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SHOP  FITTINGS 


Write  us  for  particulars  or  call  at 
our  factory,  Cor.  Queen  Street 
East  and  Carlaw  Avenue. 


KenT-McClain,  Limited 

(TORONTO  SHOW  CASE  CO.) 

181-199  CARLAW  AVE.,  TORONTO 
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HIGH  TRIBUTE  TO  ZEAL  OF  W.  J.  OAOE  IN 
FIGHT  AGAINST  TUBERCULOSIS. 

The  opening  of  the  new  headquarters  building  of  the 
National  Sanitarium,  Toronto,  was  the  occasion  taken 
by  various  prominent  men  to  eulogize  the  great  work 
being  done  for  the  prevention  and  cure  of  tuberculosis 
in  Toronto  and  Ontario  by  W.  J.  Gage,  of  the  well- 
known  stationery  firm  of  W.  J.  Gage  &  Co.,  who  con- 
tributed $100,000  towards  the  erection  of  the  new 
building.  Tribute  to  Mr.  Gage's  zeal  in  fighting  the 
dread  disease  of  tuberculosis  was  paid  by  the  Lieuten- 
ant-Governor, Premier  Hearst,  Mayor  Church  and 
prominent  members  of  the  association.  A  portrait  of 
Mr.  Gage,  presented  to  the  institution,  was  unveiled 
at  the  opening  ceremony. 

As  well  as  his  $100,000  contribution,  Mr.  Gage  has 
given  $10,000  to  be  devoted  to  scholarships. 


This  firm  does  quite  a  business  in  cigars,  having  a 
silent  salesman  near  the  front  of  the  store  devoted  to 
the  line. 


CONVENTION  OF  SASKATCHEWAN  R.M.A.  AT 
SASKATOON  ON  MAY  11,  12  AND  13. 

The  annual  meeting  of  the  Saskatchewan  Retail 
Merchants'  Association  will  be  held  in  Saskatoon  on 
May  11,  12  and  13.  This  was  decided  on  at  an  execu- 
tive conference  at  Regina,  attended  by  S.  A.  Maybee, 
president,  of  Moose  Jaw;  1st  vice-president,  "W.  W. 
Cooper,  Swift  Current ;  2nd  vice-president.  J.  W.  Mc- 
Lennan, Kamsaek :  treasurer,  J.  L.  S.  Hutchinson,  Sas- 
katoon, and  secretary,  P.  E.  Raymond,  Saskatoon. 

The  association  has  made  rapid  progress  for  the  time 
it  has  been  in  existence,  at  present  having  over  150 
active  branches,  and  two  organizers  are  now  devoting 
all  their  time  to  the  opening  up  of  work  in  the  newer 
sections  of  the  province. 


NEWS  NOTES  OF  INTEREST  TO  DRUGGISTS 

Geo.  W.  Reynolds  has  purchased  th«  J.  A.  Roberts 
business  at  Port  Dover,  Ont. 

Stephen  Sadler,  di-uggist,  of  Essex,  Ont.,  has  recently 
joined  the  ranks  of  the  benedicts. 

B.  D.  Trout  is  now  manager  of  the  Standard  Drug 
Co.,  at  430  Dundas  St..  London.  Ont.,  and  L.  R.  Clarke, 
manager  of  the  Standard  Drug  Co..  at  252  Dundas  St., 
London. 

A  number  of  district  meetings  of  druggists  have  been 
held  in  connection  with  the  special  stamp  tax  levied  on 
patent  medicines.  Toronto  druggists  convened  at  the 
Ontario  College  of  Pharmacy  on  Feb.  18. 

The  1914-15  class  of  the  O.C.P.  held  a  dance  in  the 
T.O.O.F.  Building.  College  St..  Toronto,  on  Feb.  15.  A 
number  of  out-of-town  druggists  were  in  attendance. 
The  affair  proved  a  most  successful  one. 

Recent  visitors  at  the  Ontario  College  of  Pharmacy, 
Toronto,  included  Norman  McHardy  and  Stanley 
Vogan.  of  Woodstock ;  O.  Gill,  of  Tn'gersoll ;  J.  A. 
Lambertns.  of  North  Bay:  A.  J.  J.  Johnston,  of  Sarnia, 
and  S.  Sadler  and  wife,  of  Essex.  Ont. 


DON'T  TRY  TO  FORCE  CERTAIN  BRANDS  ON 
CUSTOMERS 

"Tt  is  not  well  to  attempt  to  force  certain  brands  of 
cigars  on  customers,"  was  the  opinion  expressed  to 
The  Retail  Druggist  by  J.  W.  Fahrner  manager  of 
Cawker's  Drug  Store,  in  the  Hull  Block,  Medicine  Hat, 
Alberta.  "Men's  tastes  in  cigars  vary  to  a  great 
degree.  In  most  lines  of  goods  you  can  size  up  pretty 
closely  what  may  suit  a  customer,  but  not  in  cigars." 


HINTS  TO  BUYERS 

News  from  Manufacturers,  Jobbers, 
and  Agents 


A  BIG  OPPORTUNITY  AT  HAND 

There  have  been  very  few  druggists  in  this  country 
who  have  not  had  their  attention  directed  very  forcibly 
to  the  necessity  of  adding  as  many  sidelines  as  possible 
to  their  store,  especially  where  the  sidelines  are  of  a 
character  which  fit  in  with  their  present  line  of  goods 
and  with  their  customers'  needs. 

The  modern  merchandising  druggist  appreciates  the 
fact  that  it  is  not  only  necessary  to  bring  new  people 
into  the  store,  but  also  necessary  to  sell  more  goods  to 
the  old  customers.  Th-ere  is  a  limit,  of  course,  to  the 
amount  of  what  is  known  as  regular,  legitimate  drug 
store  goods  which  can  be  sold  to  any  one  customer, 
therefore  the  necessity  of  adding  new  lines. 

Every  druggist  has  an  opportunity  at  this  time  to  not 
only  put  in  a  brand  new  line  of  Canadian-made  goods 
which  is  now  being  extensively  advertised,  but  if  the 


retail  druggists  as  a  whole  take  hold  of  this  line  as  it 
should  be  they  can  control  the  sales  of  these  goods 
through  the  drug  stores  of  Canada. 

The  Canadian  Ever  Ready  Works  of  the  Canadian 
National  Carbon  Company,  Limited,  manufacturers  of 
Eveready  electric  flashlights,  lamps  and  batteries,  have 
.just  started  a  large  aggressive  advertising  campaign. 
A  full  page  advertisement  of  these  goods  will  be  found 
on  another  page  of  this  issue.  An  ilhistration  in  the  ad- 
vertisement gives  the  readers  of  the  Retail  Druggist  of 
Canada  a  good  idea  of  the  extensive  line  which  this 
concern,  the  Ever  Ready  people,  are  marketing. 

The  Canadian  Ever  Ready  Works  are  not  a  new  or  a 
small  concern.  They  are  the  biggest  manufacturers  of 
electric  portable  lights,  lamps  and  batteries  in  the 
world.  The  fact  that  they  have  now  started  an  aggres- 
sive advertising  campaign  means  that  there  is  going  to 
be  an  enormous  sale  of  these  goods  in  the  future.  We 
certainly  would  suggest  that  every  retail  druggist  write 
to  the  Canadian  Ever  Ready  Works  for  their  dealer 
proposition.  Address  all  commtmications  to  the  Cana- 
dian Ever  Ready  Works,  of  Canadian  National  Carbon 
Co.,  Limited,  90  Chestnut  Street,  Toronto. 
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THE  STATIONERY  DEPARTMENT 


A  department  devoted  to  stationery,  hooks,  post  cards  and  associated  lines 


SOME  SUGGESTIONS  FOR  THE  STATIONERY 
DEPARTMENT 

Do  you  push  the  sale  of  notebooks  and  diaries?  Con- 
siderable trade  is  possible  in  these  lines.  Keep  them 
on  display. 

The  loose  leaf  and  leather-covered  memo  books  are  a 
favorite  line. 

Make  good  use  of  show  cards  to  announce  new 
arrivals  of  stationery  and  books. 

Many  dealers  could  sell  more  tally  and  dinner  cards 
if  they  attempted.    There  is  an  increasing  deniand. 

Some  fine  samples  of  war  postcards  are  being  shown. 
ITavp  you  any  in  stock?     They  should  take  well  now. 


as  amiable  as  a  father  seeking  a  husband  for  a  dower- 
less  daughter.  Goods  are  despatched  to  customers' 
houses  with  the  rapidity  of  a  shot  from  the  cannon's 
mouth." 


TALLY  ond  DINNER  CARDS 

We  have  a  nice  line  of  both.  They 
are  not  only  useful,  but  appreciated  at 
souvenirs  of  festive  occasions. 


Patriotic 
Stationery 

CEND  your  let- 
^  ters  to  your 
friends  on  patriotic 
stationery.  They 
will  be  even  more 
welcome.  Look 
over  our  line. 


Do  You  k.eep 

a  Diary  ? 

IT  is  an  extreme 
pleasure  to  go 
back  over  old 
diaries.  Start  in 
to-day  to  keep  one. 
See  our  assortment. 


Sng^restions  for  show  cards  for  the  stationery  department 

Patriotic  stationery  is  still  in  good  demand.  Make 
a  special  window  display  of  this  line. 

The  children  are  very  deeply  interested  in  the  war 
and  the  patriotic  games  that  are  now  available  will 
catch  their  attention.  Books  of  soldiers  and  soldier 
life  also  interest  them. 

Don't  forget  to  show  pens,  ink,  blotting  paper,  etc., 
in  your  displays  of  stationery. 

It  is  now  time  that  you  had  your  St.  Patrick's  cards 
on  display. 

JAPANESE  ADVERTISING 

Japanese  advertisers  believe  in  a  lavish  use  of  super- 
latives. "The  paper  we  sell,"  runs  the  stationery  show 
card  in  a  Tokyo  window,  "is  as  solid  as  the  hide  of 
an  elephant."  "Step  inside,"  is  the  sign  of  a  big  shop 
in  the  same  city,  "you  will  be  welcomed  as  fondly  as 
a  ray  of  sunshine  after  a  rainy  day.    Our  assistants  are 


APPRECIATE  ADS  AND  BOOKLETS 

By  Herbert  N.  Casson 

Some  stores  are  just  advertising  sink-holes. 

They  never  distribute  advertising  matter  that  is  sent 
to  them. 

T  have  seen  piled  up  in  a  back  room  hundreds  of 
dollars'  worth  of  a  clever  booklets,  trade  papers, 
posters,  etc. 

Apparently,  some  .storekeepers  don't  want  manu- 
facturers to  help  them  sell  goods.    , 

These  are  the  same  storekeepers  who  wash  their  win- 
dows on  the  29th  of  February,  and  who  spend  $20  on 
advertising  every  other  Christmas. 

They  are  really  running  storage  warehouses  rather 
than  stores :  and  few  of  them  have  any  idea  what  the 
art  of  saresmanship  means. 

Don't  you  think  yourself  that  you  ought  to  wake 
up  on  this  matter  of  using  ads  and  booklets? 

When  a  manufacturer  sends  you  a  hundred  booklets 
which  cost  $40  to  print,  don't  you  think  that  in  justice 
to  yourself  you  ought  to  put  these  booklets  around 
where  they  will  do  yon  the  most  good? 

Don't  you  think  that  when  a  manufacturer  takes  a 
full  page  to  advertise  some  goods  that  you  carry  in 
stock  that  it  would  be  a  good  business  idea  for  you 
to  cut  out  this  ad.  and  post  it  up  in  your  window? 

An  advertisement  is  an  argument  to  persuade  people 
to  buy  goods. 

A  booklet  is  an  opportunity  to  hand  a  man  a  better 
argument  that  you  can  make  in  your  own  mind. 

Don't  you  think  it  would  pay  you  to  spend  just  one 
hour  a  week  in  mailing  ads  and  booklets  to  the  people 
in  your  home  town  who  are  most  likely  to  come  to  your 
store  and  buy  goods? 

Remember  that  sales  are  made,  not  born. 

Go  ahead  and  use  all  the  booklets  that  are  sent  to 
you.  and  thank  your  stars  that  the  manufacturers  are 
so  generous  in  spending  their  money  to  help  you. 


THE  WAY  TO  SUCCESS 

"The  secret  of  success,"  the  stamp  said,  "is  stick- 
ing to  it." 

"To  succeed,"  said  the  knife,  "be  bright  and 
■harp." 

"Keep  up  to  date,"  said  the  calendar. 

"Aspire  to  greater  things,"  said  the  nutmeg. 

"Don't  knock — it's  old-f adiioned, "  said  the  electri'- 
bell. 

"Do  a  driving  business,"  said  the  hammer.  And 
the  barrel  added:  "Never  lose  your  head." 

"Make  light  of  everything,"  the  fire  observed 
cynically. 

"But  always  keep  cool,"  said  the  ice. 
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Patriotic  Stationery 


We  Must  and  Will  Win 

\ /ICTORIES   are   coming, —  the  greater 
^     the  victories,  the  greater  the  patriotism 
of  our  people,  and  the  larger  the  demand  for 
goods  of  a  patriotic  nature. 

Are  You  Alive  to  This  New  Business  ? 

"Rule  Britannia"  papeteries  and  writing  tablets,  a  few 
flags,  with  red,  white  and  blue  crepe  tissue  paper  for 
a  background,  artistically  arranged,  will  make  a  most 
attractive  window  and  capture  this  trade. 

Try  It— Order  Now 

Warwick  Bros.  &  Rutter,  Ltd. 

Manufacturing  Stationers 

Toronto  -  Ontario 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A  department  of  means  and  methnJs  of  increasing  business  in  photographic  sup- 
plieSf   pennants,   placing   cards,    pens,  ink,  sporting   goods,    nolrellies,  china,    etc. 

II 

KEEP  NOVELTY  DEPARTMENT  SPRUCED  UP 

Even  those  dealers  who  do  an  appreciable  trade  in 
fancy  goods  and  novelties  during  the  Christmas  season, 
frequently  allow  this  department  to  become  greatly 
neglected  at  other  times  of  the  year.  This  is  a  mistake, 
because  there  are  good  opportunities  for  selling  fancy 
goods  during  the  entire  year,  and  in  addition  the  dis- 
play of  novelties  keeps  customers  interested  in  the 
store,  and  the  showing  of  novelties  has  a  high  value 
for  this  reason  alone. 

There  is  a  certain  class  of  people  wlio':%re  always  on 
the  watch  for  new  novelties  for  amujsen^nt  or  decora- 
tive purposes,  while  fancy  goodf  are  in  demand  for 
presents,  birthday  gifts,  etc  .It,\therefore,  behooves 
the  dealer  to  keep  this  deparfiijent''',  of  his  business 
spruced  up.  •,    •.,^--' 


MAKE  EARLY  ATTEMPT  TO  REVIVE  PHOTO- 
GRAPHIC TRADE 

Trade  in  printing  and  developing  and  in  the  sale  of 
photographic  supplies  naturally  slackens  to  a  consid- 
erable extent  during  the  winter  months,  but  with  the 
opening  of  spring  there  comes  a  general  revival.  The 
dealer  in  photographic  supplies  should  make  an  early 
attempt  to  revive  interest  in  photography  and  to  get 
amateurs  coming  to  his  store  for  their  supplies  and  to 
have  their  work  done.  Now  is  the  time  to  prepare 
plans  and  map  out  the  campaign  for  going  after  this 
trade  strongly  just  as  soon  as  the  season  has  advanced 
sufficiently. 

Toronto  Dealer  Sends  Out  Circular 

Early  last  spring  a  Toronto  dealer  in  photographic 
supplies  got  out  a  four-leaf  circular,  soliciting  patron- 
age in  photographic  work.  The  circular  measured  six 
by  four  inches  and  the  front  page  read: 

We  wish  to  take  this  opportunity  to  thank  you 
for  the  patronage  you  accorded  us  through  the  past 
year.     We  trust  that  the  good  results  youhave  ob- 


tained in  the  past  will  encourage  you  to  continue 
your  photographic  work ;  that  you  will  find  increased 
interest  in  doing  so,  and  derive  new  pleasures  from 
this  most  enjoyable  of  all  pastimes.    We  respectfully 
ask  for  a  continuance  of  your  patronage,  assuring 
•    you  of  our  every  attention  to  your  demands,  and  a 
desire  to  render  absolute  service  in  every  department. 
The   inside   pages   of   the   circular,   which    are   also 
reproduced  here,   contain   reading   matter  that  other 
dealers  could  probably  work  into  their  advertising  to 
advantage,  no  matter  whether  in  circular  or  other  form. 
Now  is  the  time  to  plan  to  start  in  strong  in  the  photo- 
graphic  department  with  the  opening   of  the  spring 
season. 


WORKING  UP  TRADE  IN  FOUNTAIN  PENS 

"I  do  not  stop  with  general  advertising  and  ordinary 
displays  of  fountain  pens,"  stated  a  druggist  recently. 
"I  go  after  individuals  themselves.  Armed  with  a 
bunch  of  pens  and  circulars  concerning  them,  I  make, 
from  time  to  time,  a  tour  of  the  offices  and  banks  in  my 
vicinity.  A  pen  is  left  with  anyone  desiring  to  try  it 
for  ten  days.  It  may  then  be  returned  or,  upon  pay- 
ment of  the  price,  it  may  be  kept.  And  the  pens  are 
kept  in  enough  eases  to  more  than  repay  me  for  the 
time  and  trouble  occasioned  by  this  method  of  finding 
outlets  for  them. 


Why  He  Was  Called  Prescription 

Aunt  'Liza's  former  mistress  was  talking  to  her  one 
morning,  when  suddenly  she  discovered  a  little  picka- 
ninny standing  shyly  behind  his  mother's  skirts.  "Is 
this  your  little  boy,  Aunt  'Liza?"  she  asked. 

"Yes,  miss,  dat's  Prescription." 

"Goodness,  what  a  funny  name,  Aunty,  for  a  child! 
How  in  the  world  did  you  happen  to  call  him  that?" 

"Ah  simply  calls  him  dat  becuz  Ah  has  sech  hahd 
wuk  get'tin'  him  filled." 


PLEASUBE  in  picture  taking  increases  when  the  re- 
sults obtained  are  good.    Good  results  speU  success, 
and  with  success  comes  the  joy  of  the  game  and  the 
desire  to  keep  at  it. 

WHAT  IS  IT  WORTH  TO  YOU  TO   OBTAIN  THESE 
RESULTS? 

Is  It  not  worth  something  to  you  to  be  helped  in  over- 
coming the  little  difficulties  that  at  times  interfere  with 
that  success? 

EEMEMBER — Rolls  of  film  cost  money,  and  a  roll  of 
film  lost  means  money  thrown  away,  also  the  sowing  of 
the  seeds  of  discouragement. 

Our  mission  is  to  help  you  make  a  success  of  your  pic- 
ture taking. 

We  are  anxious  for  you  to  be  successful,  and  we  take  a 
personal  interest  in  your  efforts.  If  you  meet  with  diffi- 
culties we  will  help  you  to  overcome  them. 


WE  can  show  you  through  our  skilled  and  correct 
handling  in  the  developing  and  printing  of  your 
films  that  it  is  possible  for  you  to  obtain  the  re- 
sults you  wish  for,  that  there  is  more  in  the  correct 
handling  of  film  during  the  process  of  finishing  than  you 
imagine — and  that  this  work  done  cheaply  by  others  is 
really  expensive  for  you. 

LET  US  TELL  YOU  WHY  WE  MAKE  THESE  ASSER- 
TIONS. 

We  have  spent  time  and  money  in  selecting  the  most 
perfect  equipment  to  be  obtained  for  developing,  print- 
ing and  enlarging,  which  is  in  charge  of  men  of  long  ex- 
perience and  undoubted  skill  in  this  work. 

This  fact,  plus  the  work  we  are  tummg  out,  entitles  us 
to  claim  our  work  to  be  the  best  produced  in  Canada,  and 
you  can  readily  see  what  it  means  to  you  to  patronize  us. 


Inside  pages  of  circular  sent  out  early  last  year  by  Toronto  dealer  to  revive  patrons'  interest  in  photography. 
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A   Profitable  Line  for  the  Druggist 

Dr.  CasselFs  Tablets 

are  known  as 

England's  Celebrated  Household  Remedy 

They  have  the  largest  sale  of  any  article  of  its  kind  in 
the  world.  Between  $60,000  and  $75,000  is  to  be 
spent  advertising  this  line  in  Canada  this  year.  Send 
order  to  your  wholesaler  to-day. 

The  Veno  Drug  Company,  Limited  "'  ^n'Jifn?'" 

HAROLD  F.  RITCHIE  &  CO,  Limited 

Canadian  Selling  Agents 

10- 12-14  McCaul  St.  Toronto,  Ontario 


FAIRY  SOAP  is  just  as  much  needed  in  the  bath-room  as  any  food  article 
you  sell  is  needed  in  the  dining-room,  and  our  heavy  advertising  has  made 
the  public  expect  to  find  it  in  YOUR  store. 

^  Make  a  display  of  FAIRY  SOAP  at  all  times  and  show  you  are  ready  to 
supply  the  demand  for  the  big,  white,  floating,  oval  cake  with  the  five-cent  price 
and  the  twenty-five  cent  value. 

"  Have  you  a  little'  'Fair^'  in  your  home?  " 


MADE     BY 


THE    N.    K. 


FAIRBANK  ^q'^pany 


LIMITED 

MONTREAL,     CANADA 


ATKINSON  &  BARKER'S 

ROYAL 
INFANTS'  PRESERVATIVE 

Manufacturers:  R.  BARKER  &  SON 

MANCHESTER,  ENGLAND 


DOES 

NOT 

CONTAIN 

any 

SCHEDULED 

POISON 
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HINTS   TO    BUYERS 


OLIVE  OIL 

Harold  F.  Ritchie  &  Co.,  Ltd.,  have  just  received  a 
very  large  shipment  of  olive  oil,  the  old  reliable — 
Beaumartin. 

Beaumartin  olive  oil  can  be  procured  in  all  sizes.  It 
is  sold  to  you  under  a  guarantee.  Government  analysis 
sheet  supplied  for  the  asking.  What  brings  you  more 
profit  than  olive  oil,  and  particularly  so  when  you 
handle  Beaumartin? 


KEATING  S  INSECT  POWDER 

Keating 's  insect  powder  is  well  known  throtighout 
the  world.  This  line  is  being  marketed  in  Canada  by 
Harold  P.  Ritchie  &  Co.,  Ltd.,  of  Toronto.  Be  sure 
and  read  the  ads.  in  this  publication  for  Keating 's  in- 
sect powder. 

The  reason  that  Keating 's  insect  powder  is  a  superior 
product  is  that  Keating 's  manager  and  chemist  spent 
five  years  in  research  -work — a  long  time  to  study  in- 
sects. 

Keating 's  insect  powder  is  only  sold  in  packages. 
Every  customer  gets  the  original. 


ELLIMAN'S  EMBROCATION 

EUiman's  Embrocation  has  always  been  a  great  seller 
and  repeater. 

EUiman's  Embrocation  is  sure  to  move  quickly. 

You  will  please  your  customers  by  supplying  them 
with  EUiman's  when  they  ask  for  embrocation.  EUi- 
man's is  a  by-word  for  embrocation. 


HENRY  MARKS  &  SONS 

When  you  want  sponges  get  in  touch  with  Harold 
P.  Ritchie  &  Co.,  Ltd.,  Toronto.  They  represent  sponge 
headquarters.     London    is   headquarters   for   sponges. 


Why  not  keep  your  money  in  the  empire  t  Besides 
this,  you  can  save  from  25  per  cent,  to  40  per  cent. 
Harold  P.  Ritchie  &  Co.,  Ltd.,  can  show  you  the  largest 
range  of  sponges  in  Canada. 

Mr.  Druggist,  why  overlook  the  sponge  department 
in  your  store?  Por  years  druggists  have  been  much 
against  handling  sponges.  You  can  buy  these  goods 
to-day  at  right  prices.  Be  sure  and  see  the  samples 
carried  by  Harold  P.  Ritchie  &  Co.,  Ltd. 


1915  CALENDAR  OP  WELLINGTON  &  WARD 

The  1915  calendar  of  Wellington  &  Ward,  manufac- 
turers of  photographic  plates,  papers  and  films,  Unity 
Building,  Montreal,  is  a  very  attractive  one.  In  the 
first  place  it  is  mounted  on  extra  heavy  and  well 
finished  cardboard,  on  which  the  trade  name  "Welling- 
ton" is  heavily  embossed  in  gold,  while  their  trade 
mark  and  lines  manufactured  are  embossed  in  white. 
A  circular  photograph  at  the  top  shows  a  fine  sample 
of  photographic  work,  in  which  a  "Wellington"  plate 
and  bromide  paper  have  been  used.  The  calendar  paper 
is  also  artistically  finished,  there  being  catchy  sketches, 
symbolic  of  the  twelve  divisions  of  the  Zodiac  on  the 
twelve  calendar  sheets  of  the  year.  Each  of  these 
sketches  shows  amateur  photography  being  engaged  in. 


DOMINION  REGISTER  CO.  OPENS  SHOWROOM  IN 
TORONTO. 

The  Dominion  Register  Co.,  Ltd.,  manufacturers  of 
the  McCaskey  Account  Register  and  counter  check 
books,  have  opened  a  showroom  and  sales  office  on  the 
southwest  comer  of  Lombard  and  Church  Streets,  To- 
ronto. It  will  be  in  charge  of  Mr.  J.  C.  O'Connor,  sales 
manager  of  the  firm. 

TORONTO  BRANCH  OF  NATIONAL  DRUG  CO.  TO 
NEW  PREMISES. 

The  Toronto  offices  and  warehouses  of  the  National 
Drug  and  Chemical  Co.  will  be  moved  to  new  premises 
in  the  Henry  Building,  corner  Duncan  and  Richmond 
Streets,  about  the  middle  of  March.  The  change  will 
cause  no  interruption  to  business  or  their  usual  service. 


EXHIBIT  OF  INTERSTATE  ELECTRIC 
NOVELTY  CO. 

IJKREWITH  is  rei>roduced  a  photograph  of  the 
booth  of  the  Interstate  Electric  Novelty  Co.,  at 
the  Drug  Show  in  Madison  Square  Garden,  New 
York,  during:  the  week  of  Jan.  18  to  23.  During  the 
entire  week  th«ir  salesman  in  charge  of  the  booth 
was  quite  busy  answering  inquiries  as  to  prices, 
explanations  as  to  how  to  operate  the  Aasblights, 
and  various  other  matters  which  Interested  those 
at  the  show. 

Naturally  the  majority  of  the  people  were  drug- 
gists, doctors,  etc.,  or  those  interested  directly  or 
indirectly  in  the  drug  trade.  Quite  a  number  of 
orders  were  taken  and  no  doubt  the  resxilts  from  this 
show  will  be  of  benefit  to  the  flashlightindustry  in 
general  with  the  drug  trade. 
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The  Greatest  Remedy 


for  the  Disorders 
of  Young  Children 
in  Cases  of 

CONVULSIONS 
GRIPES 
FLATULENCY 
WHOOPING  COUGH 
and  all  intestinal  trouble* 


WOODWARD'S 
GRIPE  ■  WATER 


•WOODWARDS  GRfPE-WATER"  has  reached  its 
present  enormous  popularity  chiefly  by  personal  recom- 
mendation. It  has  been  before  the  public  now  for  more 
than  half  a  century,  and  persons,  now  themselves  parents, 
who  were  brought  up  as  babies  by  aid  of  this  preparation 
use  it  in  turn  with  their  own  children. 

Prepared  bj  W.  WOODWARD,  Limited 
No'tingham,  England.  All  wholesale 
Houses  in  Canada  stock  WOODWARD'S 

Agtnti  for  Canada : 

Harold  F.  Ritchie  &  Co.,  Limited 

10-12-14  McCaul  St.,  TORONTO 


'Twill  Do  Your  Advertising 

Thii  new  book  on  advertising  will  tell  you  all 
you  wsnt  to  know  about  sdvettiting  in  (he  (tore. 


Here's  the  Book  thst 
will  be  Yoar  Ad.  Mao 


Retail  Advertising 
Complete 

By  FRANK  FARRINGTON 

$1.00  Postpaid 

With  this  book  on  your  desk  you  are 
never  at  a  loss  what  kind  of  advertising 
to  do,  oi  how  to  do  it.  Every  kind  of 
advertising  is  treated  fully : 

Chapters  on  Newspaper  Advertitins 

Making  an  Advertisement 

Good  Specimen  Ready-made  Ads. 

Mail  Advertising 

Window  Trimming 

Advertising  Novelties 

Outdoor  Advertising 

Inside  the  Store  Advertising 

Advertising  Schemes 

Special  Sales 

Mail  Orders,  etc.,  etc. 

There  is  no  better  book  of  the  kind  at  any  price.    You  can't  afford 
lo  get  along  without  it. 


272  pages 
Bound  in  Cloth 


Absolutely  New 


Just  Published 


Commercial  Press,  Umited 


32  Colbome  Street 

Toronto,  Ontario 


Let  us  place 
this  Case  of 

Fresh 
Seeds 


on  your 
Counter 


R£NNI£*S  SBBDS 


CEILL  as  many  as  possible  and  the  remainder  may  be  returned  at  the  end  of  tlie 
season  at  our  expense.  Our  compact  and  attractive  counter  display  case  con- 
tains the  assortments  as  above,  and  you  will  add  many  dollars  to  your  profits  if 
you  let  us  send  you  one  or  more,  as  your  trade  requires,  on  commission, '  all 
charges  paid  by  us. 

Wm.  Rennie  Co.,  Limited    ::    Toronto 


UCK^ 


TRAM    MAJIK 


TK^  »r«   tk«   MOST 

WCLCOMC.  ARTISTIC 
fcrvd     UP-TO-DATC. 

USED  BY  ROYALTY. 


BOOKLETS 
NOVELTIES 

and 

POST  CARDS 

for 

EASTER 


RAPHAELTUCK&50N5  CO.  Limited 

9  5^ANT01NE  STREET 
MONTREAL 
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Bidwell,  Bidwell  &  Co 9 
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Canadian  Ever  Ready  Co 5 
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Wellington  Goods 

sell  quickly  and  require 
no  handling  except 
handing  out.  Attractive 
show  cards  with  order 

Photo  BooUett 

FfM 

Wellington 
&Ward 

MONTREAL 

Also  obtainable  from  the 
National  Drug  &  Chem- 
ical Co.    Ltd.    Montreal. 


RHEUMATISM 

CURED  1 

THE  BEST  BRITISH  REMEDY  IN  THE  WORLD  FOR                 | 

RHEUMATISM            GOUT 

LUMBAGO               1 

BLAIR'S    GOUT 

PILLS  1 

If  you  suffer  from  any  of  these  compiaints  try  ih 

ese  celebrated  pitls.                   I 

Perfectly  safe,  sure  and  effectual.    Thousands  can  testify  to  this  statement,                     | 

Known  all  over  the  world            Proui  &  Co. ,  229  S 

rand,  London,   Eng.       | 

A.  De  St.  Dalmas  &  Co. 


MAKERS  OF 


Adhesive  Plaster 

Belladonna  Plaster 
Hospital  Strapping 
Porous  Plasters 

Rubber  Adhesive  Plaster 

Menthol  Plasters 
Kidney  Plasters 
Mustard  Leaves 
Corn  Plasters 

and  all  kind*  of 

Medicated  Plasters 


Leicester  (England) 

Contractors  to  his  Majesty's  Government 

Agents: — Sharland  &  Co.,  27  Common  St.  Montreal 


CHEMICALS 

Grand  Prize,  Brnoels,  1910  Gold  Medal,  St.  Louis,  1S04 

Grand  Prize,  International  Exhibition,    London,  1909 

Thos.  Tyrer  &  Co.,  Limited 

STRATFORD,  LONDON,  ENGLAND 
1884  Wholesale  Only  1915 


EXCELLENCE 


"Sterling" 


BRAND 


RELIABILITY 


Second  to  None 

Pharmaceutical  CnemiCfiilS  Industrial 

MERCURIALS       HYPOPHOSPHITES 

SCALE  PREPARATIONS 

BISMUTH  SALTS      ETHERS 

PHOSPHORIC  ACID  ESSENCES 

SICCA  FIVES       ACIDS        COLLODIONS 


Order  through  yoar  Wholesale  Hoate, 
tpecifying  "TYRER' S" 


WW 


W^ 


ML  wm(m 


^Tr^ 


D.  O.   MCKINNON 

Prisidbnt  and 

GCNKRAL    MANAOKR 

WESTON   WRIGLEY 

V>CE>PRCaiOKNT    AND 
MANAaSR    OF  TRADE    PAPERS 

J.   C.  ARMER 

VlCC-PRCSIOENT    AND 

manager  op  technical 
Papers 


oz 
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NuMUER  Four 


The  Commission-  In  this  Lssne  will  be  found  a  letter 

to-Physician  Evil.  from  a  subscriber  complaining  of 
the  unfair  competition  that  he  is 
confronted  with  by  reason  of  the  prevalence  of  the 
"comtnission-to-physicians"  evil  in  his  town.  For  a 
time  he  spared  the  physicians  as  much  as  possible,  but 
of  late  has  been  fighting  the  evil  openly,  sending  out 
a  circular  letter  which  we  reproduce,  and  which  he  says 
awakened  many  people  to  the  situation. 

In  addition  to  the  drastic  cut  which  it  makes  in  his 
own  prescription  profits,  it  is  certainly  unfair  to  com- 
petitors for  a  druggist  to  give  a  commission  to  physi- 
cians, and  physicians  are  lowering  their  profession  in 
accepting  same. 

Tt  can  profit  a  druggist  little  to  be  a  party  to  such  a 
practice.  While  he  may  handle  a  larger  amount  of  pre- 
scription business  in  a  year,  what  is  the  use  of  doing  so 
when  the  additional  profit  has  to  be  paid  out  again  in 
the  form  of  a  commission  to  physicians?  He  has  had 
the  work  of  handling  the  extra  amount  of  business,  and 
has  deprived  his  brother  dealers  of  business  that  they 
would  have  otherwise  secured  and  handled  at  a  profit. 
It  certainly  is  a  dog-in-the-manger  policy. 

Where  a  physician  in  any  community  makes  a  de- 
mand for  a  rake-off  of  this  kind,  the  druggists  of  that 
district  should  get  together  and  stand  shoulder  to 
shoulder  in  preventing  the  introduction  of  any  such  a 
practice  in  their  community.  Wherever  this  evil  shows 
signs  of  breaking  out,  it  should  at  once  be  discouTaged. 

We  would  welcome  the  opinions  of  other  druggists  on 
the  matter,  with  suggestions  as  to  how  the  evil  may  be 
suppressed. 

«     •     *     •     , 

How  is  Trade  Whenever  druggist  meets  drug- 

With  You?  gist,  a  common  enquiry  is,  "How 

is  trade  with  you?"  While  occa- 
sionally we  encounter  dealers  who  have  a  complaint  to 
make  regarding  the  present  volume  of  business,  trade 
in  general  appears  to  be  fairly  siatisfaetory.  In  fact,  a 
good  many  dealers  are  going  on  showing  a  monthly  in- 
crease in  sales  just  the  same  as  previous  to  the  outbreak 
of  war. 

One  outstanding  case  of  this  kind  that  has  come  to 


the  attention  of  The  Retail  Druggist  is  that  of  Fred 
G.  Niebel,  of  208  Dundas  Street,  Toronto.  During  the 
month  of  February  his  business  showed  an  increase  of 
25  per  cent,  over  the  same  month  of  last  year.  During 
January  his  increase  was  over  nine  per  cent.- — in  fact, 
he  has  kept  right  on  showing  a  monthly  increase  since 
August  last  just  the  same  as  before  the  business  hori- 
zon was  darkened  by  the  war  cloud. 

The  reason  for  this  good  sales  record  is  no  doubt  due 
to  aggressiveness  in  going  after  business.  When  war 
broke  out,  not  a  few  dealers  of  the  listless  class  antici- 
pated a  slackening  in  business,  and,  expecting  dullness, 
they  invited  it!  Not  so  with  Mr.  Xiebel,  who  realized 
that  if  war  conditions  tended  to  hamper  trade  that  there 
was  even  greater  reason  for  maintaining  selling  effort. 
Advertising,  of  which  he  does  a  good  deal  ih  various 
forms,  was  kept  up  the  same  as  usual,  and  more  atten- 
tion given  to  making  the  store  inviting  and  the  service 
such  as  to  bring  customers  back  continuously  to  the 
store. 

The  value  of  this  policy  of  aggressiveness  is  shown 
in  the  results  attained.  Not  many  dealers  can  boast 
of  a  25  per! cent. ''increase  in  sales  during  any  month 
since  war  broke  out  over  the  previous  year.  This  in- 
stance, however,  demonstrates  the  possibility  of  hang- 
ing up  new  sales  records  even  during  war  times,  and 
also  shows  the  value  of  keeping  the  business,  machine 
under  a  full  head  of  steam,  especially  when  the  grade 
is  a  little  heavy  and  may  be  more  difficult  than  usual  to 
make. 

How  is  trade  with  you?  It  is  nice  to  be  able  to  say, 
"good"  to  that  question,  and  mean  it.  If  you  cannot 
make  that  reply  now,  a  little  more  steam  in  pulling  for 
business  may  allow  you  to. 


Revival  of  Photo- 
gfraphic  Trade. 


While  amateur  photography  is 
now  indulged  in  to  a  considerable 
extent  during  the  entire  year, 
when  winter  begins  to  blossom  into  spring  and  the  tem- 
perature Ijecomes  more  conducive  to  outside  amuse- 
ments, there  is  always  a  big  revival  in  amateur  photo- 
graphy.   This  is  going  to  mean  more  business  for  the 
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druggist  handling  photographic  supplies,  and  particu- 
larly for  the  dealer  who  makes  a  good  strong  bid  for 
this  business. 

In  addition  to  making  a  strong  bid  for  his  share  of 
the  business  that  is  passing,  the  dealer  should  put  forth 
some  effort  to  arouse  the  interest  of  customers  in  ama- 
teur photography.  People  who  have  been  enthusiasts 
in  previous  years  can  frequently  be  induced  to  take 
up  this  popular  pastime  again  by  the  mere  suggestion 
in  window  display,  advertisement,  or  personal  talk. 
This  will  mean  more  demand  for  supplies  and  also  in 
printing  and  developing. 

An  effort  should  also  be  made  to  enlist  more  people 
in  the  constantly  increasing  army  of  camera  users. 
Most  people  like  to  have  photographs  of  their  friends 
and  of  scenes  that  appeal  to  them,  and  the  dealer  can 
show  his  customers  how  this  is  possible  at  small  cost. 

Many  people  have  a  smouldering  desire  to  own  a 
camera,  but  are  deterred  from  taking  any  action  to- 
wards buying  one  by  the  belief  that  a  camera  is  a  com- 
plicated machine  and  requires  considerable  skill  to 
operate.'  The  simplicity  of  camera  operating  should 
be  impressed  on  the  public,  and  an  invitation  extended 
to  them  to  come  in  and  have  the  use  of  the  camera 
explained. 

The  big  selling  season  for  both  cameras  and  supplies 
is  now  opening  up,  and  every  dealer  finds  it  profitable 
to  hasten  its  revival. 

•     *     «     • 

Playing  Blind  We  all  remember  the  uncertainty 

Man's  Buff.  of  success  in  playing  the   game 

of  blind  man's  buff  in  our  child- 
hood days.  We  should  have  learned  then  the  bad 
features  of  going  it  "blind,"  but  many  dealers  have 
not  profited  by  the  lesson,  as  is  demonstrated  by  the 
"blind"  manner  in  which  they  conduct  their  business 
to-day. 

Not  infrequently  are  dealers  encountered  who  con- 
duet  their  business  in  a  haphazard  manner,  knowing 
with  little  degree  of  certainty  how  they  are  progressing 
as  the  days  go  by,  and  frequently  as  year  follows  year. 
System  in  their  business  is  conspicuous  by  its  absence. 
They'  are  sailing  along  with  hopes  of  some  day  reach- 
ing the  port  Success,  but,  like  the  mariner  without  a 
compass,  they  will  probably  find  at  the  end  of  a  rough 
trip  that  they  have  not  arrived  at  the  point  for  which 
they  set  out.  They  may  even  meet  with  disaster  on  the 
way.  That  is  because  they  have  been  sailing  on 
"guess,"  and  there  are  too  many  shoals  in  business  to- 
day on  which  the  dealer  is  liable  to  go  asihore,  to  take 
chances  on  guesswork.  The  business  man  to-day  must 
be  absolutely  certain. 

Blind  man's  buff  was  all  right  in  its  way,  but  is  no 
game  for  the  merchant  to  play. 


The  Need  of 
Planning  Ahead 


A  manufacturer  of  a  certain  drug 
line  stated  to  the  writer  the  other 
day  that  he  felt  that  as  soon  as 
the  present  war  cloud  had  passed  over,  that  trade  in 
Canada  would  not  only  return  to  the  normal  conditions 
of  1913,  but  that  there  would  be  a  rapider  develop- 
ment of  business  than  Canada  has  ever  experienced. 
He  is  already  making  plans  for  to  be  able  to  take  care 
of  the  increased  demand  for  his  goods  that  he  feels 
will  come  with  the  general  trade  revival,  and  is  map- 
ping out  a  campaign  so  as  to  be  fully  prepared  to  jump 
in  at  the  psychological  moment  and  get  his  line  well 
entrenched  before  his  comipetitors  are  in  a  position 
to  go  after  the  increased  trade. 


There  is  a  good  lesson  for  the  retailer  in  this  policy 
of  figuring  well  in  advance  in  the  matter  of  sales  cam- 
paigns. Too  many  dealers  do  not  give  thought  to  the 
sale  of  a  line  until  the  selling  season  is  upon  them,  and 
then  they  are  not  in  a  position  to  cash  in  on  it  in  the 
manner  that  would  be  possible  if  they  had  planned  in 
advance.  They  allow  their  more  aggressive  competitors 
to  lead  the  way  and  gather  in  the  cream  of  the  trade, 
while  they  trail  behind  and  pick  up  what  the  fag  end 
of  the  season  may  offer. 

This  is  poor  business,  and  any  merchant  who  is  fol- 
lowing such  a  policy  needs  to  discard  it  at  once.  If 
you  want  to  attract  the  attention  of  the  public  get 
up  at  the  head  of  the  procession,  and  be  arrayed  as  if 
you  had  been  looking  forward  to  and  preparing  for 
the  occasion,  and  not  as  if  you  had  been  awakened  by 
the  blare  of  the  other  fellow's  trumpet  and  had  just 
fallen  in  line. 


The  Tune  the  Old 
Cow  Died  On. 


Do  you  really  know  the  tune  the 
old  cow  died  out  If  called  upon 
to  give  it,  you  probably  could 
not.  Yet  you  have  been  telling  people  all  these  years 
when  you  whistled  some  unknown  air  that  it  was  "The 
tune  the  old  cow  died  on."  Well,  here  is  the  tune  the 
old  cow  died  on — or  at  least  one  version  of  it : 

There  was  a  man  who  had  a  cow 
And  he  had  naught  to  give  her, 

So  he  took  his  pipe  and  played  her  a  tune 
"Consider,  good  cow,  consider." 

That  was  the  tune,  and,  of  course,  the  old  cow  died. 
Cows,  like  people,  have  to  have  sustenance  in  order  to 
live. 

And  many  a  dealer  is  playing  the  same  empty  tune 
on  his  "old  cow"  of  a  business,  and  yet  wonders  why  it 
is  slowly  dying.  He  has  milked  the  business  so  long 
without  provender  necessary  to  stimulate  life  that  the 
poor  old  business  is  in  danger  of  soon  being  in  need  of 
a  business  undertaker — the  sheriff. 

How  frequently  you  see  a  dealer — especially  one  of 
rhe  old  school — trying  to  maintain  life  in  his  business 
without  the  use  of  proper  provender.  He  refuses  to 
spend  money  on  new  fixtures  or  equipment  sucii  as  are 
necessary  to  get  the  best  results  in  these  days  of  keen 
competition — he  does  not  feel  disposed  to  advertise  to 
attract  new  customers  and  sell  more  goods  to  old  ones — 
he  will  not  add  the  new  sidelines  that  are  making 
money  for  other  dealers  in  the  same  business — be  will 
not,  or  does  not,  adopt  the  live  merchandising  meth>'>ds 
that  are  bringing  success  to  his  more  aggressive  com- 
petitors. He  is  trying  to  make  his  business  exist  on  the 
"tune  the  old  cow  died  on,"  and  unless  he  changes  his 
business  methods  he  will  soon  find  it  departing  in  the 
same  manner  as  the  cow  which  we  hear  paraphrased  so 
often. 


SHORT  NOTES  FROM  THE  EDITOR'S  PEN 

How  is  trade  with  you? 

•  «     • 
Keep  pushing  strong  for  business. 

«     •     • 

Give  the  profit  payers  prominence  in  display. 

•  *     • 

Advertising  is  good  spring  medicine  for  a  sluggish 

business. 

•  •     • 

The  hotel  clerk's  greatest  asset  is  his  ability  to  call 
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his  patrons  by  name.     Not  the  least  of  the  desirable 
qualities  of  a  store  clerk  is  that  same  ability. 

•  •    • 

What  have  you  been  doing  to  promote  the  "Buy-a- 
Bandage"  campaign! 

•  •     • 

Among  other  notes  that  are  now  due  are  those  of 
the  spring  birds. 

•  •     • 

The  temperature  is  moving  upward.  See  that  your 
ambition  goes  up  with  the  thermometer. 

•  •     • 

Now,  while  the  housewives  of  the  land  are  conduct- 
ing a  combined  attack  on  "Old  Man  Dirt,"  it  is  well 
that  the  dealer  give  some  thought  to  store  cleaning. 
There  are  few  stores  that  cannot  stand  a  little  cleaning 
up  at  this  time. 

•  •     • 

Have  you  noticed  our  "Question  Box"  department? 
Many  readers  are  making  use  of  it,  and  you  are  invited 
to  do  so.  If  you  wish  to  know  where  to  get  any  line  of 
goods  or  equipment,  or  if  you  want  advice  on  any  of 
the  many  problems  of  your  business,  let  us  hear  from 
you.    We  are  at  your  service. 


It  is  a  poor  salesman  who  stands  behind  his  counter, 
makes  a  sale  and  allows  the  customer  to  pass  out  with- 
out suggesting  another  sale.  Hardly  anything  is 
bought  in  a  store  that  does  not  suggest  something  to 
go  with  it.  The  person  behind  the  counter  who  does 
not  take  advantage  of  this  fact  is  not  a  salesman — he 
is  merelv  an  order  taker. 


The  Belgian  Relief  Fund,  to  which  the  doctors  and 
pharmacists  of  Canada  are  asked  to  contribute,  is  a 
worthy  cause,  and  everyone  should  do  what  he  can  to 
swell  the  contributions  of  the  pharmacy  section.  Con- 
tributions may  be  sent  to  the  president  or  secretary  of 
your  provincial  association,  or  direct  to  the  secretary 
of  the  general  committee,  D.  Walter  McKeown,  7  Col- 
lege Street,  Toronto. 


When  a  cat  sits  down  on  a  hot  stove  lid,  she  ever 
afterwards  evades  a  stove  lid  of  any  kind,  even  though 
it  may  be  a  cold  one.  A  good  many  merchants  are 
inclined  to  follow  along  much  the  same  line.  If  they 
get  burnt  handling  a  certain  line  of  goods  they  for- 
ever fight  shy  of  other  things  that  are  anyways  similar. 
Such  a  line  of  action  cannot  be  described  as  exactly 
good  business. 


System  Essential  to  Success 


WHAT  SYSTEM  DOES  FOE  THE  DEALER 

SYSTEM  introduced  into  business  works  for  greater 
profit  because  it  guards  agains.t  losses  and  Iteeps 
tlie  merchant  acquainted  with  the  standing  and 
progress  of  his  business.  This  refers  to  system  used 
in  connection  with  book-keeping,  and  in  keeping  track 
of  sales,  stock,  book  accounts,  etc. 

System  in  looking  after  stock  and  orders,  in  handling 
of  customers,  and  similar  work,  lessens  the  amount 
of  labor  in  connection  with  it,  and  this,  of  course,  has 
a  bearing  on  profit,  "because  it  allows  the  maximum 
amount  of  business  to  be  done  at  a  minimum  cost. 


THE  retailer  is  in.  business  for  something  more  than 
hiis  health — he  is  in  business  to  make  mbmey.  It 
is  for  this  reason  that  he  willingly  gives  himself 
over  to  hard  work,  early  and  late.  Sometimes  it  is  the 
case,  however,  that  no  matter  how  hard  he  may  strive, 
that  he  does  not  make  as  much  money  as  he  should. 
When  this  is  the  case,  there  is  always  a  reason,  and  it  is 
to  the  discovery  and  elimination  of  that  cause  that  he 
should  give  thought  and  study..  ,.. 

In  this  study,  the  dealer  needs  to  consider  his  busi- 
ness carefully — his  store,  the  quality  of  his  goods,  the  • 
eflBciency  of  his  clerks,  the  number  and  purchases  of 
his  customers  and  his  business  system.  These  are  all 
important  factors,  but  there  is  probably  none  as  im- 
portant as  system.  A  dealer  may  have  a  good  location 
and  an  up-to-date  store,  may  carry  good  stock,  have 
good  clerks  and  many  customers;  but  unless  he  has  a 
proper  business  system  his  profit  will  never  he  what  it 
should. 

The  retailer  will  realize  this  when  he  stops  to  think 
just  what  a  proper  store  system  will  do  for  him.  It  will 
protect  him  against  mistakes  and  no  one  makes  any  • 
money  by  making  mistakes.  These  mistakes  may  be 
costly  in  a  direct  way,  as  in  cases  of  wrong  change 
making  or  failure  to  charge  goods  that  are  sold  on 
credit.  Or  it  may  be  indirect  as  in  the  case  where  cus- 
tomers pay  money  on  account  without  getting  credit 
for  it.  This  makes  a  dissatisfied  customer,  which  in 
turn  means  lost  business,  and  lost  profit — ^and  the  mer- 
chant stands  the  loss. 

A  dealer  should  have  a  system  that  will  furnish  guid- 
ing information  so  that  he  will  know  the  exact  standing 
of  his  business.  Too  many  dealers  altogether  drift 
along  with  no  competent  tab  on  the  progress  that  is  be- 
ing made,  and  accordingly  leaks  that  are  eating  away 
profits  may  exist  without  their  knowledge.  A  compet- 
ent system  will  show  the  merchant  when  favorable 
headway  is  not  being  made,  and  he  is  then  in  a  position 
to  investigate  and  remedy. 

System  will  also  do  a  good  deal  to  improve  his  ser- 
vice, and  service  in  this  day  must  be  quick  for  the  cus- 
tomer and  economical  for  the  proprietor.  Success  in 
retailing  is  attained  as  much  through  good  service  as 
through  good  goods,  and  system  is  a  big  factor  in  speed- 
ing up  service. 

A  dealer  should  have  a  convenient  business  system 
and  it  should  furnish  records  without  delay  or  too  much 
wox'k.  It  should  constantly  give  him  an  idea  of  the 
standing  of  his  business.  It  should  enable  him  to  keep 
a  close  check  on  his  business.  In  this  way,  it  will  en- 
able him  to  stop  the  loss  of  money,  work  and  time. 

System  should  not  be  burdensome.  It  should  be  so 
convenient  for  clerks  that  they  will  be  able  to  serve 
the  greatest  number  of  people  in  the  shortest  length  of 
time.  It  should  not  interfere  with  the  time  of  the 
proprietor  so  that  he  cannot  give  proper  attention  to 
other  necessary  work.  And,  above  all,  system  should 
not  be  expensive — it  should  assist  in  reducing  expenses. 

Every  merchant  should  give  time  and  attention  to  the 
evolving  of  a  proper  business  system  in  his  store 


It  is  the  enthusiasm  you  put  behind  your  work  that 
counts  most  in  making  the  work  successful. 
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Stamp  Tax  on  Patents  and  Perfumes  Set  at  4  Per  Cent. 

Reduction  from  10  per  c-rtt.  to  4  per  cent,  announced  by  the  Finance  Minister  as  a 
remit  of  the   representations   made    to   him    by  various  branches  of  Drug  Trade. 


The  stamp  tax  on  patent  medicines  and  perfumes  has 
been  reduced  to  four  per  cent.,  instead  of  10  per  cent., 
as  in  the  original  war  tax  announcement.  This  was 
the  information  given  out  by  the  Finance  Minister  in 
the  revised  Stamp  Tax  Bill  put  before  the  House.  The 
tax  on  patents  and  perfumes  will,  therefore,  be  1  cent 
on  each  25  cents  of  retail  value,  instead  of  1  cent  on 
each  10  cents  of  retail  value,  as  origfinally  announced. 
The  reduction  is  the  result  of  the  representations  made 
to  the  Minister  by  the  various  branches  of  the  drug 
trade.  Further  information  on  the  stamp  tax  will  be 
found  on  page  32. 

THE  month  or  so  that  has  elapsed  since  the  BudgL't 
was  brought  down  by  the  Finance  Minister  has 
been  marked  by  much  uncertainty  in  the  drug 
trade.  Tliat  uncertainty  resulted  from  lack  of  any- 
thing deiiuite  in  regard  to  the  stamp  tax  on  patent 
medicines  and  pexfumes — the  percentage  of  same — 
when  it  would  come  into  effect — and  the  regulations  in 
connection  with  its  imposition. 

Interview  With  Finance  Minister. 

As  soon  as  the  tax  was  announced,  the  associations  of 
the  various  branches  of  the  drug  trade  at  once  began  to 
put  forth  efforts  to  get  the  Finance  Minister  to  recon- 
sider the  question  of  the  tax  on  patents  and  perfumes. 
An  interview  was  arranged  between  him  and  represen- 
tatives of  the  Proprietary  Articles  Trade  Association 
of  Canada,  The  Canadian  Pharmaceutical  Associatioa 
and  the  wholesale  drug  trade.  The  deputation  was  well 
received  by  the  Minister,  and  a  most  satisfactory  in- 
terview took  place,  the  Minister  promising  his  best  con- 
sideration to  the  arguments  put  forth. 

Careful  Consideration  to  Representations. 

At  that  time  announcements  were  made  in  some 
papers  that  the  Minister  had  promised  certain  revisions 
in  the  tax.  While  it  is  understood  that  certain  revis- 
ions were  talked  of,  nothing  definite  was  promised  by 
the  Minister  at  that  time.  In  fact,  well  on  into  the  mid- 
dle of  March,  the  Finance  Department  at  Ottawa  in- 
formed The  Retail  Druggist  that  the  representations 
made  l),y  the  deputations  that  went  to  Ottawa  were  still 
under  consideration.  It  shows  the  thought  and  investi- 
gation }.'iven  to  the  matter  before  making  a  definite  an- 
nounceiuent. 

Members  of  Deputation. 

The  representatives  of  the  Canadian  Pharmaceutical 
Association  at  the  interview  in  Ottawa  were  A.  J.  John- 
ston, of  Sarnia,  Ont. ;  J.  E.  Tremble,  of  Montreal ;  G.  E. 
Gibbard  and  Robert  Ferrah,  of  Toronto,  and  J.  J.  Allen, 
of  Ottawa. 

Members  of  the  wholesale  and  manufacturing  trades 
present  included  Chas.  McD.  Hay,  Lyman  Bros.  Co., 
Ltd.,  Toronto;  Arthur  L.yman,  of  Lymans,  Ltd..  Mont- 
real; C.  W.  Tinling  and  Jas.  Mattinson,  National  Drag 
&  Chemical  Co.,  Montreal ;  Mr.  Miles,  of  the  Leeining 
Miles  Co.,  Montreal:  David  Watson,  Montreal;  C.  D. 
Daniel,  of  the  Toronto  Pharmacal  Co.,  Toronto;  R.  R. 
Corson,     of  Sovereign  Perfumes,     Ltd.,  Toronto ;    W. 


Grant,  Parke,  Davis  &  Co. ;  C.  A.  Smith,  of  Frederick 
Stearns  &  Co.,  Windsor;  W.  J.  Eraser,  of  Northrop  & 
Lj^man  Co.,  Ltd.,  Toronto,  and  others. 

Question  as  to  Time  of  Affixing  Stamps. 

One  of  the  big  questions  in  regard  to  the  imposition 
of  the  stamp  tax  was  as  to  the  time  that  the  stamp 
should  be  affixed  to  the  goods.  Although  generally 
acknowledged  that  the  only  fair  and  reasonable  plan 
would  be  to  affix  the  stamp  when  the  sale  was  made, 
from  the  original  announcement  it  appeared  that  the 
stamps  must  be  affixed  to  all  goods  in  stock  immediate- 
ly the  bill  came  into  force.  This  would  be  manifestly 
unfair,  as  it  would  require  the  investment  of  a  huge 
amount  of  money  in  stamps. 

In  addition  to  tying  up  his  money,  when  the  tax  was 
taken  off,  the  draggist  would  be  left  with  a  biw  stock 
of  patents  and  perfumes  with  the  stamps  affixed,  and 
for  which  he  would  be  able  to  get  no  return.  This 
would  certainly  be  an  injustice  to  this  retailer. 


Pass  the  Stamp  Tax  on  to  the 
Consumer 


THE  special  stamp  taxes  imposed  by  the  Govern- 
ment were  meant  to  be  borne  by  the  general 
public  and  should  be  passed  on  to  where  they  be- 
long. In  fact  the  word  "should"  is  not  the  correct 
one  to  use  in  this  connection.  The  correct  word  is 
"must" — for  the  druggist  must  pass  them  on  to  the 
consuming  public  if  he  is  to  make  sufficient  profit  to 
pay  expenses  and  .stay  in  business. 

If  a  person  purchases  a  railway  or  steamship  ticket, 
he — the  user  of  same —  has  to  pay  the  stamp  tax  added 
to  it,  and  why  should  not  the  purchaser  of  patent 
medicines  or  perfumes  do  likewise,  and  thus  bear  his 
share  of  the  burden  as  intended  by  the  Government? 

Do  not  fool  yourself  into  thinking  that  this  tax  will 
be  over  in  a  short  time  and  that  you  can  afford  to  staiid 
it  for  a  while.  This  war  may  last  a  good  deal  longer 
than  you  expect  and  the  tax  will  no  doubt  be  con- 
tinued a  considerable  time  after  peace  has  been  declar- 
ed, in  order  to  raise  revenue  to  pay  off  the  debts  con- 
tracted by  war  expenditures. 

It  therefore  behooves  every  druggist  to  start  right  in 
on  the  day  annoiinced  for  its  inauguration  and  pass  the 
stamp  tax  on  to  the  consumer  with  each  sale.  People 
will  be  expecting  to  pa.v  it.  and  being  a  "war"  tax  very 
few  will  complain  of  its  imposition.  The  time  to  com- 
mence adding  this  tax  is  the  da.y  it  comes  in  force  and 
people  are  expecting  it. 

It  certainly  was  not  intended  that  the  druggist 
should  bear  the  tax  on  patents  and  perfumes — and  he 
should  not.  In  justice  to  himself  and  those  who  depend 
on  him,  and  in  fairness  to  his  competitors  and  the  trade 
generally,  the  druggist  should  pass  the  tax  on  to  the 
consumer  as  the  Government  intended. 


April  1915 


THE  RETAIL  DBUQGIST  OP  CANADA. 


15 


Big  Chain  Drug  Store  Corporation  to  Invade  Canada 

Riker-Hegeman  Corporation,  the  biggest  drug  store  chain  in  the  United  States,  in- 
creases capital  atoc^  in  Canada  to  $815,000 — Preliminary  to  firing  of  opening  gun 


THE  chain  store  dragon,  which  established  itself 
in  the  United  States  some  years  ago,  and  w'hich 
has  been  growing  in  size  and  increasing  in 
strength  at  the  expense  of  the  small  individual  dealer, 
is  to  invade  the  Canadian  field.  Rumors  to  this  effect 
have  been  current  from  time  to  time,  but  the  invasion 
is  now  a  certainty.  Not  only  is  the  chain  movement 
that  has  reached  such  dimensions  in  the  United  States 
to  be  extended  into  Canada,  but  it  is  to  be  introduced 
by  the  largest  chain  system  in  the  States — the  Riker- 
Hegeman  Corporation,  with  head  offices  in  New  York. 

Riker-Hegeman  Co.  Increases  Canadian  Capital  to 
$815,006 

This  company  was  incorporated  in  Canada  some  time 
ago  with  a  capital  stock  of  $10,000,  but  since  taking  out 
its  charter  has  not  established  any  stores.  That  it  is 
now  ready  to  get  down  to  real  business  is  indicated 
by  the  fact  that  supplementary  letters  patent  have 
been  issued  at  Ottawa  increasing  the  capital  stock  of 


RIKER-HEGEMAN   DRUG   STORES,    LIMITED. 

PUBLIC  Notice  is  hereby  giveo  bhat  uii<ier  the 
First  Part  of  chairter  79  of  the.  Revised  Staitutes 
of  Canada,  1906,  known  as  "Tlhe  Companies 
Act,"  supjdemenbary  letters  }>atent  have  beem  issued 
under  the  Seal  of  the  Secretary  of  State  of  Canada, 
bearing  date  th©  24th  day  of  February,  1915,  increas- 
ing tie  caqiitiail  stofk  of  "Riker-Hegeman  Drug  Stores, 
lyimiited,"  from  the  sum  of  teai  thoussand  dollars  to 
the  sum  of  eig'ht  hundred  and  fifteen  thousand  dollaiTS, 
such  increase  to  eonsisit  of  one  himdred  and  sixty-one 
tJiousand  shares  of  five  dollars  eiaeh. 

I>ated  at  tie  office  of  the  Secretary  of  State  of  Can- 
ada this  2oth  day  of  February,  1915. 

THOMAS  MULVKY, 

Under-Secretary  of  State. 


Notice  from  Canada  Gazette  increasing  capital  of  Rilter-Hegeman 
Co.  to  $815,000.  Convincingr  evidence  that  Canada  is  to  be  invaded 
by  the  biggest  chain  drug  store  corporation  in  the  U..S. 

'•Riker-Hegeman  Drug  Stores.  Irimited,"  from  $10,000 
to  the  sum  of  $815,000. 

Thus  it  is  indicated  that  everything  is  ready  for  fir- 
ing the  opening  gun.  One  report  has  it  that  a  start  will 
be  made  by  the  opening  of  a  dozen  or  more  stores  in 
Toronto  as  the  initial  link  in  a  chain  to  gradually 
cover  Canada.  The  large  cities  of  the  Dominion  will, 
no  doubt,  be  first  favored  by  the  attention  of  this  cor- 
poration, but  as  is  the  case  in  the  United  States,  the 
smaller  centres  will  later  be  invaded. 

This  Corporation  is  Biggest  Chain  in  U.  S. 

The  rapid  growth  of  the  drug  store  chains  in  the 
United  States  will  give  Canadian  dealers  an  idea  of 
the  importance  of  this  movement.  '  There  are  approxi- 
mately 200  drug  store  chains  in  the  U.  S.,  vdth  a  total 
of  1400  stores.  This  is  out  of  a  grand  total  of  45,000 
stores. 

Greatest  in  importance  is  the  fast-growing  Riker- 
Hegeman  chain,  with  a  total  of  105  stores.  This  is  the 
result   of  several  amalgamations  within   a  half-dozen 


years.  The  new  concern  was  captured  a  year  ago  by 
George  B.  Whelan  and  his  associates  in  the  United 
Cigar  Stores  Co.,  who  are,  of  course,  closely  allied, 
though  not  formally,  with  leading  tobacco  magnates. 
The  new  company  has  speeded  up  its  career  of  ex- 
pansion and  has  ambitious  aims  in  which  its  present 
105  stores  are  no  mean  beginning.  It  apparently  sees 
in  Canada  a  ripe  field  for  development.  Its  capitaliza- 
tion ill  the  United  States  is  $15,000,000.  Its  sales  last 
year  eijualled  the  same  amount  with  a  dividend  of 
15  per  cent. 

What  Chain  Movement  Means  to  Small  Dealer 

The  drug  store  chains  in  the  United  States  have,  up 
to  the  present,  contented  themselves  with  the  large 
cities,  but  the  ones  backed  by  Geo.  Whelan  and  his 
associates  are  now  invading  the  smaller  centres  with 
combination  drug  and  cigar  stores.  This  means  that 
the  whole  drug  trade  is  vitally  concerned  in  the  chain 
movement  that  is  about  to  be  launched  in  Canada.  It 
behooves  every  druggist  to  give  thought  and  study  as 
to  what  it  may  mean  to  him.  He  should  take  steps  to 
fortify  himself  against  this  competition— to  entrench 
himself  thoroughly  in  the  drug  trade  of  his  community. 

And  the  Manufacturer  and  Wholesaler 

The  wholesaler  and  the  manufacturer  have  reason  for 
sitting  up  and  taking  notice  also.  In  speaking  of  this 
jvartieular  question.  Printers'  Ink,  which  has  given  a 
good  deal  of  time  to  investigating  the  chain  store  move- 
ment recently,  said : 

"It  certainly  does  look  exceedingly  good  for  the 
chains  and  the  chains'  own  products,  but  how  about 
the  nationally  advertised  brands?  They  are  reason- 
ably safe,  no  doubt,  until  the  chains  get  national  dis- 
tribution for  their  own  brands  and  start  out  to  adver- 
tise them  locally  and  nationally.  As  to  what  is  likely 
to  happen  afterward,  every  advertiser  can  .judge  by 
putting  himself  in  the  place  of  the  chains:  if  he  had 
the  stores,  the  windows,  the  counters,  the  salesmen 
and  an  unparalleled  chance  to  make  his  local  and  na- 
tional advertising  effective — a  complete  selling  and  ad- 
vertising sweep — ^how  much  show  would  he  give  his 
competitors'  brands,  and  why?  This  extension  of  the 
chains  into  the  small  towns  is  a  new,  radical  and  serious 
problem  for  the  national  distributor  to  consider." 


THE  CHAIN  DRUG  STORES  OF  THE  UNITED 
STATES. 

THERE  are  200  drug  store  dhains  in  the  United 
States,  with  a  total  of  1,400  stores.  The  Riker- 
Hegeroam  Oor|>oration,  which  is  invading  Can- 
iid®,  is  the  largest.  Some  of  the  big  chains,  with  th.' 
number  of  stores  in  eacJi  ease,  are  as  follows: 

Stores. 
Riker-Heigeman   Copporaition,   New   York ....     105 

Ijouis  K.  Liggett  Co.,  Boston,  Mass 52 

Owl  I>rug  Co.,  San  Franaisco 20 

Square  I>rug  Co.,  Syracuse,  N.Y.,   20 

Marshall  Drug  Oo,  Olevelajid,  0 15 

Sun  Drug  Oo_,  Los  Angeles 13 
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Combating  the  *'Commission-to-Physicians"  Evil 

Gustave  Richard,  of  Sherbrooke,  Que.,  complains  of  this  unfair  competition — 
h  openly  fighting  it  and  asks  for  experiences  of  other  dealers  along  this  line 


WE  are  in  receipt  of  a  communication  from  Gus- 
tave Richard,  of  Sherbrooke,  Que.,  who  com- 
plains of  the  unfair  competition  with  which  he 
is  confronted  by  reason  of  the  "  eommission-to-physi- 
cians"  evil,  which,  he  declares,  is  prevalent  in  his  town. 
At  first  he  endeavored  to  spare  the  physicians  as  much 
as  possible,  but  for  the  past  two  months  has  been  openly 
fighting  those  who  receive  a  rake-off.  He  would  like 
to  hear  from  any  other  dealers  who  are  confronted 
with  similar  competition,  with  suggestions  as  to  how 
they  have  endeavored  to  combat  it.    His  letter  follows. 

Letter  from  Sherbrooke  Druggist 

Editor,  The  Retail  Druggist : 

I  am  up  against  a  rather  difficult  proposition,  in  the 
form  of  unfair,  competition  brought  about  by  the 
"commission-to-physicians"  evil. 

No  doubt  other  druggists  in  Canada  have  had  to 
fight  the  same  evil,  and  I  should  be  very  glad  to  hear 
from  them  on  some  effective  means  to  fight  this.  Some 
physicians  have  gone  the  limit  in  order  to  prevent 
their  prescriptions  coming  to  my  store,  but  the  favorite 
plan  is  to  walk  out  of  a  house  without  saying  a  word, 
and  have  the  medicine  sent  from  the  favored  drug 
store. 

At  first  I  tried  to  spare  the  physicians  as  much  as 
possible,  but  for  the  last  two  months  I  have  been  openly 
fighting  those  who  receive  a  rake-off. 

I  enclose  a  copy  of  a  letter  which  I  sent  to  about 
600  families  in  the  vicinity  of  my  store,  and  I  might 
say  that  it  made  a  lot  of  people  think  and  ask  full  ex- 
planations on  this  system  of  grafting. 

This  evil  hits  me  particularly  hard,  as  I  do  a  good 
deal  of  advertising,  and  by  one  single  word  a  physician 
destroys  the  effects  of  my  efforts  and  prevents  me  from 
getting  the  results  that  I  have  a  right  to  expect  from 
my  advertising. 

Yours  truly, 

GUSTAVE  RICHARD. 

Sherbrooke,  Que. 

Circular  Letter  Regarding  "Rake-off"  Sent  Out. 

Editor's  Note — We  reproduce  here  a  copy  of  the  cir- 
cular letter  sent  out  to  600  customers  by  Mr.  Richard 
in  an  effort  to  combat  the  "commission-to-physicians" 
evil,  of  which  he  complains.  From  time  to  time,  the 
prevalence  of  this  evil  has  been  hinted  at  in  certain 
sections,  but  in  a  good  many  instances  there  has  been 
lack  of  any  proof  that  any  commission  was  being  paid. 

In  reply  to  our  enquiry  on  this  point,  Mr.  Richard 
states:  "I  consider  that  I  have  positive  proof  that 
at  least  two  local  druggists  are  giving  commissions  to 
certain  physicians  for  prescriptions  sent  to  their  stores. 

The  Methods  of  the  Offending  Physicians 

"One  I  know  has  been  doing  it  for  years 

Two  prominent  physicians  make  it  a  point  to  never 
leave  the  prescription  at  the  home  of  their  patients, 
and  then  leave  it  at  that  store  unless  they  are  specially 
requested  not  to  do  so. 

"With  one  other  store,  three  physicians  insist  on 


sending  their  patients  there,  and  they  also  have  the 
habit  of  walking  out  of  a  house  without  saying  a  word 
and  then  they  telephone  the  order  to  the  favorite  store. 
I  have  a  specific  case  Where  one  of  these  honorable 
gentlemen  was  requested  to  leave  the  prescription  at 
my  store,  and  he  told  the  lady  that  I  could  not  fill  it 
and  that  only  a  certain  store  could  do  so.  The  party 
was  a  friend  to  whom  I  had  spoken  about  this  trick 
and  she  requested  the  physician  to  leave  the  order  on 
the  table,  and  sent  it  to  me  with  the  story.    The  pres- 


Dear  Madam: 

Wihen  you  emiploy  a  phyisician  you  doubtless  select 
the  one  that  you  think  the  most  capable. 

After  he  has  studied  the  case  and  decided  just  what 
remedies  are  required  to  relieve  tlhe  trouble,  he  prob- 
ably writes  a  prescription  for  you  to  have  compounded. 

It  is  then  youx  privilege  to  again  exercise  your  best 
judgment  as  to  wihat  pharmacist  shall  prepare  the 
remedy. 

The  fair-miroded  phyBician  will  mot  attempt  to  influ- 
ence yiou  in  this  decision,  that  is  purely  a  matter  for 
your  own  judgiraent.  No  reliable  physician  will  eiver 
question  your  right  to  dhoose  the  druggist  who  is  to 
supply  your  drugs  and  fill  your  prescriptions.  Wihem- 
ever  an  atteimpt  is  made  to  deny  or  thwart  this  right, 
someone  is  tfliinking  more  about  your  momey  than  your 
heaJith. 

The  pihj'sician  quite  likely  will  write  the  prescrip- 
tion om  wtiatever  blank  he  has  at  hand;  perhaps  one 
we  have  fumisihed  or  on  one  siupplied  by  siome  other 
pharmacist. 

This  is  not  to  influence  your  choice,  because  it  is 
your  privilege  to  take  the  prescription  to  the  pharma- 
cist uipon  whose  blank  it  is  written  or  to  any  other. 

If  it  so  happens  that  for  your  convenience  the  physi- 
cian is  to  telephone  or  leave  your  prescription  to  have 
it  sent  up,  it  is  yooir  privdlege  and  your  right  to  in- 
struct him  as  to  what  particular  drug  store  you  want 
your  medicine  to  come  from. 

A  prescription  brought  to  us  is  certain  to  be  com- 
pounded in  the  most  scientific  manner  possible. 

We  fill  prescriptions  without  fear  or  favor.  We 
give  no  commission,  prizes,  premiums  or  rake-offs  to 
physicians.  Our  prices  are  based  upon  the  cost  of  the 
ingredients,  the  time  and  skill  required  to  compound 
them,  so  that  if  you  bring  your  prescriptions  to  our 
pharmacy  you  are  certain  of  a  superior  quality  of  ser- 
vice at  the  most  moderate  cost.  Hoping  to  serve  yoa 
in  this  oonneetion  as  well  as  wihenever  you  have  need 
of  anything  in  the  drug  line,  we  remain. 
Yours  very  truly, 

GtrSTAVE  EICHABD, 

The  CuraU  Store. 


Circular  letter  sent  out  to  600  customers  by  Gustave  Richard,  of  Sher- 
brooke, Que.,  in  an  effort  to  combat  the  "commission-to-physiclan" 
eTil. 

cription  called  for  12  Bichloride  of  Mercury  tablets.    A 
lot  of  things  like  that  are  proof  enough  for  me." 

What  Are  Your  Views  on  the  Subject? 

The  Retail  Druggist  would  like  to  hear  from  other 
diniggists  as  to  their  views  on  the  question  of  giving 
commissions  to  physicians,  and  any  methods  that  they 
have  used  to  combat  this  sort  of  competition. 


Only  the  man  who  labors  for  what  he  spends  can 
ever  know  the  real  joy  of  spending. 


April,  1915 
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Part  Played  By 

Location 
In  Aiding  Sales 


Frank  M.  Haffey,  Orillia,  Ont.,  finds 
location  oaluable 


View  of  the  store  of  Frank  M.  Haffey 


THE  value  of  a  good  location  in  the  matter  of  sales  is 
recognized  by  nearly  every  dealer.  Frank  M. 
Haffey,  of  Orillia,  Ont.,  is  one  druggist  who  gives 
credit  to  his  location  for  a  good  deal  of  business.  His 
store  is  located  on  a  corner  of  one  of  the  main  business 
streets,  and  also  on  the  leadway  to  one  of  the  residen- 
tial sections  of  the  town.  In  addition,  the  store  is  located 
in  close  proximity  to  the  market.  In  fact,  he  calls  his 
' '  The  Market  Drug  Store. ' '  He  finds  that  the  favorable 
location  plays  no  little  part  in  the  sales  of  the  store. 

Features  of  Orillia  Store. 

A  photograph  of  a  section  of  the  store  is  reproduced 
here.  Good  use  has  been  made  of  silent  salesmen  and 
wall  cases  in  showing  goods  up  to  advantage.  At  the 
rear  will  be  noticed  a  large  mirror,  the  lower  section  of 
which  is  used  for  displaying  magazines.  In  fact,  maga- 
zines and  stationery  are  given  considerable  prominence 
in  the  store.  At  one  side  is  a  special  rack  for  magazines. 
The  front  slopes  slightly  backward,  and  three  rows  of 
magazines  are  shown  on  it.  The  top  is  used  for  papers, 
while  the  lower  section  is  used  for  the  storage  of  surplus 
stock. 

Windows  Are  Valuable. 

The  entrance  to  the  store  is  on  the  corner,  with  a 
display  window  on  each  street,  and  they  are  found  of  a 
good  deal  of  value  in  inducing  sales.  Mr.  Haffey  says 
that  goods  move  when  they  are  shown  in  the  window. 
This  was  shown  in  the  case  of  a  display  of  a  certain  soap 
which  was  placed  in  the  window,  and  immediately  sales 
jumped  up.  The  windows  are  changed  frequently  and 
it  is  also  the  policy  of  the  store  to  change  interior  dis- 
plays quite  often,  so  that  goods  are  brought  to  the  atten- 
tion of  customers  in  a  different  way  on  each  visit. 

Good  Location  a  Big  Factor. 

Druggists  who  are  opening  up  new  stores  or  who  are 
contemplating  a  change  should  give  the  subject  of  loca- 
tion a  good  deal  of  thought.  Location  will  by  no  means 
make  a  store  successful,  for  there  are  many  stores  with 
good  locations  doing  a  comparatively  small  trade,  but 
the  store  that  is  favorably  situated  has  a  great  ad- 
vantage, if  use  is  only  made  of  the  advantage  thus 
secured.  Plenty  of  space  is  recognized  as  a  valuable 
asset,  but  a  successful  dealer  remarked  to  the  writer  the 
other  day  that  he  would  rather  have  "a  ten  by  twenty 
foot  store  in  a  good  location  than  one  ten  times  the  size 
in  a  poor  location." 


The  question  of  which  is  the  best  location  for  a  dealer 
then  arises.  It  is  well  to  be  where  there  are  plenty  of 
people  passing — but  the  traflEic  must  be  of  the  right  kind. 
The  place  where  people  who  pass  are  in  a  hurry  is  not 
near  as  valuable  as  where  they  take  their  time.  A  dealer 
near  a  factory  might  have  a  big  crowd  pass  his  store 
daily,  but  it  is  a  traffic  that  is  not  of  a  great  deal  of 
value  to  a  store,  because  people  going  to  and  coming 
from  work  are  generally  in  too  big  a  hurry  to  buy  or 
look  at  windows. 

Get  In  the  Flow  of  Traffic. 

A  dealer  in  looking  for  a  good  location  will  some- 
times settle  in  some  out-of-the-way  place,  because  he 
thinks  that  as  there  are  no  other  stores  about,  that  trade 
will  all  flow  into  his  store.  While  it  is  not  well  to  rush 
into  strong  competition,  a  dealer  should  not  get  away 
from  the  flow  of  traffic.  The  more  ideal  location  is  where 
ther^  are  other  live  stores,  but  ones  which  are  in  other 
lines  of  business.  Proximity  to  a  market  or  picture  show 
is  another  position  that  has  its  advantages. 

One  thing  is  certain,  however,  that  no  matter  how 
favorably  situated  a  store  may  be,  that  that  will  not  of 
itself  make  the  store  successful.  Location  is  no  guar- 
antee of  success.  Live  merchandizing  ideas  are  neces- 
.sary  for  the  dealer  to  build  up  a  good  business,  no  matter 
where  he  may  be  located.  The  good  location,  however, 
will  allow  the  dealer  to  reap  the  biggest  harvest  from 
his  good  merchandising  methods. 


"  A  SMILE." 

I^OTHING  on  earth  can  smile  but  man.  Gems 
may  flash  reflected  light,  but  what  is  a 
diamond-flash  compared  to  an  eye-flash  and  a 
mirth-flash?  Flowers  cannot  smile;  this  is  a 
charm  that  even  they  can  not  claim.  It  is  the 
prerogative  of  man;  it  is  the  color  which  love 
wears,  and  cheerfulness  and  joy— these  three.  It 
is  a  light  in  the  windows  of  the  face,  by  which  the 
heart  signifies  it  is  at  home  and  waiting.  A  face 
that  cannot  smile  is  like  a  bud  that  cannot  blos- 
som, and  dries  up  on  the  stalk.  Laugrhttfr  is  day. 
and  sobriety  is  night,  and  a  smile  is  the  twilight 
that  hovers  gently  between  both— more  bewitch- 
ing than  eithiV.— Henry  Ward  Beechtr. 
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Soda  Fountain  a  Trade  Attractor  and  Profit  Payer 

Soda  fountain  b  important  and  profitable  department  in  many  drug  stores 
— Some  outstanding  cases  of  success  with  this  department  in  the  drug  store 


THE  merry  jingle  of  the  cash  register  bell  in  the 
soda  fountain  department  in  many  a  drug  store  in 
Canada  bears  full  evidence  to  the  value  of  this 
department  as  an  adjunct  to  the  drug  store  business  of 
to-day.  This  evidence  can  be  further  strengthened  by 
the  statements  of  druggists  themselves  who  have  in- 
stalled fountains  and  found  it  an  excellent  investment. 


Says  Winnipeg  Druggist. 

your  soda   department   a   profitable 


"Profit-Payer," 

"Do   you   find 
one?"  was  the  question  put  by  the  writer  to  a  success- 
ful druggist  in  Winnipeg  last  July. 

"Well,  T  think  the  rapidity  of  the  tune  that  little  old 
cash  register  is  humming  these  days  leaves  no  doubt  as 
to  the  question  of  sales,"  he  replied,  "and  I  would 
hardly  be  giving  the  space  and  prominence  to  the  foun- 
tain that  I  do  if  it  wasn't  paying  me  a  good  profit. 

"Yes,"  he  continued,  "it  is  one  of  the  big  and  most 
profitable  departments.  I  was  a  little  sceptical  about 
taking  it  up  at  first,  but  the  only  thing  I  have  to  com- 
plain of  now  is  that  I  didn't  take  it  up  sooner." 

Banishing  the  Doubts  of  Sceptical  Dealers. 

And  that  very  same  thing  is  true  of  many  retail 
druggists — and  particularly  of  those  of  the  older  school. 


They  are  frequently  rather  sceptical  at  fiirst  as  to  the 
installation  of  a  soda  and  ice-cream  department.  It 
means  a  considerable  investment  to  install  a  fountain 
that  will  allow  the  dealer  to  make  a  strong  bid  for 
the  business  of  his  community,  and  naturally  the  con- 
servative dealer  is  backward  about  taking  the  step^ 
The  peculiar  thing  about  such  a  dealer  is  that  when 
he  does  ;^t  in  a  fountain,  his  only  complaint  is  that 
he  did  not  install  it  sooner.  The  manufacturers  of  soda 
fountains  can  give  you  many  instances  of  druggists 
who  werSi'difficult  to  convince  of  the  value  of  the  foun- 
tain, but  once  they  installed  one,  have  been  the  loudest 
in  their  praise  of  its  value  and  profitableness.  - 

Notable  Successes  of  Fountains  in  Drug  Stores. 

The  most  convincing  evidence  that  can  be  put  forth 
as  to  the  value  of  the  fountain  is  the  large  number  of 
successful  druggists  who  have  installed  one,  and  who 
are  now  finding  it  a  most  important  department.  Every 
reader  will  be  able  to  call  to  mind  such  druggists  in  his 
own  community  or  district.  In  a  trip  across  Canada, 
you  find  outstanding  cases  at  nearly  every  centre — Bry- 
son  and  Jassby  of  Montreal,  Allen  and  Cochrane  of 
Ottawa,  Hennessey  and  Bingham,  of  Toronto,  Braith- 
waite  and  Gordon  Mitchell  of  Winnipeg.  Elliott  Drug 


Attractive  soda  fountain  in  the  store  of  .\llen  &  Cochrane  of  t)l,tawa.  who  find  this  department  an  important  and  profitable  one.    Cut 
through  courtesy  of  J.  J.  McLaughlin.  Limited,  of  Toronto,  who  installed  the  fountain. 
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Co.  of  Saskatoon,  Jolly  of  Regina,  Hardisty  of  Edmon- 
ton, Findlay  of  Calgary,  Burns  &  Cairns  of  Vancouver 
— and  many  others  in  these  and  other  centres  who  find 
the  soda  department  the  outstanding  feature  of  their 
business. 

In  Smaller  Towns  and  Residential  Sections  Also. 

Those  who  have  been  mentioned  are  druggists  located 
in  large  centres  and  on  main  streets,  but  there  are  pro- 
portionate opportunities  for  druggists  in  both  the 
smaller  towns  as  well  as  the  residential  sections  of  cities. 
Many  instances  of  profitable  soda  departments  in 
drug  stores  so  located  could  be  cited.  For  instance, 
W,  <T.  Smith  of  Welland,  Ont.,  has  found  it  possible  to 
work  up  a  good  business  in  a  comparatively  small  town, 
while  an  instance  of  success  in  the  residential  section 
of  a  city  is  that  of  the  Owl  Drug  Store  at  the  comer  of 
Bloor  Street  and  Avenue  Road,  Toronto. 

Install  a  Good  Fountain. 

Having  decided  to  install  a  soda  fountain  department, 
it  behooves  the  druggist  to  put  in  a  fountain  that  will 
be  a  credit  to  his  store,  and  impress  on  the  public  that 
the  fountain  is  not  one  of  many  sidelines,  but  is  an  im- 
portant department  with  the  store.  The  investment  of 
a  fair  amount  of  money  in  a  fountain  on  the  start  will 
at  once  attract  attention  to  it.  and  in  addition,  having 
a  considerable  amount  of  money  invested,  the  dealer 
will  get  behind  the  department  with  greater  enthusiasm 
and  corresponding  good  results. 

Other  features  of  a  good  fountain  are  that  it  allows 
of  better  service  to  customers  and  means  economy  in 
operation  and  refrigeration. 


Spring  Opening  of  the  Soda 
Fountain         :         :         -o^nlnT'-d^ 


WHETHER  you  have  kept  your  fountain  in  oper- 
ation during  the  entire  winter  or  whether  you 
are  commencing  again  after  a  period  of  inac- 
tivity, it  is  a  good  plan  to  have  an  "opening"  that 
will  swing  this  department  into  the  limelight  and  allow 
a  good  start  on  the  summer  season.  A  date  for  this 
formal  opening  .should  be  selected  some  little  time  in 
advance  and  a  real  feature  made  of  it. 

Announcing  the  Event. 

Some  general  announcement  of  the  event  should  be 
made,  and  this  can  be  made  just  as  extensive  or  expen- 
sive as  the  dealer  thinks  the  occasion  warrants.  Some 
dealers  send  out  a  special  circular  announcement  to 
those  on  their  mailing  list.  Some  plan  should  be  work- 
ed out  of  advertising  it.  Show  cards  can  be  used  to 
advantage  in  window  and  interior,  while  ckrks  can  do 
a  good  deal  of  publicity  work  by  calling  rthe  attention 
of  customers  to  their  opening,  and  pointing  out  any  new 
features. 

Some  Features  for  the  Opening. 

One  druggist  tried  out  the  plan  of  calling  a  lot  of 
customers  on  the  telephone  and  inviting  them  to  be 
present  on  opening  day,  and  found  it  quite  a  good  idea. 
Customers  appreciated  this  attention. 

Some  dealers  give  away  souvenirs  to  those  attending 
on  opening  day,  while  others  offer  something  special  in 
the  way  of  prices.    The  fountain  should  be  put  in  the 


best  condition  for  the  day,  and  it  is  a  good  plan  to  pro- 
vide music  of  some  sort.  While  an  orchestra  is  prefer- 
able, a  gramophone  or  Victrola  can  be  used  to  serve 
the  purpose  admirably. 

Use  the  Window. 

Naturally  the  easiest  person  to  reach  is  the  one  who 
passes  the  store.  "With  a  knowledge  of  this  fact  in  mind 
the  druggist  iShould  make  his  windows  count.  To  do 
this  they  must  be  kept  clean  and  neatly  decorated,  and 
have  neat  strips  telling  about  the  good  things  served 
at  the  fountain.  Never  display  soiled  show  cards  or 
window  strips,  because  they  give  one  the  impression 
that  the  fountain  is  untidy.  The  public  judge  what 
they  cannot  see  by  what  they  do  see. 

Illustrated  window  strips  and  signs  are  very  attract- 
ive. Pictures  for  this  purpose  can  be  secured  by  cut- 
ting pictures  from  illustrated  papers,  old  books  and 
magazines.  These  illustrations  arc  then  pasted  on  the 
cards  with  appropriate  reading  matter.  Seed  cata- 
logues furnish  good  illustrations  of  berries  and  fruits. 

The  druggist  who  is  making  enough  money  at  his 
fountain  to  go  to  some  expense  will  find  it  a  good  plan 
to  have  an  artist  paint  a  picture  of  the  drink  or  sundae 
on  the  show  card.  This  method  is  very  effective  in 
pushing  the  sale  of  specials. 

Not  onl.y  should  the  druggist  tell  what  he  ha«  for  sale, 
but  it  is  also  a  good  plan  to  tell  something  about  the 
fountain  and  its  service. 


PASS  THE  TRADE  PAPER  ON  TO  THE  CLERK 

Don't  neglect  to  read  your  trade  paper  carefully 
yourself.  It  contains  many  hints  and  suggestions  for 
securing  more  business  and  profit.  It  is  the  clearing 
house  of  the  best  ideas  that  have  been  tried  out  suc- 
cessfully by  other  dealers  in  your  line  of  business.  A 
dealer  cannot  help  but  secure  many  suggestions  in 
every  issue  that  he  can  use  in  his  own  business  to 
advantage. 

When  you  have  looked  over  the  paper,  however,  pass 
it  on  to  your  clerk.  If  he  secures  some  ideas  from  it 
yoai  are  benefited.  Some  dealers,  when  looking  over 
the  paper,  mark  the  articles  that  they  think  may  be 
of  interest  or  value  to  the  cler|{.    It  is  a  good  idea. 


THE  GAME  OF  BUSINESS  AS  I  SEE  IT. 
Observations  of  the  Delivery  Boy 

The  next  best  thing  to  knowing  is  a  desire  to  learn. 

Dealers  who  run  a  risk,  risk  a  run  with  the  sheriff. 

To  miake  good  the  deaJer  must  give  good  value.  If 
he  doesn't,  good  night! 

In  the  beginning,  G-od  said,  "Let  there  be  light," 
but  he  didn't  mean  light  weight. 

"Coin"  is  the  Freneli  word  for  comer.  Well, 
many  of  us  are  often  in  a  tight  corner  in  the  matter 
of  coin. 

Sometimes  while  the  boss  is  breaking  in  a  new  clerk, 
the  clerk  is  breaking  the  boss. 

(Jetting  business  is  like  courting  a  girl — you've  got 
to  have  the  riglht  kind  of  goods — and  keep  on  calling. 

If  you  treat  a  customer  as  you  would  not  trea*  a 
friend,  be  sure  the  customer  will  find  it  out. 

The  clerk  who  goes  about  his  work  with  a  grouch 
is  not  apt  to  find  anything  extra  in  his  pay  envelope 
to  cheer  him  up. 

Do  your  work  with  your  own  and  the  store's  future 
in  mind.  The  man  who  works  merely  for  the  imme- 
diate present  never  gets  ahead  in  the  future. 

The  way  to  help  improve  the  service  of  the  store  is 
not  to  keep  all  tlhe  ideas  you  have  to  yourself.  When 
you  see  how  the  service  might  be  improved,  say  so. 
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Attractive  Montreal  Store  in  which 

Jr  OUntam     is     V  eatUre  l  Jassby  Omg  company 


WE  reproduce  here  a  photograph  of  the  Orpheum  Store  of  the  Jassby 
Drug  Company,  of  Montreal.  It  is  an  attractive  store,  and  one  of  the 
most  important  features,  both  from  the  standpoint  of  attractiveness 
and  the  profitable  business  that  it  brings  to  the  store,  is  the  soda  fountain.  This 
firm  has  three  stores  in  Montreal,  all  located  on  prominent  comers  on  St. 
Catherines  Street,  the  main  thoroughfare  of  the  city,  and  one  side  of  each  is 
devoted  to  a  soda  fountain.  That  they  have  installed  a  soda  fountain  in  each 
new  store  opened,  and  a  more  attractive  and  expensive  one  in  each  succeeding 
store,  is  ample  evidence  of  their  belief  in  this  department  as  a  business  puller 
and  profit  producer. 

As  to  the  attractiveness  of  the  fountain  in  the  store  reproduced  here, 
there  is  no  (luestion.  It  is  one  of  the  finest  that  is  to  be  found  in  Canada  to- 
day, and  v?as  installed  by  the  J.  J.  McLaughlin  Co.  Notice  the  oil  paintings 
a)bove  the  mirrored  background  sihowlng  scenes  adjacent  to  Montreal.  These 
themselves  cost  in  the  neighborhood  of  $200.  These,  and  the  sanitary  and  de- 
corative features  of  the  fountain  have  really  made  it  a  thing  of  beauty.  It  cer- 
tainly appeals  to  the  eye,  and  in  the  sale  of  soda,  appealing  to  the  eye  and  ap- 
petite is  the  way  to  the  pocketbook. 

Although  this  fountain,  with  the  total  equipment  and  decorations  in 
connection  with  this  department  of  the  business  cost  something  like  $10,000, 
it  is  being  found  a  profitable  investment.  Having  the  equipment  that  attracts 
customers  and  allows  good  service  to  be  given,  and  backing  it  up  by  selling 
aggressiveness,  produces  results  that  makes  the  venture  a  profitable  one. 
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Vi^w  of  the  Orpheum  store  of  the  Jassby  Drug  Co..  of  Montreal,  showing  its  large  and  attractive  soda  fountain. 
This  flrm  has  three  stores  in  Montreal  and  features  the  fount-ain  in  each. 
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The  Resurrection  of  the  Declining  Town 

Man})  smaller  towns  of  to-day  are  losing  ground  and  it  behooves  the 
merdwnts  to  put  forth   their  best  effort  to  inject  new  life  into  them. 


NOT  infrequently  are  towns  encountered,  especially 
in  the  older  settled  sections,  and  quite  often  in 
the  newer  sections,  too,  that  are  losing  ground. 
Instead  of  moving  onward  as  is  the  ambition  of  every 
community,  whether  large  or  small,  they  are  losing  the 
activity  that  once  was  theirs.  The  germ  of  decadence 
has  attacked  the  business  and  industrial  life,  and  is 
slowly,  but  surely,  undermining  the  foundation  of  what 
once  promised  to  be  a  flourishing  town. 

The  causes  of  such  a  backward  movement  vary  wide- 
ly with  different  towns,  but  the  effect  upon  the  mer- 
chants is  always  the  same — business  in  general  begins 
to  slump.  There  is  not  the  trade  to  support  all  the  deal- 
ers that  previously  found  it  possible  to  make  a  living  in 
the  town.  Some  merchants  may  withstand  the  slump 
better  than  others,  but  all  are  affected  to  some  extent. 

Frequently  No  Effort  to  Offset  Conditions. 

Such  a  condition  of  affairs  is  most  pathetic,  but  even 
more  unfortunate  is  the  lack  of  effort  frequently  shown 
by  the  business  men  and  the  townspeople  to  offset  this 
state  of  affairs.  Men  whose  interests  are  directly  and 
seriously  affected  are  apparently  inclined  to  accept  the 
situation  as  inevitable,  instead  of  trying  to  inject  new 
life  and  activity  into  the  town  in  which  they  have  their 
every  interest  at  stake.  In  such  cases  there  is  dire  need 
of  a  change  of  attitude.  They  need  to  adopt  something 
of  that  spirit  shown  by  the  soldiers  who  are  doing  bat- 
tle for  us  on  the  fields  of  Europe.  They  are  spurred  on 
►  to  even  greater  effort  when  any  contingencies  arise  that 
might  stay  their  progress.  That  is  the  true  British  and 
Canadian  spirit,  both  on  battlefield  and  at  home. 

Other  Towns  Have  Been  Reconstructed. 

A  fightiijg  spirit,  backed  by  a  little  ambition,  pep, 
ginger  and  activity,  will  frequently  turn  the  tide  of 
battle.  Other  towns  have  been  known  to  reconstruct 
a  bigger  and  better  town  out  of  a  badly  shattered  com- 
munity that  was  fast  fading  into  obscurity.  It  has  not 
been  done  by  weeping  and  wailing,  however,  but  by  be- 
ing "up  and  doing."  The  business  men  of  one  particu- 
lar town  that  had  a  bad  attack  of  this  disease  came  to 
a  realization  that  something  must  be  done  to  swing  fail- 
ure into  victory.  They  recognized  that  some  new  in- 
dustries were  needed  in  order  to  put  the  town  on  a 
solid  foundation. 

Board  of  Trade  Goes  After  New  Industries. 

m  A  meeting  of  citizens  was  called,  the  cure  for  the 

town's  inactivity  prescribed,  and  a  strong  board  of 
trade  organized  to  secure  the  medicine  to  effect  the 
cure.  A  wave  of  enthusiasm  took  a  hold  on  the  town, 
and  the  citizens  began  to  look  forward  to  the  future 
with  confidence  again.  That  feeling  in  itself  was  a 
wonderful  stimulus  to  business.  Then  began  the  cam- 
paign for  industries.  It  was  found  that  the  town  must 
first  get  sufficient  electric  power  to  run  the  factories 
which  they  hoped  to  secure,  but  spurred  on  by  the 
ambition  to  accomplish  things  they  found  this  no  great 
obstacle  in  their  way.  They  went  after  new  industries 
in  the  same  aggressive  manner  that  a  live  business  man 
would  go  after  trade.    The  start  was  the  most  difficult 


part,  but  once  the  ball  was  started  rolling   the  move- 
ment gained  in  velocity  in  a  surprising  manner. 

Merchants  Adopt  an  Aggressive  Spirit. 

Not  only  did  the  town  as  a  whole  take  on  an  aggres- 
sive spirit,  but  individual  merchants  as  well.  More  at- 
tention was  given  to  window  display  and  newspaper  ad- 
vertising. Ads.  were  better  written  and  larger  space 
was  used.  Merchants  began  to  make  a  bid  for  the  busi- 
ness of  people  in  outlying  districts  from  which  they  had 
previously  drawn  little  trade.  The  results  were  so  good 
as  to  make  the  increased  amount  of  money  spent  in  ad- 
vertising a  good  investment. 

Up  to  this  time  a  good  deal  of  trade  that  properly  be- 
longed to  the  local  merchants  had  been  going  to  the 
mail  order  houses  and  helping  to  build  the  larger  cities 
at  the  expense  of  the  small  town.  In  fact,  it  was  realiz- 
ed that  the  hundreds  of  dollars  that  were  being  sent 
away  in  this  manner  every  year  was  a  big  contributing 
factor  in  sapping  the  vitality  of  the  town.  Accordingly, 
the  merchants  began  a  campaign  pointing  out  to  the 
people  of  the  town  and  district  that  buying  goods  away 
from  their  own  town  was  detrimental  to  their  own  in- 
terests, and  that  the  local  dealers  could  sell  them  their 
requirements  just  as  cheap,  quality  and  service  consid- 
ered. People  began  to  realize  the  truth  and  to  give 
their  entire  trade  to  the  home  merchants. 

A  New  Lease  of  Life. 

Success  was  eventually  theirs.  A  bigger  and  better 
town  arose,  and  business  took  on  a  new  lease  of  life. 
Not  all  these  things  were  accomplished  in  a  day  or  with- 
out effort.  It  must  be  borne  in  mind  that  the  best  things 
in  life  have  to  be  worked  for — even  sometimes  battled 
for. 

There  are  many  towns  to-day  in  a  similar  decadent 
state,  and  badly  in  need  of  a  like  tojiic  administered  in 
large-sized  doses.  When  the  dragon  of  decay  begins 
to  attack  a  town,  it  behooves  the  citizens  to  arise  to  the 
occasion,  buckle  on  their  armor  of  endeavor  and  con- 
duct a  combined  attack  upon  the  monster.  Such  cam- 
paigns have  been  successful  before,  and  there  is  no  rea- 
son why  they  cannot  be  repeated  with  other  towns. 


NEWS  BULLETIN  IN  WINDOW  TO  ATTRACT 
ATTENTION 

If  I  were  a  merchant  in  a  small  town,  says  a  writer 
in  System,  I  would  arrange  a  home-made  "war"  or 
"news"  bulletin  in  my  window  in  this  way:  I  would 
place  there  a  roll  of  white  wrapping  paper  on  its  frame. 
The  paper  from  this  roll  would  be  arranged  to  run  to 
another  fixed  two  or  three  feet  below  the  first.  On  the 
space  between  the  two  rolls  T  would  letter  the  latest 
war  news  in  the  form  of  headings  from  the  big  city 
papers.  In  with  these  "bulletins"  I  would  mix  some 
of  the  bargains  of  my  store. 

The  bulletin  would  be  easy  to  change — simply  rolling 
the  paper  up  on  the  lower  roller  would  accomplish  it. 
The  same  plan  could  also  be  used  for  baseball  or  foot- 
ball returns,  or  entirely  for  a  '  bulletin  of  bargains." 
It  would  get  the  crowds  to  my  window.  Displays  would 
get  them  inside. 
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Interesting  Story  of  a  Saskatoon  Druggist 

Harry  Greenaway  landed  In  Saskatoon  eight  yean  ago — Left  for 
U.S.,  taking  deed  for  lot  as  souvenir— Came  back  to  find  his  gift- 
lot  valuable — Now  has  two  stores  there — Features  of  the  main  one 

BY  A  STAFF  EDITOR 


SOME  eight  years  ago,  Harry  W.  Greenaway,  hailing 
from  the  town  of  Tottenham,  Ont.,  having  grad- 
uated from  the  Ontario  College  of  Pharmacy  in 
Toronto,  took  Horace  Greeley's  advice  and  turned  his 
footsteps  westward.  He  landed  at  Saskatoon,  Sask., 
now  a  city  of  some  25,000  population,  but  at  tha4;  time 
only  a  mere  village,  alheit  with  promise  of  a  fair  future. 
There  he  remained  during  the  winter,  and  a  mighty 
cold  winter  it  was  too,  although  it  did  not  keep  him 
from  taking  an  active  part  in  hockey,  the  chief  form 
of  sport  in  that  town  during  the  cold  weather. 

Presented  With  Deed  to  Village  Lot 

A  pleasing  feature  was  the  fact  that  Saskatoon  car- 
ried off  the  district  honors  that  year,  and  the  town 
fathers  felt  that  something  should  be  done  to  show  in 
some  slight  manner  their  appreciation  of  the  glory  the 
team  had  brought  to  the  town.  Therefore,  there  was 
an  enthusiastic  gathering  of  citizens,  and  each  member 
of  the  team  was  presented  with  a  deed  for  a  village 
lot — "not  for  its  intrinsic  value,  but  as  a  slight  token 
of  appreciation." 

Takes  It  Along  as  Souvenir 

"Harry"  tucked  his  deed  away  in  a  corner  of  his 
club  bag,  not  because  he  regarded  it  as  a  thing  of 
value,  but  merely  as  a  souvenir  of  his  sojourn  in  Saska- 
toon, for  he  had  decided  that  as  soon  as  he  could  get 
away  in  the  spring,  that  he  would  make  for  a  warmer 
clime.  King  Winter  had  ruled  with  a  particularly 
severe  hand  that  year,  and  the  first  sign  of  spring 
found  Mr.  Greenaway  southward  bound.    He  pulled  up 


at  Los  Angeles,  California,  where  he  joined  the  Owl 
Drug  Company,  and  for  two  years  worked  for  them  in 
various  Pacific  Coast  cities. 

Comes  Back  to  Find  it  Valuable 

At  the  end  of  that  time  he  felt  the  need  of  a  holiday, 
and,  having  heard  considerable  about  the  growth  of 
Saskatoon,  he  decided  to  pay  it  a  visit,  for  although 
he  had  been  treated  to  cold  weather  while  there,  he 
had  a  warm  spot  in  his  heart  for  the  little  town  and  its 
good-hearted  citizens.  On  his  arrival  he  found  that 
it  certainly  had  grown.  He  didn't  recognize  it  as  the 
town  where  he  had  spent  a  winter.  A  stranger  assured 
him  that  it  was  really  Saskatoon.  Its  geography  had 
changed  however,  its  map  had  grown  larger,  and,  inci- 
dentally, real  estate  had  increased  enormously  in  value. 
So  much  so  that  he  found  that  the  little  souvenir  that 
he  had  carried  away  was  a  thing  of  a  good  deal  of 
value,  because  the  lot  in  question  was  prominently 
situated. 

Cashes  In  and  Buys  a  Store 

He  complimented  himself  on  his  luck  and  fished  the 
deed  out  of  his  club  bag,  cashed  in  on  it,  and,  being 
extremely  well  pleased  with  the  growth  the  town  was 
enjoying  and  the  prospects  for  the  future,  he  proceeded 
to  buy  one  of  the  local  drug  stores.  He  acquired  the 
store  of  the  Saskatoon  Drug  &  Stationery  Company, 
located  on  one  of  the  main  streets,  and  settled  down  to 
cash  in  on  the  town's  growth.  Saskatoon  has  made 
remarkable  progress  since,  but  the  Greenaway  business 
has  been  keeping  pace.    He  has  since  opened  a  branch 


Interior  view  o(  the  main  store  of  the  Saskatoon  Drug  &  Stationery  Co.,  of  Saskatoon,  Sask.  th«  features  of  which  are  set 
forth  In  accompanying  article  along  with  an  interesting  story  of  its  proprietor,  Harry  Greenaway. 
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store  in  the  city,  and  also  operates  the  drug  department 
of  one  of  the  local  departmental  stores. 

Pine  Arrangement  of  Main  Store 

The  main  store,  a  photograph  of  which  is  reproduced 
here,  is  located  at  132  Twenty-first  Street  E.,  right  in 
the  centre  of  the  city.  It  will  be  noted  that  the  store  is 
nicely  arranged  and  finely  'fitted  out.  It  has  two  en- 
trances, one  on  each  side  of  a  large  display  window. 
Silent  salesmen  and  wall  cases  are  prominent,  extend- 
ing down  both  sides.  In  the  centre  is  a  lengthy  dis- 
play counter.  The  store  is  plenty  wide  enough  to  allow 
of  this,  and  it  forms  an  excellent  means  of  displaying 
a  big  variety  of  goods  that  it  is  frequently  difficult  to 
bring  to  the  attention  of  customers.  Note  the  excellent 
glass  disjilay  cases  at  the  rear  for  perfumes  and  toilet 
preparations. 

Sidelines  That  Are  Important 

The  various  so-called  sidelines  are  prominent  and  are 
featured  strongly.  A  study  of  the  photograph  of  the 
store  shows  to  what  an  extent  this  is  true.  The  store 
sells  a  lot  of  thermos  bottles.  The  character  of  the 
Western  climate,  with  extremes  of  temperature,  helps 
considerably  in  their  sale.  They  are  prominently  dis- 
played on  the  counter. 

The  photographic  department  is  a  big  one,  and  it  is 
found  that  attention  to  it  pays  well  in  increased  sales. 
Its  growth  in  this  store  is  shown  by  the  fact  that  dur- 
ing the  first  five  months  of  last  year  sales  were  $1,000 
larger  than  for  the  same  period  of  the  previous  year. 
Developing  and  printing  for  amateurs  is  made  a  feature 
of  the  photographic  department,  and  in  addition  to  the 
immediate  profit,  is  found  a  considerable  factor  in 
bringing  many  people  to  the  store. 

Make  Feature  of  Stationery  and  Magazines 

Stationery  and  magazines  are  a  big  line  in  the  store. 
This  the  name  of  the  company  would  indicate,  includ- 
ing, as  it  does,  the  word  "stationery."  A  portion  of 
the  centre  counter  is  generally  given  over  to  a  display 
of  stationery,  while  magazines  are  shown  in  a  specially 
constructed  rack  at  the  rear  of  the  window.  It  is  made 
so  as  to  earrv  three  rows  of  magazines  in  an  upward 
position  with  a  shelf  below  for  additional  display. 

Mr.  Greenaway  doesn't  believe  in  price-cutting  as 
a  means  of  attracting  people  to  the  store.  In  a  city 
the  size  of  Saskatoon  he  believes  that  personality  is  a 
great  factor  in  attracting  and  holding  trade.  Good 
service  is  also  very  important. 

Price   Counter   Good  Silent  Salesman 

A  sales  idea  that  is  used  to  good  advantage  is  a  price 
counter,  located  at  the  serving  department.  Various 
lines  of  goods  are  shown  here  in  trays  with  a  price 
ticket  on  each  one.  and  showing  them  in  such  a  prom- 
inent position  with  the  price  attached  proves  a  good 
method  of  making  sales.  The  fact  of  the  matter  is  that 
they  sell  themselves  to  a  large  extent.  People  who  are 
waiting  for  goods  to  be  wrapped  up.  pick  them  up,  and 
many  sales  are  made  as  a  result.  One  particular  case 
was  instanced  to  the  writer  while  he  was  in  the  store. 
A  display  of  flesh  massage  brushes  was  put  out  and 
three  dozen  were  sold  in  a  comparatively  short  time. 

Advantages  of  Cost  Book 

The  prescription  department  is  located  at  the  rear, 
while  in  an  elevated  position  at  the  baek  is  the  office, 
Mr.  Greenaway 's  desk  commanding  a  view  of  the  store. 


One  of  the  features  of  the  office  system  is  a  cost  book, 
which  proves  advantageous  in  several  ways.  For  one 
thing,  it  is  a  great  help  in  ordering  goods,  showing  as 
it  does  the  amount  of  previous  purchases,  and  thiis 
giving  a  good  gauge  of  the  quantity  of  each  article 
that  should  be  ordered  again.  It  also  shows  the  cost 
of  goods,  so  that  there  is  no  chance  of  overcharging  in 
re-orders.  The  cost  book  shows  the  character  of  goods, 
the.  firm  purchased  from,  the  amount  purchased,  and 
the  cost  price. 

Night  Service  Given 

A  first  class  night  service  is  given  to  customers  by 
the  store.  A  man  comes  on  late  in  the  day  and  works 
until  12  0  'clock  at  night.  This  man  sleeps  in  a  room  at 
the  rear  of  the  store  and  is  available  at  any  time  during 
the  night,  an  electric  push  button  at  the  store  serving 
as  a  means  of  awakening  him  when  required.  The  doc- 
tors and  hospitals  know  of  this  and  so  know  where  to 
direct  people  who  may  need  drugs  during  the  night. 

From  the  time  trade  begins  to  slacken  in  the  even- 
ing until  12  0  'clock  this  man  puts  in  his  time  arranging 
the  store  and  bringing  forward  needed  stock.  Surplus 
stock  is  carried  in  the  basement,  which  has  been  ar- 
ranged in  a  manner  whieh  facilitates  the  securing  of 
any  desired  line.  There  is  a  place  for  everything,  so 
that  a  clerk  loses  no  time  in  getting  any  line  he  may 
wish. 

Features  of  the  Store 

The  cellar  is  reached  by  an  opening  in  the  shelving 
on  the  left-hand  side.  Rubber  goods  are  carried  in 
stock  behind  the  shelving. 

The  fittings  are  of  high  quality  and  fine  appearance. 
Note  the  mirror  at  the  back  and  the  one  in  the  indent 
at  the  side. 

The  store  is  conducted  along  highly  efficient  methods. 
One  feature  is  the  system  used  to  prevent  the 
possibility  of  mistakes  in  the  prescription  department, 
and  this  will  be  described  in  a  coming  issue,  as  will 
also  the  plan  used  for  looking  after  stock, in  the  store. 


SIDESHOTS  ON  PHARMACY 
By  W.  J.  B. 

"Boosting  Sales  by  Suggestion." 

FOE  a  moment  wander  backward  through  life's 
lengthy  memory  hall;  think  of  times  you  went 
ashopping,  and  the  detailed  scenes  recall.  You 
will  easily  remember  of  such  eases  by  the  score,  where 
you  wemt  to  buy  one  item  and  returned  with  many 
more.  Search  your  mind  to  find  the  reason  and  nine 
cases  out  of  ten  you  will  say  you  bought  those  extras 
when  the  clerk  suggested  them.  There  is  borne  in 
upon  you  in  a  strong  and  forceful  way  that  the  power 
of  apt  suggestion  is  a  mighty  one  to-day.  Yet  with 
this  fact  such  a  clear  one,  you  will  find  clerks  by  the 
score  hand  you  out  just  what  you  ask  for,  without 
trying  to  sell  more.  They  will  wrap  you  up  your 
parcel,  then  crawl  back  within  their  shell,  making  no 
attempt  or  effort  to  be  pleasant  or  to  sell. 

Then  they  wonder  Why  advancement  never  seems 
to  come  their  way,  and  they  call  the  bosses  tightwtids 
when  they  don't  advance  their  pay.  You  will  find 
them  oft  bemoaning  lack  of  opportunity,  while  this 
thing  they  seek  is  with  them,  but  they  don't  or  will 
not  see.  'WTidle  they  stand  their  fate  deploring,  chances 
for  to  sell  pass  by,  and  the  reason  they  don't  progress 
is  because  they  do  not  try.  To  the  clerk  who  really 
wishes  o'er  the  rest  in  sales  to  tower,  use  of  sensible 
suggestion  will  be  foi'nd  a  mighty  power.  Therefore 
do  not  waste  your  moments  when  the  chance  for  sales 
is  nigh — make  a  strong  persistent  effort  for  to  boost 
your   record   high. 
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Druggists  Cashing  in  on  the  Wave  of  Patriotism 

The  sale  of  patriotic  goods  has  helped  out  the  sales  of  many  druggists 
to   an   appreciable    extent  —  Some   •/  the   opportunities    presented 


THE  present  war  has  brought  not  a  few  opportuni- 
ties for  increasing  sales  to  the  druggist  who 
has  been  alive  to  the  various  sales  possibilities 
presented.  The  sale  of  patriotic  goods  has  been,  and 
is  still,  turning  dollars  into  the  cash  register  of  the  en- 
terprising dealer.  At  first,  the  demand  was  princi- 
pally for  flags  and  patriotic  pennants,  but  the  number 
of  patriotic  lines  that  have  been  brought  out  and  caught 
on  well  with  the  public  has  been  steadily  increasing. 

Big  Range  of  Patriotic  Goods. 

This  has  meant  increased  sales  for  the  druggist  who 
has  made  an  effort  to  cash  in  on  the  present  wave  of 
patriotism,  as  the  drug  store  was  the  acknowledged 
proper  place  for  the  sale  of  most  of  these  patriotic  spe- 
cialties and  novelties.  Some  of  the  outstanding  lines  in 
this  connection  include  flags,  pennants,  pins,  post  cards 
with  coats-of-arms,  flag  designs  and  patriotic  scenes, 
patriotic  stationery,  scribblers,  music,  pictures,  stamps, 
spoons,  books,  etc.  The  list  is  quite  a  large  one,  and 
illustrates  the  opportunities  that  druggists  have  had 
and  still  have  because  the  victories  which  we  are  confi- 
dently looking  forward  to  will  increase  the  patriotic 
sentiment  and  accordingly  the  sale  of  patriotic  goods. 

Patriotic  Spoon  Taken  Up  By  Druggists. 

The  latest  line  that  is  being  tried  out  is  the  patriotic 
spoon,  and  although  spoons  are  not  generally  handled 
in  the  drug  store,  the  patriotic  or  war  souvenir  spoon 
being  a  novelty  line  has  been  taken  up  by  many  retail 
druggists.  The  results  have  in  the  majority  of  cases 
been  good,  as  the  campaign  is  being  backed  up  by  lib- 
eral advertising  on  the  part  of  manufacturers.    A  week 


is  devoted  to  each  spoon — one  week  the  "Kitchener" 
spoon  being  brought  out  and  advertised — the  next  week 
"Roberts,"  and  so  on.  As  the  spoons  are  of  a  useful 
size  and  shape,  they  appeal  more  to  customers  than  if 
they  were  merely  ornamental. 

Taking  Advantage  of  Manufactiirer's  Advertising'. 

The  dealers  who  have  secured  the  best  results  are 
those  who  have  co-operated  as  much  as  possible  with  the 
publicity  work  being  done.  Window  space  has  been 
devoted  to  the  line  by  many  dealers.  We  reproduce 
one  display  used  by  the  Liggett  Drug  Store  on  Yonge 
Street,  Toronto.  This  was  arranged  during  "Kitchen- 
er Week,"  and  had  a  photograph  of  Lord  Kitchener  as 
a  central  feature.  Note  how  the  spoons  have  been  ar- 
ranged on  threads  in  the  window.  Note  the  large  show 
card  and  also  the  smaller  one,  reading  "as  advertised 
in  the  daily  papers." 

There  will  still  be  big  opportunities  for  the  sale  of 
patriotic  goods  of  various  kinds,  and  the  retail  drug- 
gist should  take  full  advantage  of  them. 


Honest  Farmer. 

"P'taters  i?  good  this  mornin',  madame,"  said  the 
old  farmer  making  his  usual  weekly  call. 

"Oh,  is  they?"  retorted  the  customer.  "That  re- 
minds me.  How  is  it  that  them  you  sold  me  last  week  is 
so  much  smaller  at  the  bottom  of  the  basket  than  at 
the  top?" 

"Waal,"  replied  the  old  man,  "p'taters  is  growin* 
so  fast  now  that  by  the  time  I  get  a  basketful  dug  the 
last  ones  is  about  twice  the  size  of  the  first." 


LINKING    UP    DISPLAY    WIN- 
DOW WITH  MANUFACTURER'S 
ADVERTISING. 

Liggetts,  Ltd.,  of  Toronto,  have 
don<i  a  big  business  in  patriotic 
lines  since  the  beginning;  of  the 
war,  and  ase  still  going  strongly 
after  this  trade.  They  got  be- 
hind the  sale  of  patriotic  spoons 
as  soon  as  they  were  brought 
out,  and  we  repro<iuce  a  photo- 
graph of  a  window  display  made 
during  "Kitchener  Week."  They 
realized  that  the  publicity  being 
given  to  the  line  by  the  manu- 
facturers would  arouse  public 
interest  and  they  accordingly  got 
busy  and  cashed  in  on  it.  They 
linked  up  their  window  display 
with  manufacturer's  advertising 
to  good  advantage. 


TO-MORROW  i:^-^'! 


This  Is  U>rd      ^    Klich»nw  W««h 
Jgj    i    Gal  This  Genuine  Rogerfc  Spoon 


April,  1915 


THE  RETAIL  DRUGGIST  OF  CANADA. 


25 


Safety  Razors  an  Important  Drug  Store  Line 

Big  opportunities  for  sale  of  safety  razors  in  the  drug 
store — A  line  that  should  be  played  up  prominently 


THE  love  of  the  home  shave  still  lingers.    The  ad- 
vantages of  home  shaving  are  so  great  for  most 
men  that  they  prefer  it  much  more  than  the  pub- 
lic shop,  and  another  feature  that  carries  a  good  deal 
of  weight  is  the  fact  that  it  is  less  expensive. 

This  being  so,  there  is  opened  up  to  the  druggist  who 
is  awake  to  his  opportunities  a  chance  to  increase 
sales  to  a  considerable  extent,  and  to  do  so  without  in- 
curring any  additional  overhead  expense  in  the  way  of 
rent,  clerk  hire,  light,  etc.  The  appreciable  profit  se- 
cured from  the  sale  of  razors  is  really  so  much  "velvet" 
for  the  dealer. 

Druggists  Getting  Big  Share  of  Razor  Trade. 

Realizing  this,  aggressive  druggists  have  been  getting 
behind  the  razor  trade  strongly — not  only  stocking  the 
line,  but  playing  it  up  prominently  in  window  and  in- 
terior display  as  well  as  in  their  advertising.  The  result 
has  been  that  the  general  public  are  more  and  more 
i-egarding  the  drug  store  as  headquarters  for  razors.  En 
fact,  the  AutoStrop  Safety  Razor  Co..  Ltd.,  states  that 
the  greatest  percentage  of  their  product  is  sold  through 
the  drug  store. 

Are  You  Getting  Your  Share  of  the  Trade. 

The  fjuestion  for  you  to  ask  yourself,  Mr.  Druggist, 
is:  "Am  I  getting  my  share  of  the  trade  that  is  pass- 
ing in  safety  razors?"  If  you  are  not,  what  is  the 
reason  ?  The  explanation  probably  lies  in  the  fact  that 
you  have  not  been  making  a  strong  enough  bid  for  this 
business.  It  is  not  enough  that  you  should  stock  the 
line,  but  in  order  to  secure  the  best  results  it  is  essen- 
tial that  you  get  strongly  behind  it,  not  in  a  half- 
hearted, but  in  an  enthusiastic  manner. 

Demand  for  Razors  Can  Be  Increased. 

The  greatest  success  in  building  up  a  successful  razor 
department  begins  with  a  realization  that  the  demand 
for  razors  is  not  a  set  quantity  by  any  means — and  this 
is  particularly  true  with  high-grade  razors.  If  there  is 
anything  that  detracts  from  the  good  features  of  home 
shaving,  it  is  a  poor  razor,  and  it  is  just  this  fact  that 
opens  up  possibilities  for  the  dealer.  The  purchase  of 
a  really  good  razor  will  mean  a  greater  comfort  in  shav- 
ing, as  well  as  a  saving  of  time.  These  are  features  that 
will  appeal  to  any  man,  and  should  be  played  up  strong 
in  advertising,  window  cards,  and  personal  talks. 

The  Possibilities  of  Personal  Salesmanship. 

•Inst  here,  it  will  not  be  out  of  the  way  to  say  a  word 
about  the  possibilities  of  increasing  razor  sales  by  the 
use  of  personal  salesmanship.  Because  a  man  does  not 
ask  to  see  a  razor  does  not  say  that  he  is  not  interested 
in  the  article,  for  the  chances  are  ten  to  one  that  he  is. 
It  is  a  good  plan  to  keep  a  small  display  of  razors  at 
the  serving  counter  and.  after  you  have  served  a  gentle- 
man customer,  and  he  does  not  appear  to  be  in  a  hurry, 
to  introduce  one  of  your  latest  and  best  models.  Don't 
begin  in  a  way  that  would  look  like  as  if  you  were  push- 
ing strong  for  a  sale,  but  rather  as  if  you  merely  wished 
to  explain  the  operation  and  good  features  to  him.  Few 
men  will  resent  your  advance.    Most  men  will  appreci- 


ate your  interest  in  them  and  your  willingness  to  take 
time  to  explain  the  features  of  a  razor  to  them. 

A  good  many  sales  can  be  made  in  this  way,  and  even 
if  a  sale  is  not  made  at  the  time  the  salesman  should  not 
be  discouraged,  for  in  a  good  many  such  instances  a 
sale  follows  at  a  later  date. 

Make  Use  of  Manufacturers'  Sales  Helps. 

Window  and  counter  display  is  a  good  means  of  sow- 
ing the  seed  of  interest  in  the  ownership  of  a  good  razor 
in  customers.  Sometimes  that  seed  of  interest  blossoms 
immediately  into  a  sale,  while  in  other  eases  a  customer 
may  have  to  see  such  a  display  several  times  before  his 
interest  develops  into  a  desire  and,  eventually,  into  a 
sale.  This  shows  the  need  of  giving  continuous  promi- 
nence to  the  line,  and  in  this  regard  manufacturers 
of  safety  razors  have  many  sales  helps  that  can  be  se- 
cured free  by  the  dealer,  and  which  should  be  taken 
advantage  of  and  made  full  use  of.  They  will  be  found 
a  material  help-in  arranging  displays  and  creating  sales. 


NOVEL  SHAVING  BRUSH  SHOW  CARD. 

Qiiite  a  novel  form  of  show  card  for  advertising 
shaving  brushes  was  used  in  the  window  by  a  Toronto 
druggist  recently.  It  was  intended  to  catch  the  atten- 
tion of  the  busy  man,  and  serve  as  a  reminder  to  him 
of  his  needs  along  this  line. 

The  card  was  about  two  feet  square,  and  in  the 
centre  was  the  inscription:  "Buy  your  shaving  brush 
to-day."  Around  the  rim  of  the  card  various  styles 
and  makes  of  shaving  brushes  were  fastened  on  by 
passing  a  thread  around  the  handle,  passing  it  through 
the  card,  and  tying.it  behind.  Underneath  each  brush 
the  price  was  noted. 

This  proved  an  excellent  means  of  bringing  shaving 
brushes  to  the  notice  of  the  men.  The  same  idea  could 
well  be  worked  out  with  other  lines  by  the  druggist. 


A  MISTAKEN  IDEA. 

Some  retailers  imagine  that  they  must  cut  prices  on 
goods  that  they  advertise.  On  the  contrary,  the  lead- 
ing retailers  in  this  country  do  not  emphasize  cut 
prices  but  call  attention  to  quality  first  and  price  after- 
ward. They  argue  "  good  values  for  the  money  " 
rather  than  "goods  given  away,"  and  it  is  noticeable 
that  thov  get  the  cream  of  the  trade. 


HINTS    FOB    SELLING   SAFETY   RAZORS. 

KREP  your  stock  displayed  prominently  and  keep 
It    in   good    oondition.     Mjake   us«   of   the   sales 
helps  and  advertisding  nwutter  supplied  by  man- 
ufaciturers. 

Study  the  line  of  razors  handled,  and  so  be  able  to 
talk  intelligently  to  eiistomors  about  them. 

Whenever  tihe  oppoptuni'ty   is  presented  tialk  about 
vour  razors  to  cu.«toTners. 

Point  ouit  the  comfort  and  econoany  in  owming  a  gw)d 
Biafety  razor. 

Back  your  talks  on  razors  up  by  demonatrations. 
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COMMENTS  ON  BUSINESS  MATTERS 

Bp  W.  L.  Edmonds 


The  Duties  Aside  altogether  from  the  stamp 

on  Drugs.  taxes   imposed   by   the   Govern- 

ment, the  drug  and  ehemical 
trade  of  Canada  is  naturally  interested  in  the  new  Cus- 
toms tariff. 

Under  the  wide  classification  of  "drugs,  chemicals, 
dyes  and  medicines,"  Canada  last  year  imported  $15,- 
326,612  worth  of  merchandise.  Of  this,  $4,778,071  was 
dutiable  and  $10,548,541  free. 

"While  all  the  articles  imported  under  this  classifica- 
tion are  not  affected  by  the  increased  duties,  by  far 
the  greater  part  of  them  are. 

Outside  the  articles  coming  under  item  220,  nearly 
everything  is  subject  to  the  increased  duties.  The 
articles  included  under  item  220  for  exemption  are 
medicinal,  chemical  and  pharmaceutical  preparations. 
The  imports  of  articles  of  this  kind  are  of  less  value 
that  two  millions  of  dollars. 


Distribution  of  Of  the  imports  under  the  elassi- 

Imports.  fieation  "drugs,  chemicals,  dyes 

and  medicines, "  kst  year  $3,411,- 
826  were  from  within  the  British  Empire  and  $11,914,- 
786  from  foreign  countries.  Of  these  the  dutiable  and 
free  were  distributed  as  follows:  Prom  the  British 
Empire— dutiable,  $1,357,363;  free,  $2,0.54,463.  From 
foreign  countries — dutiable,  $3,420,708;  free,  $8,- 
494,078. 

The  average  ad  valorem  duty  on  the  dutiable  im- 
ports was  18.64  per  cent,  on  British  and  20.87  per  cent, 
on  foreign.  Taking  the  total  imports  (free  and  duti- 
able) the  average  ad  valorem  rate  was  7.43%  per  cent, 
on  British  and  scarcely  6  per  cent,  on  foreign. 

As  the  increase  in  the  duties  under  the  preferential 
tariff  is  only  5  per  cent.,  compared  with  an  increase 
of  IVo  per  cent,  under  the  general  tariff,  it  is  probable 
we  shall  discover  that  by  the  end  of  the  fiscal  year  clos- 
ing March  31,  1916,  some  change  has  taken  place  in  the 
relative  percentage  of  duties  collected  on  British  and 
foreign  goods. 

The  total  duty  collected  last  year  on  drugs,  chem- 
icals, etc.,  imported  from  the  British  Empire  was  $253,- 
458,  and  on  those  from  foreign  countries,  $714,021. 

But  what  is  of  more  importance  to  the  druggists 
of  Canada  is  how  their  percentage  of  profit  will  work 
out  under  the  new  duties  and  the  special  war  taxes. 
One  thing  is  certain,  it  will  not  be  satisfactory  unless 
a  careful  ad.iustment  of  selling  prices  is  made  in  order 
to  provide  compensation  for  the  increased  cost  of  doing 
business. 

•     *     •     • 

The  Taxes  on  Drugs    We  were  informed  the  other  day 
and  Medicines.  from  the  floor  of  the  House  of 

Commons  that  the  Government, 
in  framing  the  war  taxes,  had  been  largely  guided  by 
the  legislation  adopted  by  the  United  States  some 
months  ago. 

It  may  be  presumed,  therefore,  that  the  Government 
is  studying  both  the  methods  employed  in  the  United 


States  in  enforcing  the  law  as  far  as  the  drug  trade 
is  concerned  and  the  difficulties  that  are  being  encoun- 
tered in  that  country. 

Not  infrequently  it  is  an  easier  matter  to  place  a  law 
on  the  statute  book  than  it  is  to  enforce  it  with  the 
minimum  of  hardship  to  those  who  come  under  its  oper- 
ation. This  is  no  doubt  due  to  the  lack  of  practical 
knowledge  on  the  part  of  those  who  frame  the  laws. 

Up  to  the  time  of  writing,  the  Canadian  Government 
has  not  definitely  announced  the  regulations  under 
which  the  new  taxes  are  to  be  applied  in  the  drug  trade. 
Neither  has  it  been  clearly  defined  as  to  the  lines  that 
will  or  will  not  be  affected. 

Doubtless,  fhe  representations  which  have  been  made 
to  the  Government  since  the  Budget  speech  was  deliv- 
ered will  give  the  Government  a  good  deal  of  light 
upon  the  subject. 

But  a  close  observation  of  the  working  of  the  law  in 
the  United  States  will  give  more  light  than  can  pos- 
sibly be  obtained  in  any  other  way. 

In  the  United  States  the  taxes  have  been  in  opera- 
tion some  months,  and  yet  difficulties  are  constantly 
arising  as  to  their  application. 

There  appears  to  be  some  straining  at  gnats  and 
swallowing  of  camels  over  there.  And  this  is  not 
pleasant  when  it  is  the  druggist  that  suffers  while  the 
process  is  going  on. 

Possibl.y  the  Government  has  already  sent  a  practical 
druggist  to  the  United  States  to  study  the  operation  of 
the  war  tax  there.  If  it  has  not  it  should  certainly 
do  so. 

If  it  is  a  good  thing  to  follow  the  United  States  in  re- 
gard to  certain  definite  legislation  it  should  be  an 
equally  good  thing  to  study  its  effects  in  that  country 

as  well. 

•     •     •     • 

Adulterated  Seidlitz  The  report  of  the  Inland  Revenue 
Powders.  Department,  recently  issued,  con- 

tains some  reference  to  the  manu- 
facture of  seidlitz  powders,  which  is  well  worth  the  at- 
tention of  the  trade. 

It  appears  that  out  of  167  samples  analyzed  during 
the  year  73,  or  over  43  per  cent.,  were  found  to  be 
adulterated.  Careless  weighing  was  discovered  in  12 
samples,  leaving  eighty-two  of  the  167  samples  analyzed 
as  genuine. 

While  acknowledging  that  the  materials  used  in  the 
manufacture  of  the  seidlitz  powders  were  good,  yet  the 
opinion  of  the  chief  analyst  is  that  the  investigation 
shows  "an  unexpected  degree  of  carelessness  or 
fraud." 

He  urges,  however,  that  in  view  of  the  absence  of 
definite  limits  of  variability  in  the  composition  of  seid- 
litz powders,  the  report  be  taken  as  a  basis  of  warning 
to  the  trade  rather  than  prosecution. 

In  commenting  further  in  regard  to  what  he  terms 
the  exhibition  of  carelessness  or  fraud,  the  chief 
analyst  says  he  believes  it  is  "partly  due  to  the  im- 
pression that  a  seidlitz  powder  is  in  use  merely  as  a 
cooling  beverage  or  a  mild  aperient,  having  no  very 
definite  composition.    This,"  he  continues,  "is  not  the 
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understanding  of  the  physicians,  nor  does  it  accord  with 
the  definitions  of  the  pharmacopoeia,  and  it  should  be 
finally  dispelled  if  it  exists.  The  fact  that  the  ingred- 
ients of  these  powders  are  frequently  measured  instead 
of  being  weighed  into  their  respective  papers,  does  not 
justify  such  irregularity  of  weight  as  is  recorded. 
Measuring  can  only  be  tolerated  so  long  as  it  does  not 
give  results  materially  diflFerent  from  those  attained  by 
use  of  the  balance." 


Not  Many  As  a  rule,  the  analyses  of  the  In- 

Adulterations.  land  Revenue  Department  of  the 

articles  sold  over  the  counter  of 
the  drug  store  reveal  but  a  small  percentage  of  adul- 
teration. 

Out  of  70  samples  of  bay  rum  and  Florida  water 
tested  only  four  were  illegally  sold.  Of  the  98  samples 
of  tonic  wines  analyzed  every  one  was  found  to  be 
genuine. 

Lime  fruit  juice,  however,  made  a  bad  showing.  Out 
of  30  samples  15  were  adulterated  and  ten  below  stan- 
dard. 

"While  nothing  harmful  to  the  health  is  introduced," 
comments  the  chief  analyst,  "it  is  clearly  unfair  to  the 
consumer  and  to  the  honest  manufacturer  chat  a  di- 
luted fruit  juice  should  be  tolerated  on  the  market, 
while  offered  as  genuine.  If  properly  labeled,  so  as  to 
declare  the  presence  of  water,  no  harm  would  be  done." 

Cream  of  tartar  is  credited  with  143  genuine  out  of 
148  samples.  Headache  powders  with  163  genuine  and 
8  adulterated  out  of  a  total  of  171  examined.  The 
eight  adulterated  contained  a  decided  excess  of  a.cetan- 
ilid  above  the  two  grains  allowed  by  the  Act.  Last 
year's  inspection  of  headache  powders  shows  that  there 
has  been  a  marked  improvement  over  previous  years. 

Out  of  72  samples  of  iodine  tested  eight  were  adulter- 
ated and  two  doubtful.  All  samples  of  infants'  and 
invalids '  food  were  found  to  be  genuine.  The  same  can 
be  said  of  the  150  samples  of  temperance  drinks  brought 
under  analysis. 


Fighting  Disease 
in  the  Field. 


Although  the  suddenness  of  the 
outbreak  of  war  found  the 
British  army  unprepared,  for- 
tunately this  was  not  the  case  with  regard  to  medical 
work,  at  any  rate  not  to  the  same  extent. 

During  the  South  African  War  the  losses  from  dis- 
ease among  the  British  troops  were  enormous,  and 
particularly  from  enteric  fever.  Many  Canadians  were 
among  the  victims.  These  losses  so  impressed  the  med- 
ical men  of  Great  Britain  that  immediately  after  the 
war  steps  were  taken  to  prepare  for  future  eventuali- 
ties. It  is  true  the  preparations  were  mostly  on  paper, 
but  the  skeleton  was  laid  down,  which,  when  the  war 
broke  out,  greatly  facilitated  the  carrying  out  of  the 
practical  arrangements. 

Even  in  Canada  we  have  not  been  altogether  asleep 
in  these  matters.  For  the  last  four  or  five  years  there 
have  been  a  few  active  spirits  in  the  medical  profession 
who  have,  in  spite  of  apathy  on  the  part  of  those  who 
saw  no  necessity  for  such  preparations,  accomplished 
much  in  the  right  directions. 


Import  Duty  on  In  the  Senate  the  other  day  it 

Ammonia  Sulphate,     was  oflSeially  announced  that  am- 
monia sulphate  was,   under  the 
new  t.ariff,  dutiable  at  5  per  cent,  preferential  and  IV^ 


per  cent,  general  tariff.  Under  the  old  tariff  it  was  on 
the  free  list. 

Most  of  the  ammonia  sulphate  imported  comes  from 
Great  Britain,  the  quantity  being  273,206  pounds, 
valued  at  $7,757.  Prom  the  United  States  we  obtained 
77,131  pounds,  and  from  Germany  1,094  pounds.  All 
told,  our  imports  were  351,431  pounds,  valued  at 
$10,849. 

•     •     •     • 

Rural  Mail  Routes  Rural  mail  routes  in  Canada  in- 
and  Business.  creased  by  940,  or  nearly  50  per 

cent.,  during  the  year,  according 
to  an  official  statement  issued  at  Ottawa. 

There  must  now  be  in  the  Dominion  about  3,000 
routes  and  115,000,  or  more,  boxes  at  farmers'  gates. 

It  would  be  interesting  to  know  as  to  what  extent 
retail  merchants  have  dtiring  the  year  increased  their 
use  of  the  mail  delivery  routes  in  order  to  court  busi- 
ness and  deliver  merchandise. 

That  a  good  many  business  men  are  making  good  use 
of  the  system  there  can  be  no  doubt.  But  it  is  not  so 
certain  that  as  many  are  doing  so  as  the  opportunity 
warrants. 

There  is  no  doubt  about  the  opportunity  the  system 
affords  to  the  merchant  botli  for  soliciting  mail  order 
business  and  delivering  the  goods. 

But  an  opportunity  is  of  no  value  until  it  is  utilized. 

Since  the  rural  mail  delivery  and  parcel  post  systems 
came  into  existence  some  retailers  have  established  mail 
order  departments,  and  they  are  doing  a  thriving  busi- 
ness. And  that  which  the  few  have  done  the  many  can 
do — ^if  they  will. 

With  enterprising  retailers  "behind  the  gun"  it  is 
possible  by  this  means  to  cut  in  materially  upon  the 
mail  order  business  of  the  large  department  stores. 


The  honest  store  is  not  the  store  that  promises  to 
do  the  best  to  make  unsatisfactory  purchases  good.  It 
is  the  one  that  does  it. 


Courtesy  should  know  no  favorites.  Unless  you  can 
treat  all  customers  with  courtesy  you  cannot  hope  to 
achieve  great  success  behind  the  counter. 


1             Passing  Thoughts  on  Business  I 

I                                      By  W.  L.  E.  I 

1  .1 

g  //  may  not  be  wise  to  count  your  chickens  be/ore  s 

M  they  are  hatched,  but  it  ■will  be  wise  to  sit  down  and  = 

I  calculate  the  cost  of  the  war  taxes  to  your  business.  M 

M  Another  month  or  so  will  hear  the  enticing  music  s 

J  of  the  soda  water  fountain  calling  customers  to  the  M 

M  drug  store  in  which  it  is  located.  J 

g  With  the  approach  of  the  Spring  clean-up  season  g 

m  the   druggist  should  prepare  to  catch  some  of  the  g 

g  trade.      When  he  has  the  goods  in  stock  the  adver-  g 

W  tisement  and  tfie  windate  display  will  help  him  to  = 

S  sell  them.  s 

M  With  the  advent  of  Spring  comes  the  demand  for  J 

g  Spring  medicines.      Window  displays  will  stimu-  M 

=  late  the  demand.  = 
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Collins'  Course  in  Show  Card  Writing 


One  of  a  aeries  of  articles 
spedally  prepared  for  this 
journal 


The  Fountain  Air  Brush. 

IT  will  be  remembered  that  several  of  the  sample  cards 
given  in  previous  lessons  have  been  "Fountain  air 
brush"  designs.  This  instrument  is  a  very  desir- 
able and  valuable  acquisition  to  a  card  writer's  outfit 
as  it  is  capable  of  a  very  wide  range  of  use,  extending 
from  the  ordinary  shading  of  plain  letters  to  the  most 
elaborate  designs  and  ornamentations  in  all  colors  and 
shades.  Engravers,  portrait  artists,  photographers  and 
other  commercial  artists  utilize  it  with  economical  re- 
sults. Originally  it  was  designed  for  portrait  work, 
and  for  years  its  usefulness  did  not  extend  beyond  this 
field,  but  later  improvements  in  its  construction  great- 
ly widened  its  utility,  which  now  seems  almost  illimit- 
able.    It  is  of  special  use  to  the  card  writer  for  its 


Various  colors  may  be  used  and  must  be  free  from 
grit,  dust  or  dirt  to  prevent  clogging  the  brush.  The 
amount  of  color  you  wish  to  use  is  regulated  by  press- 
ing down  the  lever  which  opens  the  valve  sufficient  to 
admit  a  fine  spray  to  emit,  and  by  pulling  the  lever 
back  the  amount  of  spray  will  be  increased.  The  color 
cup  may  be  adjusted  to  any  angle  so  that  you  may 
work  on  cards  lying  flat  on  a  table,  or  standing  in  s 
perpendicular  position  on  a  wall  or  easel,  or  if  nece«- 
sary  the  brush  may  be  used  on  a  ceiling  with  the  color 
cup  tipped  to  accommodate  that  position.  This  is  a 
very  important  feature. 

Care  should  be  taken  to  always  clean  the  brush  after 
each  using  by  blowing  clean  water  through  it,  and  then 
drying  thoroughly  by  blowing  with  air  from  the  tank 


Fountain  air  bnisii 


wonderful  and  eflleetive  results  are  easily  and  quickly 
obtained. 

The  illustration  shows  the  exact  size  of  the  brush. 
It  derives  its  name  from  the  fact  that  it  does  the  work 
of  a  brush  but  is  operated  with  compressed  air.  The 
color  cups  hold  enough  color  to  suggest  the  idea  of  a 
"fountain"  or  reservoir.  The  necessary  air  pressure 
may  be  supplied  with  a  foot  pump  and  small  storage 
lank,  or  with  a  carbonic  gas  tank  the  same  as  used  in 
soda  fountains.  Of  course,  power  pumps  may  be  used 
for  the  purpose  if  desired.  It  requires  about  20  or  25 
pounds  pressure  to  assure  good  work.  After  the  con- 
nections are  made  with  the  tank  by  means  of  a  small 
rubber  tube,  air  is  forced  into  the  brush  by  opening  a 
valve,  which  is  done  by  pressing  down  the  top  lever 
with  the  index  finger.  This  air  passes  out  at  the  point 
of  the  brush  around  a  small  pointed  needle.  This  ar- 
rangement of  having  the  air  pass  out  all  around  the 
needle  assures  an  equal  pressure  and  evener  work,  and 
also  requires  much  less  air  than  if  the  air  pressure  were 
obtained  from  one  side  of  the  needle.  As  the  compress- 
ed air  passes  out  it  forms  a  suction  which  draws  the 
color  from  the  cup  either  in  large  or  small  quantities 
and  distributes  it  in  a  fine  spray  all  under  the  control 
and  at  the  will  of  the  operator. 


after  disconnecting  the  brush, 
ment  should  last  a  lifetime. 


With  care  this  inatm- 


Designs  Effective  and  Varied. 

Simple  and  effective  designs  may  be  created  and  ex- 
ecuted with  the  fountain  air  brush.  By  simply  laying  a 
smaller  card  on  the  one  you  wish  to  work  and  spraying 
around  the  edges  you  can  obtain  a  very  pretty  and 
effective  border  design.  The  sample  "Turkey"  card 
shown  in  this  lesson  is  made  by  cutting  the  pattern  out 
of  a  fairly  heavy  manilla  paper  and  laying  it  on  to  the 
card  and  air  brushing  around  it.  The  outside  mat  of 
the  same  design  may  be  used  if  desired,  but  in  thii 
case  the  spraying  with  the  air  brush  will  be  done  on  the 
inside  of  the  pattern.  This  is  a  very  simple  form  of  de- 
sign. 

Alphabets. 

Plates  42  and  43  are  fancy  alphabets  that  are  not 
hard  to  execute.  Like  all  fancy  alphabets  they  are 
suitable  for  one  word  or  a  line  that  needs  accentuating. 
They  are  capable  of  taking  much  color.  For  example, 
the  upper  part  may  be  in  bright  red  or  blue  and  the 
bottom  and  upper  outline  and  fancy  over-lay  may  be 
in  black.    Or  the  tops  may  be  in  light  blue  and  the  bot- 


1*11*1  ^1^ 


Plate  13.— Fancy  deaicn,  well-8purred,  lower  case. 
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torn  and  outlines  and  overlay  may  be  in  dark  blue.  And 
in  a  similar  way  other  combinations  may  be  utilized. 
This  style  of  letters  is  excellent  for  practice  work. 

Initials. 
We  give  a  number  of  sample  initials  this  month  that 


A  sample  card. 

will  furnish  a  foundation  for  an  inexhaustible  supply 
of  these  very  effective  embellishments. 

A  may  be  made  in  black  or  any  strong  color  with  the 
outline  in  black,  and  the  background  striped  in  some 
subdued  color. 

E  may  be  in  black  or  brown  and  the  spray  in  a  blue 
or  yellow  color  and  the  foliage  in  green. 

F  is  an  unique  ribbon  design  in  blue,  purple  or  any 
bright  color. 

G  has  a  heavy  and  light  outline  with  a  clouded  cen- 
tre jof  any  bright  color.  This  makes,  a  very  effective 
design. 

H  has  a  background  of  bright  red,  blue  or  yellow 
and  dotted  with  black.  The  letter  may  be  in  black  or 
dark  blue,  according  to  the  harmonizing  effect  of  the 
background. 

I  is  a  plain  black  letter  with  a  fancy  outline.  Of 
course,  it  can  be  worked  in  any  other  color. 


J  may  be  done  in  hlack  or  red  or  brown  or  blue,  with 
a  subdued  ornamental  back  in  harmonious  color. 

K  may  be  done  with  a  wall  paper  effect  or  some  other 
fancy  back,  and  the  letter  in  black  or  some  other  dark 
color. 

0  is  a  simple  oiitlin^d  letter  with  side  embellish- 
ments and  fancy  overlaid  work. 

Any  of  the  letters  may  be  interchanged,  that  is,  the 
different  ideas  may  be  worked  with  any  letter. 

Sample  Card. 

We  show  only  one  sample  card  this  month.    This  de- 


Soni«  specihien  initial  letters. 


sign  is  made  by  cutting  the  shape  of  the  turkey  out  of 
a  piece  of  heavy  paper  and  laying  it  on  to  the  card  and 
air  brushing  around  it  with  a  light  spray  of  brown.  The 
lettering  is  done  in  dark  brown  and  shaded  with  grey 
and  the  figures  are  in  red  and  shaded  with  grey. 


aici. 


Plat642.— Fancy  desigrn,  well  spurred,  uppercase. 
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OUR  QUESTION  BOX 

The  Retmil  DruggM  tolklta  jwur  inquirks.    This 
column  ia  /or  your  u*e.    We  are  at  your  tervtce 


TASTELESS  CASTOR  OIL. 

B.  S.  C,  Vancouver. — In  regard  to  your  enquiry  for 
a  recipe  for  a  tasteless  castor  oiV,  we  suppose  you  mean 
an  aromatic  castor  oil,  which,  of  course,  has  a  taste,  but 
is  a  pleasant  one,  quite  different  from  the  taste  of  castor 
oil.    We  append  the  following: 

Saccharin 0.5  gramme. 

Oil  of  cinnamon 1.5  grammes. 

Vanillin 1.0  gramme. 

Coumarin 0.1  gramme. 

Alcohol 40.0  c.c.  (mils). 

Castor  oil to  make  1000.0  c.c.  (mils). 

Dissolve  the  oil  of  cinnamon,  saccharin,  vanillin,  and 
coumarin  in  the  alcohol,  add  the  castor  oil  and  mix 
thoroughly. 

NICKEL  SHOW-CARD  HOLDERS. 

The  Retail  Druggist: 

One  of  our  customers  at  Winnipeg  asked  us  where 
he  can  get  nickel  stands  or  card-holders  to  hold  display 
cards — the  standard  size,  11  hy  14  inches.  He  wants 
them  so  that  they  will  hold  cards  reading  either  verti- 
cally or  horizontally.  We  would  appreciate  it  if  you 
would  give  us  the  address  of  one  or  more  concerns. 
PENINSULAR  CHEMICAL  CO. 

Walkerville,  Ont. 

Editorial  Note.— Kent-McClain.  Ltd.,  181-199  Car- 
law  Avenue,  Toronto,  will  make  these  up  in  any  de- 
sired size.  Clatworthy  &  Son.,  Ltd.,  161  King  Street 
W.,  Toronto,  also  handle  these  card-holders  in  all  stan- 
dard sizes. 


SOME  HOUSECLEANING  FORMULAS. 

A  subscriber  writes  in  suggesting  that,  in  view  of  the 
•fact  that  there  is  now  a  demand  for  housecleaning 
articles,  that  we  publish  some  recipes  for  housecleaning 
lines.  We  append  a  number  of  selected  recipes  and 
would  like  to  say  that  we  welcome  suggestions  at  any 
time  from  readers  as  to  information  that  they  believe 
will  be  of  value  to  them. 

Household  Ammonia. 

Castile  soap,  powdered 6  ounces. 

Borax 1  ounce. 

Stronger  Ammonia  Water 1  pint. 

Water,  enough  to  make 1  gallon. 

Mix  and  dissolve. 

Washing  Powder. 

Powdered  soap   1  pound. 

Sodium  carbonate    1  pound. 

Borax 1  pound. 

Oil  of  eucalyptus  1  drachm. 

Mix. 

Window  Polishing  Paste. 

Prepared  chalk  90  parts. 

White   bole    5  parts. 

Armenian  bole 5  parts. 

Rub  together  with  a  paste  with 

Water    50  parts. 

Alcohol 25  parts. 


The  paste  is  to  be  rubbed  on  the  window,  allowed 
to  dry,  and  then  rubbed  off  with  cloths. 

Linoleum  Polish. 

White   ceresine    1  ounce. 

Hard  parafiSn    2  ounces. 

Oil  of  turpentine    4  ounces. 

Benzine 1  ounce. 

Mix  . 

Polishing  Cloths. 

Dissolve  one  ounce  of  oxalic  acid  in  a  gallon  of  water, 
and  sift  into  the  solution  one  pound  of  whiting.  Satur- 
ate a  piece  of  canton  flannel  of  the  desired  size  in  the 
liquid,  which  is  to  be  kept  well  stirred.  Wring  out  the 
cloth  somewhat  and  allow  it  to  dry.  Then  smooth  out 
the  cloth,  fold  and  insert  in  an  envelope. 


FORMULARY 

Special  'Preparations  for  the  "Druggist 


Antiseptic  Foot  Powder. 

Oil  of  eucalyptus 2  drachms. 

Salicylic  acid   1  ounce. 

Powdered  zinc  oleate 1  ounce. 

Powdered  boric   acid 10  ounces. 

Powdered  French  chalk   12  ounces. 

Mix  according  to  art. 

Compound  Menthol  Spray  (Nebula  Mentholis 
Composita). 
Take  of, 

Menthol 1.     gm. 

Camphor.  . 1.     gm. 

Oil    of   betula 5  c.c. 

Eucalyptol ....:., 2  c.c. 

Liquid    petrolatum,    q.s 100.     «.c. 

Mix  and  agitate  in  a  bottle  until  dissolved,  and  filter 
if  necessary. 

Borated  Talcum  Powder. 

Talcum 14  ounces  ai'. 

Boric  acid 2  ounces  av. 

Oil  of  rose  geranium 1  fluid  drachm. 

The  talc  and  boric  acid  should  be  in  the  finest  pos- 
sible powder  and  should  be  passed  through  a  fine  sieve. 

Violet  Talc. 

Powdered  talc 14  ounces. 

Powdered  orris  root 2  ounces. 

Extract  of  cassia %  ounce. 

Extract  of  jasmine I/4  ounce. 

Rose  Talc. 

Powdered  talc 5  pounds. 

Oil  of  rose V2  drachm. 

Extract  of  jasmine 4  ounces. 


Sorry  That  She  Spoke 

"I  want  a  bottle  of  glycerine,"  she  said. 

"Yes,"  said  the  knight  of  the  pestle,  as  he  handed  it 
across  the  counter.  "That  will  be  thirty  cents — a 
quarter  for  the  glycerine  and  a  nickel  for  the  bottle." 

"But  I  got  some  here  a  month  ago,"  said  the  lady, 
"and  I  paid  nothing  for  the  bottle." 

"Is  that  so?  Then  that  will  be  thirty-five  cents  alto- 
gether. ' ' 
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MONTREAL  DRUG  CLERK  PROTESTS  AGAINST 
LONG  HOURS. 

Editor  The  Retail  Druggist : 

I  receive  your  journal  every  month,  and  read,  on 
page  24  of  the  last  issue,  an  article  stating  that  certain 
department  stores  in  New  York  last  year  tried  out  the 
plan  of  closing  both  Saturday  and  Sunday  during  the 
summer  months.  Such  an  ideal,  or  even  a  trend  to- 
wards such  an  ideal,  would  certainly  be  welcomed  by 
the  clerk  in  the  drug  store  who  has  to  put  in  such  a 
long  week  at  the  present  time. 

Getting  no  time  for  studying,  I  would  ask  you  to  run 
another  article  in  your  journal  on  the  difficulties  of  the 
clerk  beginning  his  course  in  not  having  enough  time  to 
follow  his  studies.  We  do  not  ask  for  a  holiday  on  Sat- 
urday because  that  is  a  day  when  we  make  a  good  deal 
of  monej^  but  we  would  ask  that  the  drug  stores  close 
at  nine  o'clock  every  night  except  Saturday,  and  on 
that  day  at  ten,  and  only  be  open  a  couple  of  hours  in 
the  afternoon  on  Sunday.  There  are  many  clerks  who 
would  like  to  protest  for  such  hours,  and  can't  because 
they  are  afraid  of  losing  their  jobs.  If  you  would  take 
the  matter  up  through  your  paper  you  will  help  the 
clerk  beginning  his  course  and  assist  in  making  him  a 
good  druggist. 

Yours  very  truly, 

Montreal.  "  '  A  CLERK. 

Editor's  Note. — We  believe  that  any  clerk  who  works 
longer  than  the  hours  asked  for  in  the  above  letter  has 
just  reason  for  protest.  Long  hours  have  long  been  the 
curse  of  the  drug  business,  both  in  the  eyes  of  the  clerk 
and  employer.  When  a  clerk  is  attempting  to  do  some 
studying  in  addition  to  his  work  in  the  store,  as  this 
clerk  is,  the  burden  of  long  hours  is  doubly  hard  on 
him.  Employers  should  have  some  consideration  for 
such  clerks,  and  attempt  to  give  not  only  time  for  study- 
ing, but  also  for  rest  and  recreation.  The  dealer  will 
generally  find  it  in  his  own  interests  to  do  so,  for  if  he 
wishes  his  clerks  to  give  him  good  service  while  in  the 
store  he  must  allow  them  some  fresh  air  and  relaxation 
from  work  and  business.  ' 

Especially  in  the  larger  cities,  it  is  a  difficult  matter 
to  make  arrangements  among  the  druggists  for  uniform 
early  closing  hours,  although  there  is  no  reason  why 
dealers  in  the  various  sections  cannot  get  together  and 
agree  on  set  early  closing  hours,  arranging  for  one  drug- 
gist in  the  neighborhood  to  remain  open  each  night  and 
certain  hours  on  Sunday,  if  deemed  necessary.  Where 
it  is  found  impossible  to  make  such  arrangements,  and 
the  druggist  of  necessity  has  to  keep  open  late  at  night, 
some  plan  should  be  worked  out  to  allow  each  clerk 
certain  free  time. 


OFFICERS  OP  FREDERICK  STEARNS  &  00. 

The  annual  election  of  officers  of  Frederick  Steams 
&  Co.,  Windvsor,  Ont.,  re.sulted  in  the  following  board 
of  directors:  President,  F.  K.  Stearns;  vice-president, 
W.  D.  Stearns;  manager.  C.  A.  Smith;  treasurer,  F.  S. 
Stearns;  secretary,  S.  C.  Stearns;  directors,  Williard 
Ohliger,  6.  E.  Rason  and  Thos.  Bennet. 

Change  in  Nyal  Policy. 

The  change  in  the  plan  of  distribution  of  the  Nyal 
line  to  the  exclusive  agency  basis  has  been  a  subject  of 
no  little  interest  to  Canadian  druggists.  The  company 
state  that  the  reason  for  their  change  in  policy  was  that 
many  druggists  took  up  and  pushed  exclusive  agency 
lines,  still  retaining  the  privilege  of  buying  Nyal's.  They 


say:  "The  occasional  grumble  over  the  first  line  be- 
came a  very  loud  growl  of  dissatisfaction  by  those  who 
continued  faithful  to  Nyal's,  that  not  only  could  these 
exclusive  agencies  sell  Nyal's,  but  those  also  who  did 
little  or  nothing  to  create  demand  were  allowed  to  reap 
the  benefits  of  the  efforts  of  those  who  were  actively 
pushing  the  sale  of  the  goods.  Thus  was  it  clearly  de- 
monstrated that  the  Canadian  druggists  collectively 
not  only  did  not  appreciate  the  principle  of  general  dis- 
tribution, but  were  not  prepared  to  get  actively  behind 
a  line  that  offered  them  no  protection.  In  the  broad  an- 
alysis of  our  new  plan  we  have  simply  cut  off  from  each 
end  those  who  were  not  prepared  to  enter  into  closer  co- 
operation with  us,  and  are  confining  the  line  to  those 
whom  we  would  consider  as  real  energetic  Nyalists. " 


PRACTICAL  IDEAS  FOR  SEED  DISPLAYS 

The  time  is  now  at  hand  to  begin  the  display  of 
seeds.  Seeing  that  interest  is  centred  so  strongly  in 
the  war  in  Europe,  why  not  work  out  a  map  of  Europe 
on  the  window  floor  with  seeds,  each  country  being 
represented  with  a  different  variety  ?  At  just  this  time 
such  a  displa.v  will  attract  a  good  deal  of  attention. 

If  you  want  to  drive  home  strongly  the  germination 
of  your  seeds,  fill  a  box  with  earth  and  plant  various 
kinds  of  the  seeds  you  handle.  This  actual  demonstra- 
tion of  their  germination  will  prove  both  interesting 
and  convincing  to  customers. 

An  attractive  display  of  package  seeds  may  be  made 
by  working  the  packages  out  in  various  designs.  Make 
use  of  lithographed  matter  that  the  seedsmen  send  yoa. 


YES,  WHAT  WAS  THE  USE  OF  IT  ALL? 

Silently  she  laid  !he  white  form  beside  those  that  had 
gone  before.  She  raised  no  outcry — she  did  not  weep. 
Such  a  moment  was  too  precious  to  be  spent  in  idle 
tears.  But  soon  it  seemed  as  if  her  heart  must  give 
way.  She  raised  her  voice  and  cried  loud  and  long. 
The  cry  was  taken  up  by  others  who  were  near  and 
echoed  and  re-echoed  over  the  grounds.  Then  sudden- 
ly all  was  still.  What  was  the  use  of  it  all?  She  would 
lay  another  egg  to-morrow. 


Two  partners  who  recently  moved  into  a  new  store 
in  Indianapolis  opened  it  with  prayer.  It  was  dedi- 
cated to  "honest  business"  by  the  pastor  of  their 
church.  Fifty  persons  who  attended  sang  hymns  and 
engaged  in  prayer. 


NEW  SODA  CREATIONS  FOR  THE  SPRING 
OPENING. 

Here  are  a  couple  of  good  ones  for  the  spring  seaaon. 
>We  will  publish  more  in  coming  issues:        .^- 

Spring  Refresher. 

Into  a  mixing  glass  draw  1  ounce  of  vanilla  syrup 
and  %  oumce  of  lemon  syrup.  Into  this  break  an  egg; 
add  1  ounce  of  grape  juice,  1  ounce  of  sweet  cream  and 
a  little  fine  shaved  ice.  Shake  thoroughly,  then  fill 
with  carbonafceid  wB.teT  and  strain  into  a  clean  12- 
oumce  glass. 

Baseball  Special. 

Slice  hailf  a  banana  in  thin  bHccb  into  a  fruit  nappy 
and  pour  over  it  a  ladle  of  fresh  crushed  strawberries 
amd  put  a  ladle  of  whipped  cream  on  top.  Take  a  No. 
16  round  disih«r  and  fill  it  heaping  and  rounded  full  so 
that  when  dropped  into  the  whippeif  creaim  it  will  re- 
semble a  ball.    Serve  a  wafer  on  the  side  of  the  dish. 
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O.C.P.  EXAMINATIONS  END  OP  APRIL. 


The  1914-15  Class  of  the  Ontario:  College  of  Pharmacy 
are  putting  the  finishing  touches  on  their  course  in  pre- 
paration for  the  annual  examinations  which  begin  on 
April  28  and  end  May  7.  Oral  and  practical  examina- 
tions will  be  held  at  the  college  building  and -written 
examinations  at  Victoria  Hall,  Queen  Street  East. 

Henry  Walter,  of  Ottawa,  is  presiding  examiner,  and 
the  examining  staff  is  as  follows:  Dispensing,  T.  N. 
Sampson;  practical  chemistry,  R.  D.  Dymond,  Phm.B. ; 
practical  pharmacy,  W.  W.  Gibson ;  written  pharmacy. 
W.  Enouy;  botany,  P.  Bawden;  prescriptions,  A.  E. 
Drewery,  Phm.B. ;  chemistry,  M.  R.  McFariane,  Phm.B. ; 
materia  medica,  J.  S.  Armitage,  Phm.B. 

Russ.  Sandercock,  who  played  with  the  successful 
senior  hockey  team  of  the  University  of  Toronto  dur- 
ing the  past  season,  is  a  member  of  the  1914-15  Class  of 
the  Ontario  College  of  Pharmacy,  which  is  affiliated 
with  the  University  of  Toronto.  Mr.  Sandercock,  who 
hails  from  Woodstock,  Ont.,  is  chairman  of  the  Athletic 
Association  of  this  year's  cj^ss. 

INTERESTING  LETTER  FROM  DRUGGIST  AT  THE 
FRONT. 

Wm.  B.  Graham,  registrar-treasurer  of  the  Ontario 
College  of  Pharmacy,  has  received  an  interesting  letter 
from  John  A.  MacDonald,  of  Sarnia,  Ont.,  a  graduate 
of  the  1913-14  clas  of  the  O.C.P.,  who  went  to  the  front 
with  the  Army  Medical  Corps  of  the  First  Canadian 
Contingent."'^  Although  the  first  contingent  have  only 
been  on  the  firing  line  about  a  month,  it  is  apparent 
that  the  Medical  Corps  preceded  them  to  France  by  a 
considerable  time,  as  Mr.  MacDonald,  writing  from  La 
Touquet,  France,  says:  "In  a  few  days  we  will  have 
been  in  France  four  months,  over  three  months  of 
which  has  been  spent  at  La  Touquet,  where  we  have 
converted  a  large  hotel  into  one  of  the  finest  equipped 
hospitals  in  France.  We  have  already  handled  a  large 
number  of  patients,  and  the  extremely  low  percentage 
of  deaths  speaks  well  for  the  efficiency  of  the  staff." 


RESOLUTION  COVERING  STAMP  TAX 

The  resolution  concerning  the  stamp  tax  on  patent 
medicines  and  perfumery  has  "been  forwarded  to  The 
Retail  Druggist  by  the  tariff  officer  of  the  Finance  De- 
partment, and  reads: 

That  every  person  selling  to  a  consumer  a  bottle  or 
package  containing 

(a)  A  proprietary  or  patent  medicine. 

(b)  Perfumery. 

Shall  affix  to  every  such  bottle  or  package  a  stamp 
of  the  value  hereinafter  set  out : 

The  retail  price  for  each  bottle  or  package  thereof 
being: 

Twenty-five  cents  or  less,  stamp  of  value  of  one  cent. 

More  than  25  cents,  for  each  25  cents  and  in  addition 
for  any  fractional  part  of  25  cents,  stamp  of  the  value 
of  one  cent. 

The  AfUxing  of  the  Stamps 

When  this  resolution  was  forwarded  from  Ottawa 
the  bill  regarding  the  affixing  of  the  stamps  had  not 
been  printed.  It  is  understood,  though,  that  the  stamp 
will  be  affixed  by  the  retailer  when  the  sale  is  made,  as 
per  the  methods  of  collection  talked  over  by  the  depu- 
tation that  waited  on  the  Finance  Minister.  Any  other 
plan  would  certainly  be  an  injusdee  to  the  druggist. 

In  the  House,  on  Mar.  18,  Hon.  W.  T.  White,  in  deal- 
ing with  the  taxation  of  patent  medicines  and  perfumes, 
stated  that  it  was  expected  to  raise  -$255,000  by  taxa- 
tion of  proprietary  medicines,  and  $225,000  by  taxation 
of  perfumery  and  cosmetics. 

Dr.  Schaffner.  of  Souris.  pointed  out  that  what  were 
once  called  patent  medicines  were  now  kept  in  large 
quantities  by  druggists  and  prescribed  by  doctor's 
prescription.  He  asked  whether  such  would  be  lia)ble  to 
a  tax.  The  Finance  Minister  considered  that  they  would 
if  the  medicine  were  a  proprietary  one. 


Show  cards  are  a  valuable  aid  to  sales,  and  plenty  of 
them  should  be  used  both  in  window  and  interior  dis- 
play. The  dealer  who  wishes  to  become  more  efficient 
in  show  card  writing  should  study  the  lessons  running 
in  this  paper  closely. 


tf    ?^. 
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Croup  photograph  of  students  of  the  1914  15  Class  of  the  Ontario  Collesre  of  l>haiina"y.  wlio  are  now  busy  preparing  for  their  final  examinations 
which  begin  on  April  2&  The  class  ofBiers  are  as  follows  :-Pre6ident,  W.  K.  Buckley,  Sydney,  N.S. ;  vice-president.  Kd.  Vogclman,  Ottawa; 
•eoretary-treasurer.  Eric  Weir.  Ashcroft,  B.C. ;  executive  committee,  K.  Rumford.  Forest,  Ont. ;  J.  W.  Wilson,  Sarnia.  Ont. ;  C.  A.  Allen,  Owen 
Sound,  Ont, ;  C.  E.  Reed,  St.  Catharine.s,  Ont, ;  J,  Dickie,  Vancouver, 
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NEWS  OF  THE  TRADE 

From  Coast  to  Coast 


Quebec  and  Maritime  Provinces. 

The  assets  of  the  Sanitary  Pharmacy,  of  Montreal, 
have  been  sold. 

Omier  E.  Gaucher,  of  Montreal,  has  registered  under 
the  name  of  the  St.  James  Drug  Store. 

La  Pharmacie  Desmarais,  of  Montreal,  has  been  reg- 
istered. 

The  North  Western  Novelty  Co.,  Ltd.,  of  Montreal, 
has  been  registered. 

The  Canadian  Toy  &  Novelty  Co.,  Ltd.,  Montreal,  has 
been  incorporated  with  a  capital  stock  of  $75,000.  The 
incorporators  include  Origene  Thibault.  O.sear  B.  Meu- 
nier,  Henri  P.  Bruyere,  C.  G.  Derome  and  Leopold  C. 
Meiinier.  They  will  acquire  the  business  of  S.  Meunier 
&Fils. 

The  Ozone  Water  Co.,  Ltd..  of  Montreal,  has  been  in- 
corporated to  deal  in  mineral  and  aerated  waters.  The 
capital  stock  is  $50,000. 

Ontario. 

Th'e  Denike  Drug  Co.,  of  Amherstburg,  has  obtained 
a  charter. 

A.  R.  Bonham,  drugrgist,  of  Toronto,  has  sold  to  W. 
J.  Stephens. 

The  Owl  Drug  Store,  at  1681  Dundas  Street.  Toronto, 
has  removed  to  new  premises  at  Bloor  and  Bartlett 
Streets. 

The  Parisian  Products  Co.,  Ltd.,  of  Fort  Erie,  has  re- 
ceived Dominion  incorporation,  with  a  capital  stock  of 
$50,000,  to  deal  in  pharmaceutical  and  medicinal  pre- 
parations. 

The  Lansi)eary  Drug  Store,  at  33  Ouellette  Avenue, 
Windsor,  was  opened  on  March  6.  Lanspeary's,  Tjtd., 
now  have  three  stores  in  Windsor  and  one  in  Walker- 
ville. 

The  United  Photographic  Stores,  Ltd.,  have  moved 
their  Toronto  office,  wholesale  department,  to  256  Rich- 
mond Street  W..  occupying  a  complete  floor.  It  is  well 
lighted  and  splendidly  arranged. 

George  E.  Jenner,  Eastern  Ontario  representative  of 
the  T.  Milbum  Company,  died  at  St.  Luke's  Hospital, 
Ottawa,  following  an  operation  for  appendicitis.  The 
late  Mt.  Jenner  was  at  one  time  a  prominent  member 
of  the  Q.O.R..  and  was  a  member  of  the  executive  of  the 
Commercial  Travelers'  Association,  and  president  of 
the  Commercial  Travelers'  Club  of  Brockville. 

The  Toronto  Dispen.sary  has  been  incorporated  with 
a  capital  .stock  of  .$40,000.  to  relieve  the  sick  in  or  out 
of  the  city  of  Toronto.  The  provisional  directors  in- 
clude W.  H.  B.  Aikins,  Wm.  H.  Smith,  Geo.  B.  Smith, 
Alex.  Davidson,  Wm.  J.  Greig.  Wm.  H.  Pepler  and 
James  F.  Dawson,  all  physicians. 

Manitoba. 

Palsson  Bros.,  druggists,  of  Arborg,  have  sold  to 
Gretchen  Bros. 

V.  Allen,  of  Darlingford,  has  sold  his  drug  business 
to  W.  J.  Beattie. 

Wm.  Shepherd  is  commencing  a  drug  business  in 
Winnipeg. 

The  Shapiro  Chemical  Co.,  Ltd.,  Winnipeg,  has  made 
application  to  change  its  name  to  Kill-Em-Quiek  Co 
Ltd. 


Saskatchewan. 

P.  A.  Douglas  has  opened  a  drug  business  in  Leslie. 

James  Ohftlme'rs,  of  Findlater,  has  commenced  a  nefW 
busines  in  Nyleebury. 

J.  D.  McEachran.  druggist,  of  Tyvan,  has  been  suc- 
ceeded by  Geo.  Beddows. 

Alberta. 

C.  S.  Kemp,  druggist,  of  Edmonton,  suffered  loss  by 
fire. 

R.  M.  Oolley  has  opened  a  drug  store  at  Bentley. 

Colley  &  Hill,  druggists,  of  Lacombe,  have  sold  <rat 

Albert  Saunders  is  opening  a  dnig  business  at 
Stromie. 

The  Eddington  Drug  Co.,  Hardisty,  has  been  succeed- 
ed by  L.  W.  Bell. 

B.  T.  Soueh  has  succeeded  the  Richardson  Drug  Co., 
Medicine  Hat.  G.  G.  Ridhardson  has  .joined  the  Army 
Medical  Corps. 

British  Columbia. 

The  Independent  Drug  Stores,  Ltd.,  Vancouver,  are 
successors  to  Marrett  &  Reid. 

W.  L.  Torrance,  Vancouver,  has  sold  to  the  Indepen- 
dent Drug  Stores,  Ltd. 

The  City  Drug  Store,  corner  Granviille  and  Smythe 
Streets,  has  been  purchased  by  J.  Cairns,  formerly  of 
Bums  &  Cairns,  Granville  Street. 

The  Pacific  Drug  Stoics,  Ltd.,  of  Vancouver,  have 
been  incorporated. 

T.  H.  Atkinson  is  now  located  in  his  own  building  at 
the  comer  of  Nelson  and  Nicola  Streets,  Vancouver. 

Holmes  D.  Pineo,  of  Victoria,  has  joined  the  ranks  of 
the  beneidicts,  the  wedding  having  taken  place  on  St. 
Valentine's  Day. 

The  semi-annual  examinations  of  the  B.C.  Pharma- 
ceutical Association  will  be  held  in  Vancouver,  on  April 
7  and  8. 

Following  the  announcement  of  the  stamp  tax  on 
patent  medieineH  and  perfumes,  the  B.C.  Pharmaceuti- 
cal Association  did  good  work  in  making  known  its  op- 
position to  the  imposition  of  same,  and  taking  steps  to 
secure  a  revision.  B.C.  members  at  Ottawa  were  got  in 
toiwh  with,  a  protest  was  sent  to  the  Minister  of  Fin- 
ance, while  a  protest  was  also  sent  from  leading  busi- 
ness men  in  Victoria,  outside  the  drug  trade. 


URGING  MERCHANTS  TO  KEEP  BETTER  BOOKS. 

To  assist  the  merchants  in  Western  Canada  to  keep 
their  books  in  better  shape,  the  Canadian  Credit  Men's 
Trust  Association  are  preparing  a  text  book  on  the  sub- 
ject, wbich  will  be  available  shortly.  Henry  Detchon, 
general  manager  of  the  Canadian  Credit  Men's  Trust 
Association,  expressed  the  opinion  that  there  was  much 
to  be  desired  in  the  bookkeeping  methods  of  the  or- 
dinary retail  merchant. 

"In  750  insolvency  cases  in  Western  Canada  during' 
the  last  three  years."  he  said,  "not  10  per  cent,  of  them 
have  kept  proper  books. ' ' 


CREDITORS  OP  MONTREAL  PERFUME  FIRM 
MEET. 

A  meeting  of  the  creditors  of  Rodgers,  Gray  &  Stew- 
art, of  Montreal,  was  held  on  March  12.  This  company 
commenced  the  manufacture  of  perfumes  and  toilet 
requisites  at  332  Bleury  Street,  Montreal,  a  few  months 
ago. 
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TO  MAKE  SALE  OF  OARBOLIC  ACID  IN  DIS- 
TINCTIVE BOTTLES  COMPULSORY  IN  ONTARIO. 

It  will  1)6  remembered  that  the  Council  of  the  On- 
tario College  of  Pharmacy  at  i1«  last  meeting  decided  to 
apply  to  the  Legislature  to  have  the  Pharmacy  Act 
amend'ed  so  as  to  make  compulsory  the  sale  of  carbolic 
acid  in  distinctive  bottles.  The  first  reading  of  the 
amending  bill  took  place  in  the  House  on  March  10.  The 
new  section  in  question  reads: 

"No  person  or  incorporated  company  shall 
sell  by  retail  carbolic  acid  above  a  five  per 
cent,  solution,  unless'  the  same  is,  in  addition 
to  the  provisions  contained  in  subsection  1  of 
this  section,  put  up  and  sold  in  a  glass  bottle  of 
light  blue  color  having  six  sides,  the  front  be- 
ing of  plain  surface,  upon  which  the  label  shall 
be  placed,  and  the  three  opposite  sides  having 
blown  on  them  the  words  'carbolic  acid.'  'poi- 
son.' 'use  with  caution.'  and  prominent  points 
on  the  other  portion  of  the  surface  thereof  in 
such  a  manner  as  to  render  the  bottle  distin- 
guishable to  the  touch  from  ordinary  bottles, 
and  unless  such  other  regulations  are  complied 
with  as  may  be  enacted  by  by-laws  of  the 
Council  from  time  to  time  approved  of  by  the 
Lieut  enan  t-Govemor-in-Council. " 
The  amending  bill  also  contained  clauses  raisimjr  the 
college  examination  fees  from  $10  to  $25.  and  legaliz- 
ing tlie  grant  of  $500  made  to  the  Canadian  Red  Cross 
Association  by  the  college  council. 


HINTS  TO  BUYERS 


THE  WAYNE  CEDARED  PAPER  WARDROBE. 

The  present  is  the  season  when  the  retail  druggist 
should  display  and  push  Wayne  Wardrobes,  a  Une  which 
is  a  necessity  in  every  household,  and  the  sale  of  which 
is  showing  a  steady  increase.  The  Wayne  cedared 
paper  Wardrobe  protects  garments  against  dust,  soot, 
moisture,  moths  and  insects  and  does  not  leave  any 
disagreeable  odor  on  garments  when  removed.  They 
are  made  of  strong  rope  paper  and  have  hooks  inside 
to  hold  garments  and  a  metal  hanger  outside,  so  that 
they  can  be  hung  up.  The  patent  clasp  opens  easily 
and  as  often  as  required. 

An  extensive  and  thorough  campaign  which  is  now 
being  conducted  in  leading  household  papers  will  ma- 
terially assist  the  dealer  in  the  sale  of  Wayne  Ward- 
ropes.  Advertising  matter  and  circulars  for  distribu- 
tion to  customers  are  also  supplied  free. 

The  Wayne  Wardrobe,  which  is  manufactured  by  the 
Victoria  Paper  &  Twine  Company,  Toronto,  is  made  in 
fifteen  different  sizes,  to  accommodate  all  kinds  of 
wearing  apparel  and  fabric.  A  trade  discount  of  30 
per  cent,  off  list  prices  is  given  to  dealers.  Druggists 
will  find  it  profitable  to  stock  and  display  this  line. 


FORMER  O.C.P.  LECTURER  BACK  FROM  KOREA. 

Dr.  and  Mrs.  O.  R.  Avison,  who  have  been  engaged 
in  medical  mission aiy  work  at  Seoul.  Korea,  for  22 
years,  have  been  visiting  in  Toronto,  where  they  for- 
merly resided.  Mr.  Avison  will  be  remembered  by  old- 
er druggists,  having  been  a  lecturer  in  materia  medica 
at  the  Ontario  College  of  Pharmacy  in  1885.  On  March 
13,  the  American  Consul  and  Mrs.  Julius  D.  Dreher 
gave  a  luncheon  for  Dr.  and  Mrs.  Avison.  Dr.  Avison 
knowing  very  well  a  number  of  Korean  students  who  at- 
tended and  Korean  officials  in  Washington  who  visited 
Roanoke  College  at  Salem,  Virginia,  during  the  25 
years  when  Dr.  Dreher  was  president  of  that  institu- 
tion. 


EVEREADY  FOUNTAIN  PEN  LIGHT 

A  new  type  of  flashlig'ht.  exactly  like  a  "banker's" 
fountain  pen  in  size  and  appearance,  has  .just  been  an- 
nounced by  the  Ever  Ready  Works,  No.  90  Chestnut 
Street,  Toronto,  Ont. 

This  fountain  pen  light  has  several  important  and 
exclusive  features.  The  light  can  be  either  flashed 
or  burned  continuously  as  desired,  and  laid  down  while 


WM.  C.  MACLEAN,  OF  BARRIE,  PASSES  AWAY. 

Wm.  C.  MacLean,  of  Barrie,  Ont.,  who  passed  away 
on  March  9,  after  an  illness  of  several  months,  gradu- 
ated from  the  Ontario  College  of  Pharmacy  in  1879, 
and  for  20  years  was  engaged  in  the  drag  business  in 
Barrie.  In  1898  he  was  appointed  Division  Court  Clerk, 
previous  to  that  time  being  a  very  active  Liberal  and 
doing  excellent  work  on  the  platform.  He  was  a  past- 
master  and  a  life  member  of  Kerr  Masonic  Lodge  and 
prominent  in  the  Independent  Foresters.  For  several 
years  he  was  Reeve  of  Barrie.  He  leaves  his  wife,  one 
son,  Ralph,  and  one  daughter,  Mrs.  Harry  D.  Jamieson, 
both  of  Barrie.  He  was  a  brother  of  Dr.  Jolm  Mac- 
Lean,  Orillia,  and  Dr.  Peter  MacLean,  ex-M.P.,  Wood- 
bridge. 

With  the  war  tax  stamp  that  has  to  be  placed  on 
letters,  it  is  going  to  cost  the  dealer  more  to  carry  on 
collection  campaigns  by  letter.  .  Just  another  addition 
to  the  cost  of  doing  business  that  the  dealer  will  have 
to  make  allowance  for. 


Flashlight  that  resemblee  fountain  in  size  and  appearance. 

burning,  so  that  both  hands  are  free  to  work.  The 
tungsten  battery  for  this  light  has  been  designed  and 
made  with  special  care  and  the  highest  grade  of  materi- 
als is  used  in  it.  It  has  long  life,  as  shown  by  teste. 
The  fountain  pen  light  is  5%  inches  long,  %  inch  in 
diameter,  and  weighs  only  IV2  ounces.  It  has  a  clip  so 
that  it  can  be  securely  carried  in  the  vest  pocket,  with- 
out inconvenience.  The  price,  complete  with  battery, 
is  $1.10. 


DY-O-LA  STRAW  HAT  COLOR 

The  season  for  the  sale  of  straw  hat  color  is  now 
looming  up  prominently  and  it  behooves  druggists  to 
look  to  their  stocks  of  this  line.  Dy-o-la  Straw  Hat 
Color  is  put  up  by  the  manufacturers  of  the  well  known 
Dy-o-la  Home  Dyes,  and  is  an  ideal  straw  hat  color. 
Quality  is  the  outstanding  feature  of  Dy-o-la  Straw 
Hat  Color,  wihich  is  put  up  in  standard  colors  and  sells 
for  25  cents  a  bottle,  including  brush.  It  is  manufac- 
tured by  the  Johnson-Richardson  Co.,  Ltd.,  Montreal. 
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"SwanTou/NTPENS  are  made  in  a  great  variety  of  points  and  sizes 
in  both  Standard  and  Safety  types  and  are  sold  all  over  the  world,  and  in  Canada 
from  Hahfax  to  Victoria,  bringing  profitable  business  to  thousands  of  retailers. 
Our  repair  department  is  replete  and  assures  prompt  service  to  your  customers. 
"SWAN "  PENS  shov^  good  profits  and  prices  are  protected. 

A  postal  will  bring  you  our  Booklet  '"D"  With  full  size  itluslralions 
and   all   particulars    about   our  terms   and   special   display  offer, 

MABIE,  TODD  &  COMPANY 

TORONTO 

Head  Officm :  LONDON,  ENGLAND 
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Embossed 
Stationery 


^  Hitherto  considered  beyond  the  reach  of  the  average 
purse — may  now  be  sold  at  a  popular  price. 

^  There  is  nothing  that  will  give  correspondence  more 
tone  and  impression  than  the  writer's  initial,  daintily 
embossed  on  stationery  ;  it  pleases  and  flatters  the 
recipient. 

q  Made  in  LOTUS  LAWN  Papeteries,  newly  de- 
signed initials  embossed  in  rich  gold,  containing  a 
full  quire  of  Note  Paper  and  Envelopes  to  match. 

^  Correspondence  cards,  linen  finish  LOTUS  LAWN, 
twenty-live  cards  and  envelopes  to  match,  both  to 
retail  at  the  remarkably  low  price  of  25c  each.  If 
you  are  not  selling  this  line  we  are  both  losing  money. 


Warwick  Bros.  &  Rutter 


LIMITED 


Manufacturing  Stationers 


TORONTO 


Write  for 
Samples  to-day 
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THE  STATIONERY  DEPARTMENT 


A  dtparlmeni  devoted  to  stationery,  book$,  post  carJi  and  astoclated  lines 


THE  SALE  OF  PATRIOTIC  STATIONERY. 

The  demand  for  stationer}'  is  not  a  set  quantity  by 
any  means.  People  can  be  induced  to  buy  more  sta- 
tionery and  better  stationery  by  the  proper  kind  of 
eflFort  on  the  part  of  the  dealer  and  his  clerks. 

The  present  popularity  of  patriotic  lines  of  goods  is 
an  excellent  opportunity  for  the  dealer  to  increase  sta- 
tionery sales  by  featuring  patriotic  lines.  Some  excel- 
lent samples  of  patriotic  stationery  are  being  shown  by 
many  of  the  stationery  houses,  and  the  druggist  should 
not  only  have  a  stock  to  care  for  the  demand,  but  he 
should  put  forth  some  effort  to  increa.se  the  demand. 

Victories  Will  Stimulate  Demand. 

There  has  been  a  good  deal  of  business  secured  by 
many  druggists  already  in  patriotic  stationery,  but  the 
opportunities  for  sales  are  by  no  means  at  an  end. 
We  are  looking  forward  confidently  to  big  victories  for 
the  Allies,  and  these  are  going  to  stimulate  patriotism 
and  the  demand  for  stationery  of  a  patriotic  nature. 
The  dealer  will  find  prominence  to  this  line  productive 
of  good  results. 

How  to  Create  Sales. 

Use  all  your  selling  agents  to  promote  its  sale.  The 
newspaper  ad.  will  be  found  valuable,  and  so  will  the 
window,  this  line  allowing  the  arrangement  of  some 
catchy  and  attractive  displays.  Flags  can  be  used  for 
an  apDropriate  setting  and  a  background  arranged  out 
of  red.  white  and  blue  crepe  tissue  paper  will  add  to 


its  attractions.    A  well  arranged  window  will  attract 
attention  and  create  sales. 

Do  not  neglect  to  make  full  use  of  personal  sales- 
manship either.  After  a  customer  has  been  served  it  is 
an  easy  matter  to  draw  attention  to  your  patriotic  sta- 
tionery. — and  many  sales  can  be  made  in  this  way. 


PRACTICE  WHOLESOME  SALESMANSHIP 

If  you  don't  leave  the  right  impression  you  aren't  a 
success.  Sell  goods  to-day  that  will  bring  more  sales 
to-morrow.  That's  one  of  the  big  modem  ideas  of 
business.  Let  truth  prevail.  As  we  said  before,  know 
.your  goods,  and  describe  them  as  you  know  them. 
Never  misuse  your  talking  ability.  It  won't  do  to  let 
a  customer  get  anything  back  on  you.  Morally,  you 
are  the  sufferer.  Financially,  the  boss  is.  If  you,  in 
your  eagerness  to  make  a  big  sale,  overstepped  your- 
self, you  may  have  cut  out  a  business  of  five  or  six 
hundred  dollars  a  year.  That's  just  how  touchy  some 
women  are.  Be  careful.  Practice  wholesome  sales- 
manship. 


ONE  DREAM  CAME  TRUE. 


'how 


"Strange,"  said  the  first  tramp  meditatively, 
few  of  the  youthful  dreams  ever  come  true!" 

"Oh,  I  dunno,"  said  his  companion;  "I  rememSber 
when  I  used  to  dream  about  wearin'  long  pants,  and 
now  I  guess  I  wear  'em  longer  than  anyone  else  in  the 
country." 


SuBgestion  for  a  pi'nple  yet  attractive  window  display  of  stationery.  Good  display  is  one  of  tlie  best  means 
tliat  tlie  dealer  ha-s  f(ir  proninting  salcH  of  stationery  and  iLindred  lines.  Thii  cut  U  ■bown  through. the  ooui^ 
teay  of  Warwlclt  Bros.  &  Butter,  Limited,  Toronto. 
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KENT-McCLAIN  AGAIN. 

Dr.  P.  McP.  Carter  has  opened  a  nice  store  in  Sydney, 
N.S. ,  The  interior  fittings  are  in  quarter-cut  oak 
"fumed"  finish.  The  show  eases  are  of  the  "Roman" 
design,  with  white  mar^ble  bases.  All  these  fixtures 
were  supplied  by  Kent-McClain,  Limited  (Toronto  Show 
Case  Co.),  of  Toronto. 


MEGGESON  &  COMPANY. 

Before  you  place  your  orders  for  fall  throat  pastilles, 
get  in  touch  with  Harold  F.  Ritchie  &  Co.,  Ltd.  They 
sell  Meggeson's  Throat  Pastilles,  a  very  high-class 
article. 

Meggeson's  EYuit  Pastilles  will  appeal  to  druggists 
from  the  standpoint  of  quality  and  price.  They  are  the 
kind  that  will  please  customers.  ' 

Meggeson's  boiled  goods  and  specialties  should  be  in 
every  store. 


CROWN  PERFUMERY  COMPANY. 

Be  sure  and  see  the  new  packages  that  the  Crown 
Perfumery  Co.  have  out.  These  will  be  shown  you  by 
their  agents,  Harold  F.  Ritchie  &  Co.,  Ltd. 

Crown  Lavender  Salts  and  Crown  Crab  Apple  Blos- 
som Perfume  are  the  leaders  in  their  lines. 

Crown  Unscented  Transparent  Soap,  number  1290, 
is  another  line  that  is  a  money-maker  for  the  dealer. 


A  PRICE-PROTECTED  INFANTS'  FOOD. 

An  extensive  advertising  campaign  is  now  being  con- 
ducted in  connection  with  "Glaxo,"  the  infants'  food 
that  "Builds  Bonnie  Babies,"  and  druggists  would  do 
well  to  cash  in  on  this  publicity  by  stocking  and  push- 
ing the  sale  of  this  line. 


A  feature  which  will  be  very  much  appreciated  by 
the  trade  is  that  Glaxo  is  sold  on  the  price-protected 
plan,  so  that  there  is  no  danger  of  the  dealer  having 
his  profits  or  trade  in  this  line  afl'ected  by  price  cutting. 

Glaxo  sells  at  40  cents,  80  cents  and  $2  per  tin  retail, 
and  can  be  procured  by  the  druggist  through  his  regu- 
lar wholesale  supply  house. 


ICE   CREAM  DISH  THAT   CAN   BE   USED   ONCE 
AND  THROWN  AWAY. 

A  new  line  which  the  Victoria  Paper  and  Twine  Co., 
of  Toronto,  is  introducing  in  Canada  is  the  Maple  Cora- 
fort — a  dish  for  serving  ice-cream  that  can  be  used  once 
and  thrown  away.  It  is  most  sanitary,  and  does  away 
with  a  large  investment  in  dishes,  afld  its  economy  is 
added  to  because  there  is  no  expense  for  dish  washing 
or  loss  through  broken  glass  or  china.  Dealers  with 
ice-cream  departments  would  do  well  to  investigate  this 
new  dish. 


FINE  NEW  PLANT  OF  MENTHOLATUM  CO. 

The  Mentholatum  Company  of  Canada  has  shown 
tangible  evidence  of  its  faith  in  Canada  and  its  belief 
in  the  "Made-in-Canada"  idea  by  the  erection  of  its 
large  plant  at  Bridgeburg,  Ont.,  to  take  care  of  the 
Canadian  trade.  Their  factory  is  a  model  one,  being 
light,  airy  and  sanitary.  It  is  of  steel  and  concrete 
construction  and  absolutely  fireproof. 

To  secure  and  retain  the  highest  efficiency  in  their 
staff  they  have  adopted  the  policy  of  paying  employes 
good  salaries,  giving  a  .yearly  increase  with  a  bonus 
proposition  for  length  of  time  in  service. 

The  Canadian  company  was  organized  eight  years 
ago.  Mr.  C.  H.  Hyde  is  the  managing  director  of  the 
Canadian  company,  and  is  also  a  director  of  the  parent 
concern,  which  is  located  at  Wichita,  Kansas.  Other 
branches  are  located  at  Buffalo.  N.Y.,  and- London,  Eng. 

Canadian  druggists  will  be  interested  to  learn  that 
the  sale  of  Mentholatum  is  showing  steady  increase, 
and  that  the  manufacturers  have  demonstrated  their 
faith  in  the  future  by  the  erection  of  such  a  fine  Cana- 
dian factory. 


Fine  plant  p{  the  Mentholatum  Co.  of  Canada  at  Bridgebursr,  Ont. 
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The  Large  Demand  for 

DR.  CASSELL'S  TABLETS 

which  is  now  prevailing  makes  it 
advisable  for  you  to  stock  them 

Although  Dr.  Cassell's  Tablets  have  only  been  on  the  Canadian 
market  for  a  few  months,  the  $60,000  to  $75,000  which  is 
being  spent  this  year  to  advertise  them  to  Canadian  people  is 
already  creating  an  exceptionally  large  demand. 

Now  is  an  opportune  time  for  you  to  put  in  a  stock  of  these 
tablets,  just  when  this  advertising  is  beginning  to  show  results. 

Order  from  your  wholesaler  to-day 

The  Veno  Drug  Company,  Limited  "'^^^r' 

HAROLD  F.  RITCHIE  &  CO.,  Limited 

Canadian  Selling  Agent* 

10.12-14  McCaul  St.  Torcmto,  Ontario 


Send  Your 

WANT  ADS 

To  the  Retail  Druggist 


For  Sale 
Wanted 


TERMS  FOR  INSERTION 

25  Cents  p«r  line,  one  inavrtioa 
Four  lines  once  for  $1.00,  threo 
times  for  $2.00. 

Cash  must  accompany  the  ordar 
No  accounts  booked. 

MINIMUM   SO   CENTS 


WANTED  to  hear  from  owner  of  good  Drug  Store  for  sale.  Send 
price  and  description  to  D.  F.  Bush,  Minneapolis,  Minn. 


A    DOCTOR'S    ADVICE 

Mrs.  G.  Holiday,  72  Yeld- 
ham  Road,  Hammer- 
smith.writes:— "My  Baby 
Charles  has  been  reared 
entirely  on  your  Food 
since  the  age  of  three 
\veek8.  When  born  he 
weiKhed  7  lb.,  but  did  not 
thri  veon  his  natural  milk, 
and   UNDKK  THE   AD- 

VKJE   OF    DOCTOR 

Fulliam  Palace  Koad,  HE 
WAS  PUT  ON  YOUR 
Fool).  He  is  now  six 
irionths  old  and  weighs 
Ki)  lb.  I  am  thankful  to 
Bay  ho  has  never  had  any 
troubled  since  he  first 
started  it,  and  is  in  every 
way  a  healthy  boy.    Prk- 

VIOI?  TO  TKYING  VOIR 
FOOD  WE  TRIED  OTUKRS 
WHICH  WEKE  MORE  EX- 
PENSIVE, BUT  WHICH  DID 
NOT  AnREE  WITH  HIM  SO 
WEI.I,  AS  'NEAVK'S'"— JVo- 
vembcr  17th,  191:^. 


Nkave's  Food  has  for  manv  years  been  used  in  the  Russian 
Imperial  Family 

90  YEARS'  REPUTATION 

Gold  Metlals,  London,  1900,  1906  and  1914,  also  Paris. 


For  Infants  and  Invalids 


Food 


Sold  by  most  wholesale  druggists  and  leading  drug  stores  in  tins  specially 
packed  for  Canada.  Terms  and  advertising  matter  .sent  on  application  to  the 
Canadian  Agent:— EDWIN  UTLEY,  H  Front  Stkiet  East,  Tokonto 

Manufacturer*:— JOSIAH  R.  NEAVE  &  CO.,   Fordingbridse,  England 


Another  Frtend'a  Advice 

Mrs.  J.  W.  Pateman,  34 
Harriet  St.,  Toronto,  in 
writing  about  Neave's 
Food  says  "When  I  first 
knew  one  of  my  friends, 
her  baby  Jack  was  ^ight 
months  old  and  dying  by 
inches.  She  had  tried 
three  Foods  because  her 
Jack  could  not  digest 
milk.  At  last,  I  fetched 
her  a  tin  of  Neave's  Food. 
At>  the  end  of  a  month. 
Jack  was  rapidly  gaining 
flesh  and  was  bright  and 
happy.  He  is  a  lovely  boy 
now  and  she  declares 
Neave's  Food  saved  his 
life."  And  it  did. 

Dr.-,  L.R.C.P.,  L,R.C.a 
Kd.,  UF.RS,  GIbs..  eta, 
(Leeds),  writes:—  "Your 
Neave's  Food  is  suiting 
our  youngster  admirably, 
for  which  we  are  very 
thankful.  She  was  not  do- 
ing well  on  cow's  milk 
and  water  alone."  Sept. 
intli.  nii.t. 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A  department  of  means  and  methods  of  incteasing  business  tn  photographic  sup- 
plies,  pennants,  plojfing  cards,    pens,  ink,  sporting   goods,    novelties,  china,    etc. 

II 

GOOD  SERVICE  BUILDS  PHOTOGRAPHIC 
DEPARTMENT. 

Good  service  is  the  thing  that  counts  these  days  in 
all  departments  of  business,  and  this  is  especially  true 
in  regard  to  the  photographic  department.  The  dealer 
who  wishes  repeat  business  must  give  satisfaction.  If 
you  can  give  any  service  to  customers  that  will  assist 
them  in  securing  better  photographs,  they  will  ap^preci- 
ate  it  and  your  business  will  be  benefited. 

Realizing  this,  the  Dominion  Photo  Supply  Company, 
Yonge  Street,  Toronto,  last  year  tried  out  a  service  idea 
in  their  developing  and  printing  department  that  might 
be  followed  to  good  advantage  by  other  dealers.  In 
returning  negatives  to  customers,  the  ones  that  did  not 
turn  out  properly  were  enclosed  in  a  special  envelope 
on  the  back  of  which  are  nine  causes  of  failure.  The 
cause  of  failure  in  the  case  of  the  negative  returned 


WHAT'S  WRONG  AND  WHY. 

Please  examine  tihe  negatives  returned  in  tMs  em- 
velope  and  no-te  opposite  the  Duml>er  checked  below 
the  cause  of  failure. 

TTnder  Exposure  caused  by  ntaking  instantaneous 
pictures  in  places  where  tihe  light  is  not  sufficiently 
strong  to  impress  the  object  or  view  upon  the  sensi- 
tive snrface. 

Over  Exposed  (or  over  timed)  sometimes  oaused  by 
shutter  being  set  at  T  or  B  instead  of  Int.  when  tak- 
ing smapshots. 

Out  of  Focus  througlh  misjudginig  distance,  or  camera 
was  placet!  too  near  tihe  object. 

Subject  has  moved  during  exposnre. 

Camera  hiae  been  moved  dturing  exposure. 

Time  Exposure  made  w<hale  camera  has  been  held 
in  the  hand. 

Two  Exposures  made  on  same  section  of  the  film. 

Fogged  Film  caused  by  white  light  being  allowed  to 
strike  the  fihu. 

Black  Paper  has  not  been  started  evenly  between  the 
flanges  of  spooL 


Reading  matter  on  envelope  in  whicli  negatives  that  did  not  turn  out 
well  were  returned  to  customer.  The  cause  of  failure  in  each  case 
was  checked  off.  This  is  a  service  that  should  be  appreciated  hy 
the  amateur  photographer. 

was  checked  off,  so  that  the  customer  would  know  what 
was  wrong,  and  so  could  remedy  it  when  taking  future 
photographs.  This  service  and  assistance  was  no  doubt 
appreciated  by  amateurs,  and  would  serve  to  bind  them 
more  closely  to  the  store. 


REVIVAL  OF  PHOTOGRAPHIC  TRADE. 

With  the  ascending  sun  of  spring  comes  a  natural 
revival  in  amateur  photography,  and  this  can  be  stim- 
ulated to  a  wonderful  extent  by  the  proper  effort  and 
attention  on  the  part  of  the  dealer.  The  mere  sugges- 
tion will  cause  many  people  to  take  up  photography 
with  the  enthusiasm  displayed  during  other  seasons, 
while  the  showing  of  cameras  supplies  and  sample 
snapshots  will  arouse  the  interest  of  many  more  in  this 
l^t^ipae  that  is  increasing  in  popularity  each  season. 


STAMP  TAX  TO  BE  AFFIXED  BY  DEALER  AT 
TIME  OF  SALE 

Just  before  going  to  press  The  Retail  Druggist  gets 
word  from  Ottawa  that  in  connection  with  the  stamp 
tax,  "Every  person  selling  to  a  consumer  any  bottle 
or  package  of  a  proprietary  or  patent  medicine  Shall, 
at  or  'before  the  time  of  sale,  affix  to  every  such  bottle 
or  package  an  adhesive  stamp  of  the  requisite  value" 
— namely,  1  cent  for  every  25  cents  or  fraction  of  25 
cents  of  retail  price. 

Importer  Must  Affix  Stamp 
' '  Every  importer  who  is  a  consumer  shall,  wtile  such 
articles  after  importation  into  Canada  are  in  the  cus- 
tody of  the  proper  customs  officers,  affix  an  adhesive 
stamp  to  the  bottles  or  packages  containing  such 
articles  of  the  requisite  value. ' ' 

Cancelling  Stamp 

"The  person  selling  and  the  importer,  whose  duty  it 
is  to  affix  a  stamp  under  this  section,  shall  at  the  time 
the  stamp  is  affixed  cancel  the  same  by  writing  across 
the  stamp  initials  or  other  marks  of  identification,  to- 
gether with  the  date  of  such  writing,  or  otherwise  can- 
cel the  stamp  in  accordance  with  regulations  made  by 
the  Minister." 

Neglect  to  affix  the  stamp  shall  incur  a  penalty  not 
less  than  $50  and  not  exceeding  $250. 

Definition  of  Consumer 

"Consumer"  means  a  person  who  uses  up  a  proprie- 
tary or  patent  medicine  or  perfumery  either  in  serving 
his  own  wants  or  in  producing  therefrom  any  other 
article  of  value. 

Articles  That  Have  to  be  Stamped 

"Perfumery"  includes  alcoholic  and  non-alcoholic 
perfumes  and  perfumed  spirits,  bay  rum,  cologne  and 
lavender  wtaters,  hair  oil,  tooth  and  other  powders  and 
washes,  pomatums,  pastes  and  all  other  preparations 
used  for  the  hair,  mouth  or  skin. 

"Proprietary  or  patent  medicine"  includes  pills, 
powders,  tinctures,  troches,  or  lozenges,  syrups,  cor- 
dials, bitters,  anodynes,  tonics,  plasters,  liniments, 
salves,  ointments,  pastes,  drops,  waters  (except  mineral 
waters  in  their  natural  state  or  carbonized),  essences, 
oils,  and  all  other  medicinal  preparations  or  composi- 
tions bottled  or  packed  ready  for  sale  in  respect  of 
which  the  person  making  or  preparing  the  same  has 
or  claims  to  have  any  formula  or  secret  or  occult  art 
for  the  making  or  preparing  thereof,  or  has  or  claims 
to  have  any  exclusive  right  or  title  to  such  making  or 
preparing,  or  wliich  are  prepared  or  made  under  any 
letters  patent  or  which  are  designated  by  a  trade 
mark  or  which  if  prepared  in  accordance  with  any 
formula  published  or  unpublished  are  recommended 
to  the  public  by  the  makers,  vendors  or  proprietors 
thereof  as  remedies  or  specifics  for  any  disease  or 
affection  whatsoever  affecting  the  human  or  animal 
body,  but  does  not  include  any  medicinal  preparation 
or  composition  recognized  by  the  British  or  the  United 
States  pharmacopoeia  or  the  French  codex  as  officinal, 


_*W««i«j._. 
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Mucilages  and  Paste 


MADE  IN  CANADA 

IN  OUR  CANADIAN  FACTORY  AT 

9-11-13  Davenport  Road  -  Toronto 

Catalogues  mailed  to  the  trade  on  request 


IMPORTANT 


Yoa  hare  bctn  lent  a  supply  of 

"Dy-o-la 

Straw  Hat  Color 

Girls" 

Show  them  up — and  order 
promptly  from  your  Whole- 
sale a  two-dozen  assortment, 
say  I  dozen  Black,  1/12 
Blue,  4/12  Navy  Blue,  2/12  Tan,  2/12  Dark  Brown, 
1/12  Cardinal  Red,  1/12  Dark  Green,  and  1  / 1 2  Purple. 

DY-G-LA  Straw  Hat  Color  is  oae  of  the  bast 

seller*  this  Spring. 
"  Economy  "  is  certainly  the  order  of  the  day. 

Price  $1.75  per  dozen 

Sells  for  25  cents  a  bottle  with  brush.     A  com- 
panion to  the  celebrated  DY-O-LA  Home  Dyes 

The  Johnson-RicbardsonCo.  Limited 


MONTREAL 


CANADA 


THE 


(t 


» 


Ensign  Line 

FOR  BIG  SUMMER  BUSINESS 


Just  a  showcase  of  Ensign  Cameras 
and  a  few  shelves  of  supplies  have 
been  big  paying  departments  in 
many  stores — why  not  in  yours  ? 

Remember  that  of  all  specialties 
Photo  Supplies  are  more  in  keeping 
with  the  drug  store  than  any  other. 
Why  not  make  your  store  the 
Elnsign  distributing  centre  in  your 
town  ? 

You  will  be  interested  in  the  pro- 
position we  will  make  to  you.  Our 
new  discounts  are  more  liberal 
than  have  ever  been  offered  before, 
meaning  more  profit  for  you.  Let 
us  send  you  details  of  a  complete 
"  opening  up  order "  with  which  to 
start.     Write  to-day. 


The  "Ensign  Line"  is  complete  in 
Cameras,  Films,  Plates,  Papers, 
Chemicals  and  Sundries. 


THE 
UNITED  PHOTOGRAPHIC  STORES 

UMITED 
MONTREAL   TORONTO   VANCOUVER 
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HINTS  TO  BUYERS 

News  from  Manufacturen,  Jobbers, 
and  Agents 


BIDWELL'S  BRUSHES. 

When  you  sell  your  customers  Bidwell's  Silver  Drawn 
Tooth  Brushes  you  are  making  friends  and  securing 
satisfied  customers.  Bidwell's  new  Silver  Drawn  Brush 
with  the  gold  back  is  going  to  be  a  winner.  Be  up-to- 
date  and  sell  your  customers  the  best. 

Bidwell,  Bidwell  &  Co.  manufacture  the  finest  whale- 
bone brushes.  Be  sure  and  see  this  line.  It  is  handled 
by  Harold  P.  Ritchie  &  Co.,  Ltd. 


KENT-McCLAIN  AGAIN. 

Messrs.  W.  J.  A.  &  H.  Carnahan's  drug  store,  at  1:he 
corner  of  Bloor  and  Yonge,  Toronto,  has  been  further 
improved  by  the  addition  of  a  camera  department. 
These  new  fixtures  are  in  mahogany  to  match  the  rest 
of  the  store.  They  were  installed  by  Kent-MeClain, 
Limited  (Toronto  Show  Case  Co.),  of  Toronto. 


FOUNTAIN  SUPPLIES  FROM  J. 
LIMITED. 


J.  Mclaughlin, 


At  this  season  druggists  who  have  soda  fountain  de- 
partments will  be  looking  to  stocks  of  fountain  sup- 
plies and  requisites,  so  as  to  have  everything  in  shape 


Baderer  nut  cutter  which  cuts  nuts  fresh 
for  each  sundae  as  served. 

for  the  big  selling  season  which  will  soon  be  here.  J.  J. 
McLaughlin,  Limited,  of  Toronto,  carry  a  full  line  of 
supplies  of  all  kinds,  as  well  as  of  juices  and  fountain 
fruits,  and  druggists  in  need  of  any  of  these  lines  would 


do  well  to  get  in  touch  with  this  company.  A  catalogue 
will  be  sent  on  request. 

Among  the  new  lines  in  supplies  being  shown  this 
year  is  the  maple  serving  dish  for  ice-cream,  which  can 
be  used  once  and  thrown  away. 

Another  new  line  being  shown  by  this  company  is 
the  Badger  Nut  Cutter,  which  cuts  nuts  fresh  for  each 
sundae  as  you  serve  it.  Besides  adding  to  the  quality 
of  sundaes  and  sodas,  it  saves  money,  as  freshly  cut 
nuts  go  much  farther.  It  is  a  sanitary  and  attractive 
fixture,  with  ornamental  glass  container  and  nickeled 
cover.  It  is  easily  attached  and  operated  and  occupies 
very  little  space. 


UNITED  PHOTOGRAPHIC  STORES 

The  Utnited  Photographic  Stores,  Limited,  make  an- 
nouncement in  this  issue  of  their  "opcning-up  order." 
The  idea  is  that  experience  has  enabled  them  to  plan 


The  EnsiK"  rollfllm— a 
non-curlable  kind. 

an  initial  stock  exactly  suitable  for  "opening  up."  A 
great  feature  of  the  Ensign  line  is  that  it  covers  the  en- 
tire photographic  field — cameras,  films,  plates,  papers, 
chemicals,  and  sundries,  as  shown  in  the  Ensign  cata- 
logue, which  is  a  very  encyclopedia  of  photographic 
information. 


KENT-McCLAIN  AGAIN. 

C.  R.  Magee,  of  Dundalk,  "has  very  much  enhanced 
the  good  appearance  of  his  store  by  installing  a  line 
of  silent  salesmen.  The  cases  are  of  the  all-glass  con- 
struction design  known  as  "Roman,"  having  green 
marble  bases.  All  supplied  by  Kent-McClain,  Limited 
(Toronto  Show  Case  Co.),  of  Toronto. 


NEWS  NOTES  OF  DRUG  TRADE 

Mr.  Hanfield  has  opened  a  drug  store  at  the  comer 
of  Sherbrooke  and  Harvard  Streets,  Montreal. 

Mr.  Marchessault,  formerly  witb  Leduc  Drug  Co., 
has  taken  over  the  business  of  the  Ontario  Pharmical 
Co.,  at  836  Ontario  St.  East,  Montreal. 
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CHEMICALS 

Grand  Prize,  Brntsels.  1910  Gold  Metfal,  St.  Loait.  1104 

Grand  Prize^  International  Exhibition,   London,  1909 

Thos.  Tyrer  &  Co.,  Limited 

STRATFORD,  LONDON,  ENGLAND 
1884  Wholesale  Only  1915 


EXCELLENCE 


"Sterling" 


BRAND 


RELIABILITY 


Second  to  None 

Pharmaceutical  (^neilliCSllS  Industrial 

MERCURIALS       HYPOPHOSPHITES 

SCALE  PREPARATIONS 

BISMUTH  SALTS      ETHERS 

PHOSPHORIC  ACID  ESSENCES 

SICCATIVES       ACIDS        COLLODIONS 


Ordtr  through  your   Wholesale  House, 
tpecifying  "TYRER'S" 


j    Let  us  place 
this  Case  of 

Fresh 
Seeds 

on  your 
Counter 


-% 


'sS( 


i\ 


'  STANDARD 

FULL  sn 

PACKAGES 


^5^ 


.iii'^Siiaii^ii; 


-•"al— ffist"^*  J  -i^Si.***'^  .     M-MMl.DI.I.  \\  1  •  I.    /■ 


Hbnni^s^beds 


CELL  ai  many  as  po«ible  and  the  remainder  may  be  returned  at  the  end  of  the 
season  at  our  expense.  Our  compact  and  attractive  counter  display  case  con- 
tains the  assortments  as  above,  and  you  will  add  many  dollars  to  your  profits  ii 
you  let  us  send  you  one  or  more,  as  your  trade  requires,  on  commission,  all 
charges  paid  by  us. 

Wm.  Rennie  Co.,  Limited    ::    Toronto 


The  Approved  Remedy 
for  over  50  Years 

"WOODWARD'S     GRIPE     WATER" 
has  been  before  the  public  now  for  more  than 
half  a  century,  aud  persons,  now  themselves 
parents,  who  were  brought  up  as  babies  by 
aid  of 

WOODWARD'S 
GRIPE  WATER 

use  it  in  turn  with  their  own  children.  It  con- 
tains no  opiate,  narcotic  or  harmful  drugs  and 
can  be  used  with  complete  confidence. 

For  the  disorders  of  young  children — 

Convuhiont,   Gripes,  Acidity,  Flatulency,    Whooping 

Cough,  and  complaints  incidental  to  TEETHING 

Prepared  by  W.  WOODWARD,  Limited, 
Notingham,  England.  All  wholesale 
Houses  in  Canada  stock  WOODWARD'S 

Agents  for  Canada: 

Harold  F.  Ritchie  &  Co.,  Limited 

10-12-14  McCaul  St.,  TORONTO 


BOOKLETS 
NOVELTIES 


POST  CARDS 

for 

EASTER 


RAPHAELTUCK&50N5CQLiniTED 

9  S^ANTOINE  STREET 

MONTRE;AL 
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K6nt-McClain,  Limited o.f.c- 

MacDougall  &  Co.,  A.  R 5 

Mabie  Todd  &  Co 35 

Marvel  Co 4 

Meggeson  Company 6 

Mentholatum  Co 8 

Neave.J.  R.  &  Co o.b.c. 

Rankin  &  Co 44 

Rennie  Co.,  Wm 43 

St.  Dalraas,  A.  de&Co., 44 

Stafford  Ink  Co 41 

Sovereign  Perfumes,  Limited  7 

Stedman,  Dr.  J.  H 7 

Thermogene  Co.,  Ltd 4 

Tuck,  Raphael  &  Sons 43 

Tyrer  &  Co.,  Thos 43 

United  Photographic  Stores 41 

Valentine  &  Son 8 

Veno  Drug  Company 41 

Victoria  Paper  &  Twine  Co 6 

Warwick  Bros.  &  Rutter,  Toronto 36 

Wellington  &  Ward,  Montreal  44 

Woodward,  W.,  Limited 43 

Wright,  Layman  &  Umney,  Limited , 5 


Wellington  Goods 

sell  quickly  and  require 

no      handling     except 

handing  out.  Attractive 

show  cards  with  order 

Photo  BooUcU 
Free 

Wellington 
&Ward 

MONTREAL 

Abo  obtainable  from  th« 
National  Drug  &  Chem- 
ical Co.    Ltd.    Montreal. 


GREAT  BRITISH  REMEDY 

GRASSHOPPER 

Ointment  and  Pills 


Advertised 

thiouahout 

Canada 

Always  keep 
them  in  slock 


SECISTtfttU 


Ptoprittor$  :  ALBERT  A  CO. 
Albert  H6use.  Farrinffdon  St.*  London,  England 


A.  De  St.  Dalmas  &  Co. 


MAKERS  OF 


Adhesive  Plaster 

Belladonna  Plaster 
Hospital  Strapping 
Porous  Piasters 

Rubber  Adhesive  Plaster 

Menthol  Plasters 
Kidney  Plasters 
Mustard  Leaves 
Com  Plasters 

tmd  all  kinds  of 

Medicated  Plasters 


Leicester  (England) 

Contractors   to  his  Majesty's  Government 
Agent*: — Sharland  &  Co.,  27  Common  St.  Montreal 


QUICK  SALES- 
SATISFIED  CUSTOMERS 

See  to  your  Stock  NOW 
Good  profits  to  Retailers 

The  Oldest  and  Most  Elffective  Remedy 


Of  all  Chftnittt, 
Ettablltbed  over  100  jr.a'tt 


The  centre  block  advertisement  is  apF>earing  in 
many  Canadian  Papers.  Our  agents,  Messrs. 
Paike  &  Parke,  Hamilton,  Ont,  wi'l  be  pleased 
to  supply  you,  suid  tend  fullest  particulars. 
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NuMUER  Five 


Seasonable  Lines  There  are  a  number  of  season- 
to  Feature  Now.  able  opportunities  for  additional 
business  that  now  present  them- 
selves to  the  aggressive  druggist.  Now,  as  at  all  times, 
it  is  the  dealer  who  is  "up  and  doing"  who  is  going  to 
get  the  largest  percentage  of  the  trade  that  is  passing. 

Just  as  a  sample  of  the  opportunities  now  at  hand, 
we  might  mention  the  trade  that  is  possible  in  photo- 
graphic supplies.  The  warmer  weather  has  already 
stimulated  interest  in  amateur  photography,  and  this 
will  continue  to  expand  if  druggists  give  prominence  to 
cameras  and  supplies  and  put. forth  their  best  effort  to 
get  more  people  to  enlist  in  the  already  large  and  con- 
stantly growing  army  of  amateur  photograi)hers.  Sug- 
gestion in  advertisement  and  display  and  by  personal 
talks  over  the  counter  will  bring  about  an  appreciable 
and  profitable  business  in  cameras  and  photographic 
supplies. 

This  is  just  one  line  in  which  enlarged  opportuni- 
ties now  present  themselves.  Many  others  might  be 
enumerated.  This  is  the  time  when  summer  s|)ortiMg 
goods  swing  into  the  limelight,  the  soda  fountain  be- 
gins to  take  on  new  life,  confectionery  is  in  greater 
demand,  .summer  drinks  come  to  the  front,  while  toilet 
preparations  to  combat  the  effects  of  the  warm  weather 
will  shortly  be  selling  freely. 

There  are,  indeed,  many  seasonable  lines  that  offer 
good  opportunities  for  business  just  now,  and  these 
possibilities  should  be  cashed  in  on  to  the  full. 


What  About  Summer  and  warm  weather  will 

Weekly  Half-  soon  be  with  us  again,  and  it  bc- 

Holiday.  hooves  druggists  to  give  serious 

consideration  to  the  question  of 
a  period  of  recreation  and  rest  each  week  during  the 
summer  months  for  themselves  and  their  clerks. 

There  is  no  reason  why  a  weekly  half-holiday  for  the 
drug  trade  as  well  as  other  lines  of  business  cannot  be 
arranged  in  many  communities.  The  fact  of  the  mat- 
ter is  that  the  weekly  half-holiday  has  been  tried  out 
and  found  successful  by  druggists  in  one  community — 


New  Glasgow,  a  town  of  some  6,000  population  in  Nova 
Scotia. 

One  druggist  only  keeps  open  on  Wednesday  after- 
noon and  evening,  each  one  taking  his  turn  at  keeping 
open.  Thus,  the  public  and  doctors  are  given  satisfac- 
tory service,  and  at  the  same  time  the  druggist  is  al- 
lowed a  period  of  recreation,  without  total  sales  being 
affected. 

At  first  they  closed  only  during  July  and  August,  but 
the  period  has  gradually  been  extended  until  it  now 
covers  five  months.  Moreover,  the  druggists  whom 
The  Retail  Druggist  got  in  touch  with  regarding  the 
plan,  expressed  themselves  as  highly  pleased  with  it. 

There  is  no  reason  why  the  same  idea  cannot  be  car- 
ried out  in  other  towns  and  communities,  and  now  is 
the  time  for  druggists  to  get  together  and  agree  on  such 
an  arrangement  for  their  community.  Especially  dur- 
ing the  summer  months,  there  is  need  for  regular  rest 
from  work  and  business  cares,  and  this  is  an  ideal  way 
for  dealers  in  many  communities  to  secure  it. 


The  Correct  Figur- 
ing of  Profits. 


The  correct  figuring  of  profits  is 
a  matter  of  vital  importance  to 
every  dealer,  and  though  we  have 
given  a  good  deal  of  space  to  the  subject  during  the 
past  year  we  feel  that  no  more  than  warranted  has  been 
devoted  to  this  particular  phase  of  business. 

It  is  pathetic  to  find  retailers  laboring  strenuously 
and  yel  making  little  or  no  profit,  just  because  of  a  lack 
of  proper  knowledge  of  the  question  of  figuring  profits. 

It  is  true  that  not  a  few  merchants  are  fooling  them- 
selves on  this  question  of  figuring  profits.  Not  infre- 
quently is  it  the  ease  that  a  dealer  thinks  he  is  following 
the  correct  method,  and  feels  so  certain  of  the  fact  that 
he  will  not  stop  to  even  read  articles  in  his  trade  paper 
on  the  subject.  This  he  regrets  some  day  when  he  wakes 
up  to  the  fact  that  he  has  been  on  the  wrong  track. 

A  mistake  commonly  made  is  that  of  failing  to  dis- 
tinguish between  profit  on  cost  and  profit  on  selling 
price.  Expenses  are  invariably  figured  on  selling  price, 
and  if  a  dealer  figures  his  profits  on  cost,  without  reduc- 
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ing  his  expenses  to  a  similar  basis,  there  is  hound  to  be 
a  mix-up — ^with  the  dealer  believing  that  he  is  making 
more  money  than  he  really  is.  For  instance,  if  selling 
expenses  averaged  20  per  cent,  (which  is  on  selling 
price),  a  dealer  might  think  that  he  was  making  money 
by  selling  goods  at  an  advance  of  25  per  cent,  on  cost, 
whereas  he  would  just  be  breaking  even,  for  25  per  cent. 
on  cost  price  is  only  20  per  cent,  on  selling  price. 

That  is  the  point  that  every  dealer  wants  to  get  a  full 
understanding  of — that  a  percentage  of  profit  figured 
on  cost  is  vastly  different  and  less  than  the  same  per- 
centage figured  on  selling  price.  Take  out  a  piece  of 
paper  and  do  a  little  figuring,  to  assure  yourself  that  you 
are  figuring  correctly.  This  is  something  on  which  no 
dealer  can  afford  to  be  astray.  It  is  of  vital  importance 
if  he  wishes  to  secure  a  profit  on  his  business. 


A  Time  for 
Ginger  and 
Aggressiveness. 


The  economic  streak  that  has 
made  its  appearance  among  the 
people  of  this  country  is  bound 
to  have  a  greater  or  less  effect 
on  the  purchaser  of  goods,  and  it  behooves  the  dealer 
at  this  time  to  put  forth  his  best  efforts  to  mjiintain 
sales  and  cui'b  any  inclination  of  profits  to  fall  off. 

Dealers  need  first  to  inject  more  ginger  and  pep  into 
their  work  of  going  after  business.  Aggressiveness 
should  be  their  watchword,  and  "business  as  usual" 
their  battle  cry.  Some  dealers  may  say  that  it  is  easy 
enough  to  talk  "business  as  usual,"  but  not  so  easy 
to  make  it  a  reality.  We  recognize  the  difficulty  that 
the  dealer  is  up  against  at  the  present  time,  but  it  is 
wonderful  the  much  better  results  that  can  be  secured 
by  adopting  the  fighting  spirit  of  those  on  the  battle 
line  instead  of  surrendering  in  the  manner  that  many 
listless  dealers  are  inclined  to. 

Impress  customers  with  your  ginger  and  enthusiasm. 
Work  the  show  window  to  the  limit — give  more  care- 
ful attention  to  your  advertising — suggest  additional 
articles  to  customers  over  the  counter  and  telephone — 
play  up  the  sidelines  prominently — in  short,  bring 
your  full  force  of  selling  agents  into  play  in  their 
best  form  in  order  that  victory  for  "business  as  usual" 
may  be  assured. 


Survival  of  the 
Fittest. 


Business  is  a  fight.  The  resource* 
of  one  merchant  are  continuously 
pitted  against  those  of  his  broth- 
er merchant  across  the  street.  The  merchant  cannot  re- 
main in  the  game  if  he  does  not  briiig  his  abilities  into 
active  requisition.  He  must  ever  have  ammunition  in 
his  gun  with  a  few  cartridges  in  reserve.  The  principle 
of  the  survival  of  the  fittest  is  just  as  applicable  to  com- 
mercial affairs  as  to  biology  or  society.  The  merchant 
with  superior  commercial  capacities  will  be  sure  to  sur- 
vive the  fray.  His  njoral  excellence  counts  for  much  as 
also  does  his  ingenuity,  perseverance  and  enduring 
power. 

It  is  fatal  to  underestimate  the  powers  of  the  other 
fellow.  The  man  who  does  is  liable  to  lose  the  battle. 
If  he  does  not  and  if  he  has  the  diplomatic  sense  to 
measure  it  in  its  fullness  and  make  ample  allowance 
for  its  activity,  he  is  very  apt  to  win  the  day. 

In  the  game  of  commercial  life  there  is  no  surer  way 
to  attack  the  other  man  at  the  opportune  moment  when 
his  hands  are  down  than  by  keeping  your  eyes  open.  If 
he  advertises  a  formidable  publicity  campaign  which 
looks  plausible  and  as  if  it  might  enhance  his  possibil- 
ity of  increasing  his  business  at  the  expense  of  yours, 
be  not  dismayed,  but  take  p,  turn  through  your  mental 


stock  rooms  and  see  if  there  lurks  there  some  mighty 
idea  as  yet  unearthed,  and  bring  it  out  to  the  light.  It 
may  be  just  what  is  needed  to  disconcert  your  competi- 
tor. Ever  be  on  the  alert  for  new  ideas.  Have  your 
door  open  for  them,  give  them  a  glad  reception  and 
then  turn  about  and  make  them  serve  you  to  the  best 
advantage.  No  person  is  insensible  to  the  pleasurable 
sensation  he  experiences  when  he  has  outwitted  his 
competitor.  It  is  one  of  the  durable  satisfactions  of 
life.  One  cannot  expect,  however,  to  outwit  the  other 
fellow  every  time.  That's  impossible,  and  it  is  not 
necessary.  An  undisturbed  succession  of  victories  is 
not  good,  but  win  a  majority  of  victories  from  the  other 
fellow  by  keeping  your  eyes  open  for  new  ideas,  en- 
deavor to  conduct  your  business  on  a  perfectly  legiti- 
mate basis,  fill  your  newspaper  space  with  attractive, 
convincing  copy,  and  reap  well-deserved  success  and 
honor,  for  the  fittest  must  and  will  survive. 


SHORT  NOTES  PROM  THE  EDITOR'S  PEN 

Let  "Business  as  usual"  be  your  battle  cry. 

•  •     • 

Bousecleaning  supplies  and  seeds  should  be  put  to 

the  front. 

•  •     • 

"System  first"  is  the  "safety  first"  sign  for  the 
dealer  who  courts  success. 

•  •     • 

Avoid   arguments  if  possible   and   especially   avoid 

them  if  impossible. 

•  •     • 

The  dealer  who  puts  the  "win"  in  his  show  window 
is  the  one  who  makes  his  displays  attractive. 

•  •     • 

The  man  who  is  all  the  time  trying  to  get  the  best  of 
some  other  fellow  cannot  succeed  in  getting  the  best 
out  of  his  own  efforts. 

•  •     • 

Remember  that  25  per  cent,  advance  on  cost  of  goods 
only  means  20  per  cent,  on  selling  price — and  dealers 
invariably  figure  expeilses  on  selling  price. 

•  •     • 

Teach  your  help  to  work  systematically,  eliminating 
all  possible  lost  motion,  and  they  will  do  mtore  work 
in  a  day  and  do  it  much  better. 

•  •     • 

The  dealer  who  runs  a  credit  business  needs  to  exer- 
cise care  in  the  extension  of  credit  these  days,  and  also 
keep  speeding  up  collections.  Do  not  allow  the  slow- 
pays  to  lag.     Wholesalers  are  expecting  payments  as 

usual. 

.    •    •    • 

What  is  the  percentage  of  the  rent  yoii  pay  in  respect 
to  the  business  you  do?  In  an  investigation  conducted 
in  the  United  States  the  average  for  druggists  was 
found  to  be  4.02  per  cent.  How  does  that  compare  with 

yours  1 

•  •    • 

Publicity  is  to  the  merchant  what  rain  is  to  the 
farmer.  But  while  the  farmer  must  depend  upon  the 
caprice  of  nature  for  the  rain  that  grows  his  crops, 
the  merchant  has  absolute  control  over  the  vital  element 
that  makes  for  success  or  failure.  If  demand  is  slack, 
he  can  create  it.     If  buyers  are  few  advertising  will 

multiply  them. 

•  •    • 

Now  that  it  is  certain  that  Canada  is  to  be  invaded  by 
a  big  chain  drug  store   corporation,  it  behooves  the 
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individual  dealer  to  consider  the  question  of  the  best 
ways  and  means  of  so  tliorouglily  entrenching  himself 
in  the  drug  trade  of  his  community  that  he  will  be  well 
able  to  withstand  the  invasion  of  any  larger  concerns. 

•  •     • 

This  is  no  time  to  cut  down  advertising  expendi- 
tures. If  trade  is  a  little  slow  in  coming,  that  is  the 
time  to  go  after  it  a  little  stronger.  When  progress  is 
a  little  slow  on  the  battle  front,  the  aggressive  army 
does  not  use  less  ammunition — it  uses  more.  So  it 
should  be  in  the  battle  for  business,  and  advertising  is 
the  kind  of  ammunition  that  brings  results  for  the 
dealer  in  the  business  battle. 

•  •     • 

We  want  the  co-operation  of  our  readers  in  making 
this  paper  of  as  great  as  possible  practical  value  to  the 
trade.  Readers  can  be  of  great  service  to  us  in  making 
it  of  real  practical  value  by  sending  along  to  us  any 
ideas  or  methods  that  they  are  using  to  advantage  in 
their  business  and  by  suggesting  any  subjects  that  they 
deem  it  would  be  valuable  to  readers  to  deal  with  in 
our  columns.    Let  us  hear  from  you. 

•  •     •' 

When  called  on  to  perform  an  extra  service  for  or 
oblige  a  customer,  do  it  whole-heartedly  and  not  grudg- 
ingly, if  you  are  going  to  do  it  at  all.  In  most  cases, 
customers  feel  rather  backward  about  asking  a  favor, 
so  if  you  are  going  to  oblige  them,  put  them  at  their 
ease  by  doing  it  willingly.  They  will  appreciate  it,  and 
it  will  bind  them  closer  to  your  store.  The  writer  was 
particularly  struck  by  this  feature  in  a  Calgary  store. 
The  'phone  was  placed  on  a  pedestal  in  the  centre  of 
the  store  and  a  card  read,  "Certainly  you  may."  A 
person  felt  at  once  that  the  favor  was  given  freely,  and 
so  it  was  all  the  more  appreciated  by  the  majority  of 

customers. 

•  •     • 

Notice  has  been  issued  by  the  Post  Office  Department 
that  -while  the  stamp  marked  "war  tax"  is  preferable, 
that  ordinary  stamps  may  be  used  for  the  prepayment 
of  war  duties  on  bank  cheques,  bills  of  exchange,  prom- 
issory notes,  express  money  orders,  proprietary  or  pat- 
ent medicines,  perfumery,  wines  or  champagne,  as  well 
as  upon  letters  and  postcards,  postal  notes  and  post 
oftice  money  orders,  the  intention  being  to  provide  faci- 
lities in  those  portions  of  the  country  where  excise 
stamps  are  not  readily  available.  This,  in  view  of  the 
fact  that  postage  stamps  may  be  obtained  at  all  points 
over  the  whole  country,  in  many  places  where  there  is 
no  Collector  of  Inland  Revenue  and  no  Inland  Revenue 
stamps  could  be  obtained,  is  a  distinct  convenience  to 
the  public,  and  no  doubt  will  be  largely  taken  advan- 
tage of.  ' 


SOME  THINGS  TO  AVOID. 

Puttitt}:  the  end  of  the  string  into  your  mouth  when 
tying  a  bundle. 

Chewing  gum  or  tohaicco  back  of  a  counter. 

Allowing  your  attention  to  be  taken  by  any  em- 
ploye while  waiting  on  a  eustomeir. 

Wearing  a  hat  in  the  store. 

Speaking  across  the  store. 

Allowing  a  customer  to  wait  impatiently  without  a 
word  of  recognition. 

Giving  special  attention  to  the  well  dressed 

Ignoring  children. 

Criticizing  orders  from  heiadquarters. 

Neglecting  to  say  "thank  you." 


Cleanl 


the  Drue  St 
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UNCLEANLINESS  in  the  store  is  a  double-barrel 
gun  that  does  big  damage  to  business.  It  affects 
trade  because  people  of  to-day  shun  the  dirty  or 
slovenly  store,  and  it  affects  profit,  not  only  from  loss 
of  customers  but  damage  to  goods. 

There  is  no  line  of  business  in  which  cleanliness  is  of 
so  much  importance  as  the  drug  trade.  People  expect 
and  demand  that  the  drug  store  that  gets  their  trade 
range  high  in  the  matter  of  cleanliness  and  ordei*- 
lincss.  The  dealer  must  not  only  keep  his  store  up  to 
a  man's  standard  of  cleanliness  but  up  to  a  woman's 
standard  of  cleanliness,  which  is  on  the  whole  a  few 
points  higher. 

Not  only  should  there  be  outstanding  cleanliness  in 
the  front  shop,  but  in  the  dispensary  as  well.  Cleanli- 
ness in  this  department  was  well  dealt  with  by  John 
G.  Hawley  in  a  paper  read  before  the  Wisconsin 
Pharmaceutical  Association.    He  said: 

"The  practice  of  cleanliness  should  be  considered  a 
most  important  and  imperative  diity.  The  utensils  of 
the  drug  store,  after  being  used,  are  frequently  put 
down  carelessly,  taken  up  again,  and  used  without  a 
thought  of  their  being  unclean.  Perhaps  an  acid,  alkali, 
or  some  bitter  or  poisonous  substance  still  clings  to 
them,  sufficient  in  quantity  to  nauseate  a  delicate 
stomach,  or  to  produce  unwonted  chemical  effect  upon 
some  other  ingredient  with  which  it  may  have  been 
mixed. 

"It  sometimes  happens  that  a  careless  washing  of 
the  pill-tile,  the  mortar,  or  the  graduate,  leaves  a  trace 
of  strychnine,  iodoform,  (luinine,  or  some  essential  oil 
behind.  Even  a  careless  cleaning  of  the  scale-pan  may 
cause  the  next  thing  that  is  weig'hed  to  have  the  odor 
of  iodoform,  or  the  bitter  taste  of  quinine  or  strychnine, 
and  if  detected  by  the  customer  would  be  "most  annoy- 
ing to  the  dispenser,  for  the  customer  might  suspect  a 
mistake. 

"Tt  is  a  common  practice  of  some  pharmacists  to 
wipe  a  mortar,  which  they  have  just  washed,  with  a 
dirty  towel,  or  to  use  viaLsi  without  examining  them  to 
see  whether  they  are  clean.  The  uneleanliness  can  many 
times  only  be  detected  by  the  sense  of  smell.  Another 
source  of  impurity  is  the  neglect  to  clean  bottles  for 
syrup,  medicated  waters,  tinctures,  and  ointment  jars, 
before  refilling  them. 

"The  water  bottle  should  be  kept  stoppered  with 
cotton  or  a  glass  stopper.  If  well,  spring,  or  hydrant 
water  is  used,  it  must  be  watched,  for  it  holds  in  solu- 
tion organic,  as  well  as  mineral,  substances,  which  in 
a  few  warm  days  will  probably  undergo  a  change,  gen- 
erating disgusting  if  not  poisonous  odors,  and  micros- 
copic organisms  that  will  nauseate  the  patient,  perhans 
decomposing  other  substances  with  which  they  may  be 
mingled  and  defeating  the  ohject  of  the  physician  hi 
trying  to  effect  a  cure." 

Cleanliness  is  a  direct  asset.  It  means  money  in 
your  pocket  to  be  a  good  housekeeper  as  well  as  a 
good  storekeeper. 


The  man  who  does  things  will  do  some  of  them 
wrong.  It  is  the  man  who  never  tries  anything  new 
who  never  makes  a  mistake. 
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Druggists  are  Passing  the  Stamp  Tax  on  to  Consumer 


I 


Majority  of  druggats  are  passing  the  tax  on  to  the  public  as  intended — Some 
who  Wavered  at  first  have  since  decided  to  pass  it  on — The  only  wise  way 

NFOBMATION    received    from    various    parts    of  the  war  is  over  to  meet  the  big  expenditures  caused 

Canada   by   The    Retail   Druggist   shows  that   the  by  the  war. 

majority  of  dniggists  are  wisely  passimg  the  stamp  „         __     ,_.           ,    .  _.    .   _     .,    ,  .    •o„„„  ^^ 

tax  on  patent  medicines  and  perfumery  on  to  the  con-  Some  Who  Wavered  at  First,  Decided  to  Pass  On. 

suming  public.    This  is  as  it  should  be.  When  this  tax  The  situation  in  Toronto  in  regard  to  the  handling 

was  imposed  by  the  Finance  Department,  it  was  meant  of  the  stamp  tax  is  to  a  considerable  extent  representa- 

to  be  borne  by  the  consumer  and  not  by  any  one  line  tive  of  the  situation  in  other  parts  of  the  Dominion, 

of  trade.    The  druggist  sihould  comply  with  the  aim  of  The  majority  of  druggists  began  passing  the  tax  on 

the  Government  and  play  fair  with  himself  and  his  '"^th  each  sale  on  April  15th.     Some  dealers  wavered, 

competitors  by  passing  the  tax  on  with  each  sale.  not  knowing  what  to  do.     Some  waited  to  see  what 

their  competitors  were  going  to  do.    April  15th  found 

Too  Great  a  Burden  for  Dealer  to  Bear.  the  biggest  chain  of  stores  in  the  city  undecided  in  the 

It  means  too  great  a  cut  in  profits  for  the  dealer  to  matter,  so  they  announced  that  they  would  pay  the  tax 

attempt  to  bear  it,  especially  in  view  of  the  fact  that  the  first  week  until  they  decided  the  question, 

on  account  of  the  many  small  sales  that  have  to  bear  They  found  they  couldn't  afford  to  bear  this  burden, 

the  minimum  stamp,  it  runs  up  as  high  as  10  per  cent ,  and  so,  on  April  19,  ibegan  to  pass  it  on.    Thus,  all  the 

in  the  case  of  10c.  goods,  of  which  quite  a  few  are  sold,  stores  in   Toronto,  including  cut,  chain,  and  depart- 

and  there  is  certainly  not  enough  net  profit  on  these  mental,  are  passing  the  stamp  tax  on. 

lines  to  bear  this  tax  in  addition  to  the  regular  cost  of  The  largest  department  store  in  Toronto  and  one 

doing  business.  doing  an  extensive  mail  order  trade  throughout  Canada 

The  dealer  does  not  want  to  fool  himself  into  think-  began  on  April  19th  to  pass  the  tax  on  with  each  sale, 

ing  that  this  tax  will  be  over  in  a  short  time  and  that  both  in  their  city  and  mail  order  departments, 

he  can  afford  to  stand  it  for  a  while.    Leaving  out  the  Dealers  in  many  centres  got  together  and  decided  as 

question  of  when  the  war  will  end,  the  tax  will  no  doubt  a  body  to  pass  the  tax  on.    Many  individual  dealers  in 

be  continued  for  a  considerable  length  of  time  after  both  large  and  small  centres  who  wavered  at  first,  when 


The  Regulations  as  Set  Forth  in  the  Stamp  Tax  Bill 

THE  Retail  Druggist  gave  fall  particulars  of  the  sTtamip  tax  regnlaitions  on  patent  msdicines  and  perfumery 
in  the  April  issue — 'being  the  first  .■journal  to  give  this  muoih  desired  dnformajtion  to  the  trade.  For  the 
guAdanee  of  readers,  we  repeat  the  regulations  as  set  forth  in  the  stamp  tax  Act. 

Every  person  selling  to  a  consumer  any  bottle  or  package  containing  a  patent  medicine  or  ppTfumery,  nhaill, 
at  or  before  the  time  of  sale,  affix  to  every  such  bottle  or  pajckage  an  adhesive  stajmp  of  the  requisite  value  (1 
cent  for  every  25  cents  or  fraction  of  2.5  cents  of  retail  price). 

Every  knpoirter  who  is  a  consumer,  shall,  wihdle  such  articles  aiftor  importation  into  Canada  are  in  the 
custody  of  the  proper  «u»tom8  officers,  affix  an  adhesive  stamip  to  the  bottles  or  packages  containing  siucih  articles 
of  the  requisite  value. 

Every  manufacturer  or  producer  who  is  a  consumer,  shall,  undeir  regiilataoms  made  by  the  Minister,  before 
using  any  su<'Jh  article  in  producing  therefrom  amy  other  article  of  value,  affix  an  adhesive  stamp  of  the  requisdte 
vsivie. 

The  person  selling,  the  importer,  and  the  manufacturer  or  producer  whose  duty  it  is  to  affix  a  stamp  undpf 
this  section,  shall  ait  the  time  the  stamp  is  affixed  cancel  the  saane  by  wribimig  on  or  across  the  stamp  initials 
or  other  miarks  of  identification,  together  with  the  darte  of  such  writing,  or  otherwise  cancel  the  stamp  in  aocord- 
anee  with  regulations  made  by  the  Minister. 

Articles  That  Have  to  be  Stamped 

"Perfumery"  includes  alcoholic  and  non-aleoholie  perfumes  and  perfumed  spirits,  bay  rum,  oologme  and 
lavender  waters,  hair  oil,  tooth  and  other  {>owders  and  washes,  pomatums,  pastes  and  all  other  preparatioms  used 
for  the  haiir,  mioaith  or  slrin. 

" Proprieitiary  oir  patent  medicine"  includes  pills,  powders,  tinctures,  troches,  or  lozenges,  syrups,  cordials, 
bitters,  anodynes,  tonics,  plasters,  liniments,  salves,  ointments,  pastes,  drops,  waters  (except  mineral  waters  in 
their  natuiral  state  or  carbonizeid),  essences,  oils,  and  all  other  medicinal  preparations  yr  compositions  bottled 
or  packed  ready  for  sale  in  respect  of  which  the  person  making  or  preparing  the  same  has  or  claims  to  have 
any  formula  or  secret  or  occult  art  for  the  making  or  preparing  thereof,  or  has  or  claims  to  have  any  exclusive 
right  or  title  to  suoh  makin,g  or  preparing,  or  which  are  prepared  or  miade  under  amy  leirers  pat-emt  or  which 
are  deeignated  by  a  trade  mark  or  which  if  prepared  in  accordance  with  amy  formula  published  or  unpublished 
are  recommended  to  the  pulbldc  by  the  makers,  vendors  or  proprietors  thereof  as  remedies  or  specifics  for  any 
diseases  or  affection  wihatsoever  affecting  the  human  or  animal  body,  but  does  not  include  any  medicinal  pre- 
paration or  composition  recognized  by  tiie  Britislh  or  the  United  States  pharmacopoeia  or  the  French  codex  as 
officinal. 

"Consumer"  means  a  person  who  uses  a  proprietory  or  patent  medicine  or  perfumery  either  in  serving  Ms 
own  wants  or  in  producing  therefrom  any  other  article  of  vailiue. 

The  Minister  may  fix  and  determine,  for  the  purposes  of  this  Part,  the  retail  price  of  a  proprietary  or  patent 
medicime  amd  of  perfumeiry. 

Neglect  to  affix  the  stamp  shall  incnr  a  penalty  of  not  less  than  $50  and  not  exceeding  $250.  The  same  fine 
ifi  the  penality  for  neglect  to  cancel  stamsp  as  preecribed. 
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they  realized  what  a  cut  it  would  be  in  profits  to  pay 
the  tax  themselves,  decided  to  pass  it  on. 

Not  Too  Late  Yet  to  Do  It. 

Even  now  if  then'  arc  any  druggists  who  have  been 
paying  tlie  tax,  it  is  not  too  late  by  any  means  to  decide 
to  pass  it  on  to  the  consumer  and  tluis  maintain  their 
profits  during  the  lengthy  period  that  the  stamp  tax  is 
sure  to  reniain  in  force.  In  justice  to  himself  and  those 
wiio  (lepentl  on  him.  and  in  fairness  to  his  competitors 
and  tile  trade  geiu'raliy.  the  druggist  should  pass  the 
tax  on  to  the  consumer  as  tlie  Oovernment  intended. 

The  idea  being  used  by  Toronto  druggists  to  en- 
lighten the  public  in  regard  to  the  stamp  tax  by  posters 
and  co\intei'  slips  is  a  good  one.  The  posters  are  for 
display  in  the  store,  and  the  counter  slips  for  enclosure 
in  parcels  and  distribution  among  customei-s. 

BIG  MAIL  ORDER  HOUSE  PASSING  TAX  ON. 

I'revious  to  April  1"),  The  Retail  Druggist  found  cer- 
tain druggists  in   the  smaller  centre.s  undecided  as  t« 


whether  to  pass  the  stamp  tax  on,  or  not,  fearing  that 
the  mail  ord'er  houses  would  pay  the  tax  as  a  means  of 
attracting  more  customers  in  patent  medicines  and  per- 
fumery. It  is  therefore  interesting  to  note  that  the 
T.  Eaton  Company,  of  Toronto,  began,  on  April  19,  to 
pass  the  stamp  tax  on  with  each  sale,  both  in  their  store 
and  tiieir  mail  order  department. 

"In  the  first  place  it  was  meant  that  this  tax  should 
be  passed  on  to  the  public,"  stated  Ohas.  Lewis,  mana- 
ger of  the  T.  Eaton  Drug  Co.,  to  The  Retail  Druggist, 
"and  in  addition,  it  would  mean  too  big  a  cut  in  profits 
for  the  druggist  to  bear  it." 

When  a  big  firm  like  this,  with  plenty  of  money  be- 
hind it,  feels  that  it  cannot  afford  to  bear  the  stamp 
tax,  what  about  the  smaller  stores?  The  answer  is 
easy — they  must  pass  tiie  tax  on  to  the  consumer  with 
each  sale  if  they  do  not  want  to  lose  money  on  their 
patent  medicine  and  perfumery  business. 

The  price-cutter  might  well  be  classed  as  a  first 
cousin  to  the  man  who  killed  the  goose  that  laid  the 
golden  egg. 


Points  on  Stamp  Tax  Explained  by  Finance  Minister 

Some  of  the  finer  important  points  brought  out  in  the  discussion  in 
the  Dominion  House  on   the  stamp  tax  on  patents  and  perfumery 


SOME  very  interesting  and  important  points  in  re- 
gard to  the  finer  details  of  the  ^tamp  tax  on  patent 
medicines  and  perfumery  were  brought  out  in  the 
di.scus.sion  in  the  Dominion  House  on  the  bill.  Some 
of  these  finer  points  brougbt  out  were: 

Medicines  prepared  by  druggists  from  several  drugs 
or  ingredients  in  accordance  with  physicians'  pre- 
scriptions are  not  proprietary  medicines. 

Even  if  a  proprietary  medicine  is  sold  on  a  doctor's 
prescription,  it  has  to  bear  a  stamp  tax. 

If  a  proprietary  medicine  is  used  in  making  up  a 
prescription,  the  resulting  mixture  does  not  have 
to  bear  a  stamp,  however. 

Proprietary  medicines  purchased  by  druggists  in 
bulk  or  large  packages,  for  the  purpose  of  being  re- 
packed in  smaller  packages,  without  the  addition  of 
any  drug  or  ingredient,  for  sale  to  individuals,  be- 
comes liable  to  stamp  tax  at  the  time  of  sale  by 
druggist. 

The  Discussion  on  the  Bill. 

Mr.  White :  With  respect  to  the  Pharmacopoeia  pre- 
parations, there  is  no  exclusive  right,  there  is  no  privi- 
lege, and  there  are  no  letters  patent.  The  Pharma- 
copoeia preparations  are  made  up  from  the  formulae 
of  the  Pharmacopoeia,  and  the  tax  would  not  apply  to 
them. 

Mr.  SchafTner :  I  am  not  very  clear  on  the  point,  and 
I  think  it  is  important  to  have  it  clear  We  talk  about 
proprietary  medicines.  I  understand  the  Minister  to 
say  it  is  only  when  such  a  medicine  is  sold  in  packages 
by  the  druggist,  in  six  or  eight-ounce  bottles  for  in- 
stance, that  the  tax  is  imposed. 

Mr.  White :  To  the  consumer. 

Mr.  Schaffner:  To-day  what  are  called  proprietary 
medicines  are  used  very  extensively  in  doctors'  pre- 
s<!riptions.  The  Parke  Davis  firm  sell  to  the  druggist 
a  Winchester  bottle  which  would  contain  as  much  as  a 
great   many    six-ounce   or   eight-ounce    bottles.     As   I 


understand,  the  tax  does  not  apply  to  doctors'  pre- 
scriptions. It  must  be  in  packages,  such  as  four,  six 
or  twelve  ounces,  as  sold  by  the  druggist? 

Mr.  White:  Yes,  sold  to  the  consumer. 

Mr.  A.  K.  Maclean:  If  it  is  sold  by  a  druggist  to  a 
company  doctor,  for  instance? 

Mr.  White :  My  honorable  friend  ("Mr.  SchafEner)  is 
addressing  himself  to  the  question  of  proprietary  medi- 
cines only.     Consumer  is  defined  as  follows: 

Consiimer  means  a  person  who  usee  up  a  proprietary  or 
jiatent  medicine.  .  .  .  edtiher  in  serving  his  own  wiaiiitB  or  in 
pioduciBg  thereifroan  any  article  oif  value,  and  "selldng  to  a 
con#iMner, "  includes  eeMing  by  reitail. 

So  that  if  the  article  were  purchased  and  used  in  the 
making  of  a  compound  and  then  sold,  the  party  so  using 
it  would  be  a  consumer. 

Patents  Prescribed  by  Doctors  Taxed. 

Mr.  Schaffner:  I  am  not  quite  clear  on  that  point 
yet.  Wampole's  cod  liver  oil,  which  is  probably  known 
to  every  member  in  the  House,  goes  to  the  druggist  in 
a  large  bottle  called  a  "Winchester."     Now  suppose 


READERS  APPRECIATED  EARLY  PUBLICATION  OF 
STAMP  TAX  REGULATIONS. 

THE.  Retail  Druggist  gave  full  particulars  Oif  tflie 
stajmp  tax  regulations  on  patent  medicines  and  per- 
fumery in  its  last  issue — 'being  the  firs.t  journal  to 
give  this  much  desired  informaition  to  the  trade  and  the 
only  paper  to  publish  it  before  the  stamp  tax  came  in 
force — wihen  it  would  be  most  useful  to  tihe  dealer.  It 
included  a  list  of  the  lines  that  had  to  be  staan(ped  and 
other  details  useful  to  the  druggist  in  preparing  for  tiie 
inauguration  of  the  tax.  We  have  received  many  com- 
pilinientB  on  this  service  to  our  readers  for  which  we 
wislh  to  express  our  thanks.  Such  encourageonent  spurs 
us  on  to  a  greater  effort  in  our  work  of  making  The 
Betail  Druggiat  the  most  valuablo  paper  of  its  kind 
published. 
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a  doctor  prescribes  ten  ounces  of  Wampole's  cod  liver 
oil,  does  the  consumer  pay  the  tax  on  that? 

Sir  Wilfrid  Laurier:   The  tax  is  paid  on  the  bottle. 

Mr.  Schaffner:  If  the  druggist  divided  the  Win- 
chester of  cod  liver  oil  into  two  six-ounce  bottles,  I 
could  understand  that  the  consumer  would  pay  the  two 
or  five  cents,  whatever  it  may  be;  but  when  a  man 
takes  a  doctor's  prescription  for  ten  ounces  of  cod  liver 
oil  to  the  druggist,  has  he  to  pay  the  stamp  tax  when 
the  druggist  hands  him  the  cod  liver  oil? 

Mr.  White :  Let  me  ask  my  honorable  friend,  who  is 
a  physician,  this  question.  In  the  case  that  he  cites  the 
cod  liver  oil  is  used  as  one  of  the  ingredients  of  a  mix- 
ture which  the  druggist  sells  to  a  patient.  That  mix- 
ture, in  my  judgment,  would  not  be  a  proprietary  medi- 
cine ;  it  would  have  lost  its  character.  My  right  honor- 
able friend  pointed  out  that  when  the  doctor  or  the 
druggist  buys  from  the  mainufacturer  a  bottle  of  the 
cod  liver  oil  in  question,  which  I  assume  is  a  propri 
etary  medicine, — 

Mr.  Webster :  No. 

Mr.  White:  It  may  or  may  not  be;  you  cannot  pro- 
nounce on  that  until  you  know  the  facts.  But  if  it 
were  a  proprietary  medicine,  then,  under  this  defini- 
tion, the  doctor  or  druggist  would  be  a  consumer,  for 
he  would  be  using  the  cod  liver  oil  to  produce  there- 
from another  article  of  value ;  that  is,,  he  would  use  it 
in  making  up  a  prescription. 

Mr.  A.  K.  Maclean :  My  honorable  friend  from  Souris 
does  not  mean  it  as  a  mixture.  Suppose  it  was  not 
compounded  S^ath  anything  else? 

Mr.  Schaffner:  I  say  that  on  the  ordinary  druggist's 
shelf  to-day  there  are  twenty-five  or  more  different 
Winchesters,  one  containing  Wampole's  cod  liver  oil, 
another  Wyeth's  Mixture,  another  Lyman  and  Jones' 
Mixture,  and  so  on.  I  should  say  that  fifty  to  seventy- 
five  per  cent,  of  the  business  done  by  druggists  to-day 
is  done  in  that  way.  When  I  proscribe  a  six-ounce 
bottle  of  Wampole's  cod  liver  oil  or  any  other  prepara- 
tion that  goes  to  the  druggist  in  a  Winchester,  would 
that  come  under  the  stamp  tax?  In  my  opinion  it 
would  not. 

Mr.  White:  If  it  is  a  proprietary  medicine  I  should 
say  that  it  would,  for  the  reason  that  the  definition 

says: 

Every  person   selKag  to  a  consumer   ;uiy  bottle  or   package 
coutaii/ndng  a  piroprieitary  or  patent  raedieine. 
and  so  on.     The  size  of  the  bottle  is  not  defined,  and 
even  if  the  proprietary  medicine  was  broken  up  from 
larger  bulk,  I  should  say  that  the  tax  would  apply. 

Mr.  Schaffner:  Then  it  would  apply  to  75  per  cent, 
of  all  that  is  sold  by  the  ordinary  druggist. 

Mr.  White :  Yes,  if  it  is  a  proprietary  medicine. 

At  six  o'clock  the  committee  took  recess. 

Statement  by  Finance  Minister. 

The  committee  resumed  at  eight  o'clock. 

Mr.  White:  When  the  committee  rose  at  six  o'clock 
we  were  discussing  the  question  of  proprietary  medi- 
cines, and  with  the  view  of  giving  the  committee  an' 
explanation  of  what  will  come  within  the  definition, 
I  desire  to  make  the  following  statement:  Proprietary 
medicines  are  only  such  medicines  as  are  recommended 
to  the  public  by  the  makers,  vendors  or  proprietors 
thereof  as  remedies  or  specifics  for  any  disease  or  affec- 
tion whatsoever  affecting  the  human  or  animal  body. 

Medicines  prepared  by  druggists  From  several  drugs 
or  ingredients  in  accordance  with  physicians'  prescrip- 
tions are  not  proprietary  medicines. 

Proprietary  medicines  purchased  by  druggists  in  bulk 


or  large  packages,  for  the  purpose  of  being  re-packed 
in  smaller  packages,  without  the  addition  of  any  drug 
or  ingredient,  for  sale  to  individuals,  become  liable  to 
stamp  tax  at  the  time  of  sale  by  the  druggists. 

Mr.  Pugsley :  Would  not  the  proprietary  medicine 
have  already  paid  the  tax?  Is  it  to  be  paid  a  second 
time  when  the  druggist  divides  it  up  and  sells  it?  It 
would  pay  the  tax  twice. 

Mr.  White :  Proprietary  medicines  purchased  by 
druggists  in  bulk  and  large  packages,  for  the  purpose 
of  being  re-packed  in  smaller  packages,  without  the 
addition  of  any  drug  or  ingredient,  for  sale  to  indi- 
viduals, become  liable  to  stamp  tax  at  the  time  of  sale 
by  the  druggists. 

Mr.  Pugsley :  They  would  have  to  pay  the  tax  twice. 

Mr.  White:  No. 

Mr.  Pugsley :  Would  the  tax  not  be  paid  on  this  medi- 
cine when  it  was  bought? 

Patent  Used  in  Prescription  Needs  Stamp  Before 
Opening. 

Mr.  White:  No,  not  until  they  break  up  the  package 
and  sell  it.  The  stamp  will  be  placed  on  the  article'  at 
the  time  of  sale  for  reasons  that  I  shall  explain  a  little 
later.  Proprietary  medicines  purchased  hy  druggists 
and  used  by  them  for  compounding  with  other  dmigs 
or  ingredients  in  accordance  with  physicians'  prescrip- 
tions, must  have  the  stamp  affixed  to  the  bottle  or  con- 
tainer before  being  opened  by  the  drvjggist,  as  he  is  the 
consumer,  the  compounded  article  not  being  a  propri- 
etary medicine.  In  answer  to  my  honorable  friend 
from  Souris  (Mr.  Schaffner),  if  what  is  clearly  a  patent 
medicine  is  used  in  the  compounding  of  a  mixture, 
whch  is  sold  to  the  public,  it  is  perfectly  clear  that  the 
mixture  or  compound  is  not  a  patent  medicine.  If,  in 
connection  with  a  prescription  which  is  filled,  taking 
a  six-ounce  bottle,  two  ounces  of  compound,  or  pro- 
prietary, medicine  is  used  with  other  dmgs  and  in- 
gredients to  the  extent  of  four  ounceS;  making  a  bottle 
of  six  ounces,  it  is  obvious  that  the  resultant  mixture 
is  not  a  patent  or  proprietary  medicine,  but  a  medicine 
compounded  as  a  prescription  and  consequently  differ- 
ing from  any  one  of  the  ingredients,  including  the 
patent  or  proprietary  medicine  used  in  connection  with 
it.  To  give  an  illustration :  Water  is  composed  of 
hydrogen  and  oxygen ;  that  is  what  is  covered  by  the 
formula  11,0.  You  may  have  water  which  is  different 
from  either  oxygen  or  hydrogen,  or  different  from 
either  of  its  constituents. 


TORONTO    DRUGGISTS    HAVE    EDUCATIVE 
POSTERS  RE  STAMP  TAX  PRINTED. 

A  meeting  of  the  druggists  of  Toronto  was  held  at 
the  College  of  Pharmacy  on  April  15  to  discuss  the 
handling  of  the  stamp  tax.  W.  H.  Worden  was  in  the 
chair,  with  G.  B.  Gibbard  as  secretary.  The  majority 
of  those  present  stated  that  they  were  passing  the  tax 
on  to  the  public.  In  order  to  enlighten  the  public  as 
much  as  possible  regarding  the  tax,  it  was  decided  to 
have  posters  and  counter  slips  explaining  the  tax 
printed  and  distributed  to  dealers.  The  counter  slips 
are  for  enclosure  with  parcels  and  distribution  among 
customers.  The  committee  appointed  to  look  after  the 
printing  of  this  matter  consists  of  Messrs.  Robert  Fer- 
rah,  G.  E.  Gibbard  and  W.  H.  Snider.  This  educative 
work  will  make  it  easier  for  druggists  to  pass  the  tax 
on  to  the  purchasers  of  patent  medicines  and  per- 
fumery. 
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Selling  Summer  Sporting  Goods  in  the  Drug  Store 


Good  opportunities  for  druggisti  in  many  communities  to  sell 
summer  sporting  goods — Some  hints  on  how  to  prormte  sales 


MANY  retail  druggists  are  finding  summer  sport- 
ing goods  a  good  selling  as  well  as  a  profitable 
sideline.  Particularly  is  this  so  in  the  smaller 
towns  and  vilages,  where  the  drug  store  is  the  recog- 
nized sporting  goods  centre,  but  even  in  the  larger  cen- 
tres druggists  are  taking  up  sporting  goods  with  a 
good  deal  of  success. 

•  •     • 

The  benefits  accruing  to  the  store  from  the  sale  of 
sporting  goods  are  two-fold.  In  the  first  place  there  is 
a  direct  profit  that  is  appreciable  and  in  addition  the 
handling  of  this  line  attracts  a  good  many  customers  to 
the  store,  affording  an  opportunity  for  the  sale  of  addi- 
tional goods.  Another  point  is  that  it  brings  the  men 
in,  and  to  get  the  men  coming  to  the  store  has  a  value 
that  every  dealer  will  at  once  realize. 

•  •     •  . 

The  variety  of  sporting  goods  for  which  a  demand 
will  be  found  or  can  be  created  during  the  summer 
mouths  is  large.  Baseball  goods  probably  lead  in  vol- 
ume of  sales,  and  ai'e  in  demand  in  every  town,  no  mat- 
ter how  large  or  small  it  may  be.  The  fishing  tackle 
business  is  one  of  no  small  proportions  in  Canada, 
while  soccer  football  and  cricket  are  gaining  much  in 
popularity  on  account  of  the  large  number  of  Old 
Country  people.  Tennis  and  golf  are  also  popular 
amusements  in  many  centres. 

•  •     • 

The  real  palmy  days  for  sporting  goods  are  now 
looming  up  prominently,  and  it  behooves  the  dealer  in 
sporting  goods  to  get  his  campaign  under  way.  The 
advantage  of  an  early  start  lies  in  the  fact  t)hat  it 
stamps  your  store  at  once  as  a  sporting  goods  centre. 

•  •     • 

The  big  harvest  sea-son  in  sporting  goods  is  at  the 
commencement  of  the  season,  when  people  are  pur- 
chasing new  supplies  and  that  is  the  time  when  a  strong 


bid  should  be  made  for  business, 
start  in  the  race  for  this  trade. 


Get  off  to  a  good 


Baseball  supplies  are  big  sellers  in  all  communities, 
and  one  of  the  most  profitable  lines  that  the  druggist 
can  handle.  The  big  leagues  are  already  under  way 
and  enthusiasm  in  this  popular  sport  will  shortly  be 
taking  hold  all  over  the  country.  Every  corner  lot  will 
soon  be  occupied  by  would-be  stars.  There  is  business 
to  be  secured  no  matter  where  you  are  located.  Even 
the  trade  of  the  scrub  team  that  has  never  yet  got  its 
name  into  print  is  worth  going  after — and  don't  forget 
the  trade  of  the  younger  generation,  either. 

*  •     • 

What  are  the  best  methods  of  going  after  this  busi- 
ness? A  little  advertising  is  a  commendable  thing,  but 
featuring  this  line  in  the  window,  where  everyone  who 
passes  can  stop  and  inspect  them,  is  one  of  the  best 
sales  methods  that  the  dealer  has  at  hand.  Now,  when 
interest  is  at  high  tide,  is  the  time  to  hit  a  homer  with 
the  bases  full,  by  using  a  window  trim  that  will  appeal 
to  baseball  players.  We  reproduce  a  good  opening  dis- 
play. It  will  be  a  good  start  in  your  aim  for  a  batting 
average  of  1000  in  the  sales  league. 

•  •    • 

The  dealer  himself  can  frequently  do  much  to  arouse 
interest  in  various  sports  in  his  own  town  or  district, 
and  thus  materially  help  out  sales  in  supplies.  It  is 
good  business  for  him  to  encourage  and  give  support  to 
sporting  organizations  in  his  community. 

One  live  dealer  in  a  small  town  where  there  had  pre- 
viously been  little  baseball  organized  a  church  league 
of  five  teams,  which  played  in  the  evenings.  Another 
dealer  started  tennis,  and  soon  had  many  followers  of 
the  game.    All  this  helped  business. 

Ju.st  now  the  first  flood  of  purchasing  is  commencing, 
and  dealers  should  get  strongly  behind  the  sporting 
goods  department. 


StrikiDK  sporting  goods  window  disiilay.  A  baseball  diamond  was  laid  out  with  bases,  pitolier's  box  and  home  plate,  there 
being  also  as  niany  of  the  inflelders  as  wos  practicable,  together  with  a  realistic  dummy  Hguro  of  a  batsman  in  tlio  act  of 
swatlitigthe  ball.  .\ii  outllelder.  in  the  nnlform  of  the  opposing  team,  was  sliown  in  the  act  of  (matching  tlio  hot  fly,  the 
fliglit  of  whicli  18  lieing  followed  by  the  batter.  At  either  side  were  the  grand-stand  and  bleachers,  score  boai-d  and  players" 
house.  Ibe  remainder  of  tlie  exhibit  was  made  up  of  uniforms,  bats,  balls,  gloves  and  the  various  other  baseball  goods  used 
by  playerfl  of  the  a;ame. 
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Practical  Ideas  and  Methods  That  Have  Been  Tried  Out 


By  retail  druggists  in  various  parts  of  Canada 
and  which  offer  suggestions  to  other  dealers 


A  CLUB  for  the  interchange  of  advertising  matter 
is  an  idea  being  worked  out  by  a  number  of  re- 
tail drug  firms  in  the  United  States  and  Canada. 
There  are  about  15  firms  altogether  in  the  plan,  two  of 
them  being  Canadian — Liggetts,  of  Toronto,  and  Gor- 
don Mitchell  Drug  Co.,  of  Winnipeg.  Bach  of  the  firms 
mails  copies  of  all  ads.  used  to  the  other  members  of 
the  club,  and  these  are  pasted  in  each  firm's  advertising 
scrap  book.  They  give  many  valuable  suggestions  .as 
to  headings,  reading  matter  and  layout  of  ads.,  and  fre- 
quently save  the  ad.  writer  a  good  deal  of  thought  and 
work  in  the  preparation  of  advertising  matter  for  his 
firm.  T.  T.  Kirkby,  of  the  Gordon  Mitchell  Drug  Co., 
Winnipeg,  stated  to  The  Retail  Druggist  that  the  plan 
was  proving  one  of  the  best  things  possible  along  that 
line.  There  is  no  reason  why  other  groups  of  retail 
druggists  in  various  centres  of  Canada  should  not  form 
similar  clubs  for  the  interchange  of  advertising  mat- 
ter. Members  should  be  selected  for  such  a  club  who 
use  much  the  same  kind  of  advertising.  The  inter- 
change would  then  prove  much  more  directly  bene- 
ficial. 


DRUG  AND  JEWELRY  BUSINESS  IN  SAME 
STORE. 

W.  D.  Mitchell,  druggist,  of  Prince  Albert,  Sask.,  has 
his  business  in  the  same  store  as  a  jeweler.  The  store 
is  one  with  two  display  windows,  but  only  one  entrance. 
There  is  no  connection  between  the  two  businesses,  only 
in  the  matter  of  co-operating  to  .attract  customers  with- 
in the  building.  Drug  stock  ranges  down  one  side  and 
jewelry  on  the  other,  with  only  an  imaginary  dividing 
line. 

The  plan  seems  to  work  out  in  a  satisfactory  manner. 
"One  helps  the  other,"  stated  Mr.  Mitchell  to  a  repre- 
sentative of  The  Retail  Druggist.  "Many  customers 
who  come  in  to  look  at  jewelry  come  over  and  buy  arti- 
cles from  me  and  in  turn  tJiose  who  come  in  to  buy 
drugs  frequently  become  interested  in  jewelry.  It 
serves  the  useful  purpose  of  putting  us  in  touch  with 
customers  whom  we  probably  would  not  otherwise 
reach." 


SYSTEM  FACILITATES  WORK  IN  PRESCRIPTION 
DEPARTMENT. 

System  is  the  keynote  of  the  conduct  of  the  store  of 
the  Gordon  Mitchell  Drug  Store  at  336  Portage  Avenue, 
Winnipeg.  Everything  possible  is  systematized  so  as 
to  facilitate  work.  Even  in  the  prescription  depart- 
ment there  is  an  index  book  so  that  any  desired  drug  or 
herb  can  be  speedily  located.  In  the  same  way  in  the 
drawers  containing  pills  and  ointments,  the  different 
varieties  are  properly  indexed,  so  that  no  time  is  lost 
in  finding  any  desired  one.  Thus,  it  is  possible  for  a 
new  clerk  to  go  in  and  get  right  to  work  without  any- 
one being  at  hand  to  show  him  where  each  article  can 
be  found. 

Goods  that  are  frequently  asked  for  are  done  up  in 
advance,  so  as  to  save  both  the  time  of  clerk  and  cus- 
tomer.   The  most  called  for  lines  are  kept  in  a  handy 


position,  so  as  to  save  as  many  steps  as  possible  for 
the  clerk. 


CENTRAL  FEATURE  FOR  CHINA  WARE  WINDOW 

A  good  many  druggists  have  chinaware  departments, 
and  are  on  the  lookout  for  any  new  methods  that  can 
be  used  to  display  these  lines  to  advantage.    A  unique 


How  china  can  be  shown  on  windmill  form  as  central  window  feature . 

plan  is  shown  here,  chinaware  being  shown  on  a  wind- 
mill form.  This  is  a  display  idea  that  is  sure  to  catch 
the  attention  of  the  passersby  and  start  them  thinking 
about  chinaware.  It  makes  an  excellent  central  feature 
for  a  general  display. 

The  windmill  form  is  built  out  of  rough  lumber,  cov- 
ered with  some  suitable  material,  and  the  china  attach- 
ed by  heavy  stickers  of  canvas  pasted  on  the  back  of 
each  piece  and  in  this  way  attached  to  hooks  driven 
into  the  boards. 


FEATURES  OF  AN  EDMONTON  DRUG  STORE. 

A.  Archibald,  druggist,  of  313  Jasper  Avenue  E.,  Ed- 
monton, has  a  big  store  with  two  large  display  win- 
dows, the  tops  of  which  are  circular,  gradually  slop- 
ing down  to  wall  at  the  back. 

The  eigar  department  is  located  at  the  front  of  the 
store.  Candies  are  good  sellers,  the  store  having  the 
exclusive  agency  for  a  popular  line. 

The  ceiling  is  mapped  out  in  squares  with  a  big  elec- 
tric lamp  in  each  one.  These  are  switched  on  separ- 
ately so  that  no  more  than  are  really  required  have  to 
be  kept  burning. 

A  shelf  extends  across  the  rear  of  one  of  the  windows 
and  this  is  used  for  the  display  of  post  cards,  souvenirs, 
etc. 


May,  1915 


THE  RETAIL  DRUGGIST  OP  CANADA. 


19 


PROMOTING  THE  SALE   OF   OLIVE   OIL. 

McDtTuiid  &  Jury,  corner  of  George  and  Charlotte 
Streets,  Peterboro,  Out.-,  ran  a  good  talk  in  their  ad- 
vertising space  in  the  local  paper  on  ''Olive  Oil  as  a 
Food,"  in  which  its  good  points  were  emphasized  in  a 
competent  manner.    The  talk  read  : 

One  of  the  most  sensible  things  inaugurated  of  late 
is  the  taking  of  olive  oil  as  food  and  medicine.  Phy- 
sicians have  advised  such  uses  of  the  oil,  but  it  has 
only  been  of  recent  date  that  it  has  become  a  "fad." 
It  has  been  proved  in  many  eases  to  be  not  only  a  cor- 
rective of  the  liver,  but  a  food  for  the  system  as  well, 
and  is  of  great  benefit  for  weak  stomach  and  bowels. 
The  dose  is  usually  a  teaspoonful  of  oil  t-o  be  taken  half 
an  hour  before  breakfast  and  half  an  hour  after  supper. 
The  oil  may  be  freely  used  with  vegetables  and  on 
salads,  as  it  is  harmless  and  beneficial.  Its  use  may  be 
continued  for  years,  and  in  assisting  the  liver  to  do  its 
work  (it  is  in  most  cases  mildly  cathartic),  the  com- 
plexion is  cleared  of  the  ugly  brown  spots  and  leathery 
yellow  appearance  due  to  torpidity  of  the  liver.  The 
taste  is  not  unpleasant,  although  a  liking  for  it  has,  in 
most  instances,  to  be  acciuired.  But  very  few  effective 
medicines  are  reall.v  finely  flavored,  although  any  un- 
pleasant taste  can  be  disguised.  Many  physicians 
strongly  recommend  its  uses,  both  internal  and  ex- 
ternal. It  is  excellent  to  use  after  the  bath,  and  many 
delicate  persons — especially  children — are  greatly 
benefited  by  being  massaged  with  it.  The  best  quality 
oil  can  be  procured  in  25c  and  50c  bottles. 

The  sale  of  olive  oil  has  increased  to  a  wonderful  ex- 
tent in  recent  years  and  there  is  no  reason  why  it 
should  not  continue  to  do  so,  if  dealers  will  only  give  it 
a  little  selling  attention.  Bring  it  to  the  notice  of  cus- 
tomers and  point  out  its  value. 


MAKING  BIRTHDAYS  PAY. 

A  druggist  who  passed  his  spare  minutes  by  looking 
over  the  birth  records  in  the  local  papers  and  clipping 
them  for  his  diary  has  evolved  a  perpetual  birthday 
calendar.  He  does  business  in  a  city  of  60,000  inhabit- 
ants. After  following  the  births  for  two  or  three  years 
he  has  many  names.  Then  about  a  week  before  one  of 
these  children  has  a  birthday,  he  sends  to  the  mother 
a  neatly  typewritten  letter  something  like  this: 

"Dear  Madam:  We  believe  your  little  boy 

(or  girl)  will  be years  old  on  the day 

of .    We  beg  to  call  your  attention  to  the 

fact  that  we  have  a  very  large,  beautiful  and 
well  selected  stock  of  children's  toys,  dolls, 
picture  books,  birthday  presents,  etc.,  and  if 
you  will  be  so  kind  as  to  drop  into  our  store 
some  time  within  the  next  day  or  so  we  feel 
sure  that  you  will  find  something  in  the  way 
of  a  birthday  present  which  will  please  your 
little  one.  If  she  (or  he)  is  to  have  a  birthday 
party  we  believe  you  and  your  friends  will  find 
our  stock  the  most  complete  and  beautifully 
displayed  in  the  city." 

What  mother  would  not  be  surprised  to  get  such  a 
letter  from  a  total  stranger?  Even  if  she  did  not  avail 
herself  of  the  invitation  to  call  and  buy  a  present  she 
would  be  sure  to  feel  kindly  toward  the  firm,  and 
might  become  a  customer.  Clipping  birth  notices  took 
but  little  of  the  druggist's  time.  A  delicate  compliment 
was  implied  in  the  letter.  It  contained  a  touch  of  human 
interest  and  courtesy  which  had  a  good  effect. 


WINDOW  DISPLAY  WITHOUT  MERCHANDISE 

Another  out-of-the-usual  window  is  that  in  which 
no  merchandise  is  shown,  but  made  up  wholly  of  show 
cards.  Such  a  window  was  used  some  time  ago.  Speak- 
ing of  it  the  trimmer  said: 

"The  idea  of  this  somewhat  original  display  was  sug- 
gested to  me  through  one  of  the  department  managers 
continually  asking  me  to  place  a  sign  in  one  of  my  win- 
dows calling  attention  to  some  special  in  his  depart- 
ment. The  desired  signs  were  put  in  for  him  and  one 
day  I  asked  him  if  they  did  any  good.  He  replied  that 
they  certainly  did  do  good.  So,  I  thought,  if  one  sign 
would  bring  business  to  a  department,  fifty  should  help 
all  of  the  departments  represented.  We  resolved  to 
try  the  scheme  out  and  make  an  accurate  observation 
as  to  the  results. 

Brought  Good  Results 

This  window  was  put  in  as  an  experiment.  In  it  were 
placed  38  signs.  By  accurate  count,  there  were  more 
than  200  calls  for  the  items  advertised  by  the  cards. 
These  calls  were  directly  traceable  to  this  window,  as 
none  of  the  items  advertised  by  the  show  cards  were 
mentioned  in  the  newspaper  advertising  of  that  day. 
This  window  was  put  in  Thursday  noon  and  the  sales 
started  Friday  morning,  so  the  cards  had  36  hours  in 
which  to  exercise  their  pulling  power.  The  only  piece 
of  merchandise  in  the  entire  window  was  a  piece  of 
drapery  swung  from  a  six  foot  pedestal  to  the  ceiling 
and  floor.    The  window  is  18  feet  long  and  7  feet  deep. 


HINTS  FOR  THE  DEALER. 

Do  you  push  seasonable  goods? 

Constantly  study  new  methods  of  pushing  your 
goods. 

Have  you  an  ideal  regarding  your  store?  If  so,  how 
near  does  your  place  of  business  reach  that  ideal? 

Do  you  know  how  much  each  department  in  your 
store  is  making  for  you  in  profits?  Do  you  even  know 
it  is  paying  any  profit? 


He  Should  Have  Spelt  It 

A  young  lady  entered  the  fur  store  and  the  polite 
salesman  came  forward. 

"I  wish  to  get  a  muff;"  she  said. 

"Yes'm,"  said  the  salesman,  "what  fur?" 

The  young  lady  looked  surprised.  "Why,'"  she  said, 
"to  keep  my  hands  warm,  of  course." 


SEND  ALONG  MERCHANDISING  IDEAS 
AND  METHODS 

EVERY  druggist  has  a  number  of  little  ideas  or 
methods  that  he  has  worked  out  and  is  finding 
of  value  to  him  in  his  business.  Frequently,  it  ia 
the  case  that  some  of  these  little  things  have  not  oc 
curred  to  the  other  fellow,  but  could  be  used  to  ad- 
vantage by  him  if  brought  to  his  notice.  The  purpose 
of  The  Betail  Druggist  is  to  carry  on  an  interchange 
of  business  methods  and  ideas,  and  we  invite  you  to 
send  along  to  us  any  little  method  or  idea  that  you 
are  using  in  your  business  to  advantage.  This  reci- 
procity in  merchandising  plans  and  ideas  cannot  help 
but  prove  of  great  benefit  to  all  concerned.  Let  us 
hear  from  you.  We  will  appreciate  it,  and  so  will 
your  brother  druggists  all  over  Canada. 
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Putting  the  Punch  into  Drug  Store  Displays 

L.  H.  Stover,  with  C.  H.  Willson,  Saskatoon,  Sask-,  has 
gone  a  long  way  towards  learning  how  to  put  the  punch 
into  display— Suggestions  for  others  from  his  methods 

BY  A  STAFF  EDITOR 


A  GOOD  many  drug  store  displays  lack  the  neces- 
sary "punch"  to  put  them  into  the  attention-at- 
tracting and  sales-producing  class.  How  many 
displays  we  encounter  that  are  just  passable — perhaps 
not  bad  enough  to  bring  forth  any  unfavorable  com- 
ment, yet  lacking  the  "something"  that  will  impress. 
They  are  passed  by  unconcernedly  like  the  ordinary 
things  of  life  generally  are.  They  do  not  enthuse  or  in- 
spire to  action.  They  do  not  produce  results —  at  least 
not  the  maximum  results.  The  truth,  in  short,  is  that 
they  lack  the  "punch." 

t 
Saskatoon  Man  Turns  Out  Displays  With  Strong  Punch 

It  was  while  on  an  editorial  visit  to  Saskatoon,  Sask., 
that  the  writer  came  across  a  drug  clerk  who  has  gone 
a  long  way  towards  learning  how  to  put  the  "punch" 
into  displays.  Back  of  his  success  in  this  direction  is, 
no  doubt,  his  deep  interest  in  the  work  of  arranging 
displays,  from  which  he  may  see  direct  results  coming. 
There  is  a  deep  satisfaction  to  him,  as  undoubtedl.y 
there  is  to  every  person  turning  out  displays  that  at- 
tract attention  and  create  sales.  Therefore,  he  has 
made  quite  a  study  of  the  producing  of  displays  tha^: 
will  not  only  appeal  to  the  eye,  but  which  will  sell 
goods.  The  clerk  in  question  is  L.  H.  Stover,  with  C. 
H.  Willson,  of  Saskatoon,  and  the  general  high  grade 
of  both  interior  and  window  displays  in  this  store 
speaks  highly  of  the  decorator's  ability  for  this  work. 

Gives  Study  and  Effort  to  Work, 

No  doubt,  a  good  deal  of  Mr.  Stover's  success  in  this 
direction  is  due  to  the  study  and  effort  that  he  puts 
into  the  work,  and  the  time  he  puts  into  planning  and 
working  out  displays  that  will  be  above  the  ordinary. 
His  employer  gives  him  a  good  deal  of  a  "free  hand," 
and  he  is  thus  able  to  bring  his  full  initiative  into  plav. 
Just  here,  I  would  like  to  urge  that  dealers  give  clerks 
who  look  after  display  work  more  of  a  free  hand  than 
many  are  inclined  to.  A  man  does  better  work  when 
he  is  not  restricted  too  much.  He  then  feels  that  he  is 
responsible  for  this  work,  and  is  likely  to  put  more 
thought  and  effort  into  it. 

Has  Workshop  in  Basement. 

Mr.  Stover's  heart  is  in  his  work,  and  that  is  an  essen- 
tial in  order  to  produce  the  best  results.  The  enthixsi- 
asm  with  which  he  explained  to  the  writer  how  he  has 
worked  out  various  displays  showed  his  deep  interest. 
Down  in  the  basement  he  has  a  little  workshop  where 
he  builds  many  fixtures  of  his  own,  and  creates  many 
fancy  arrangements  that  add  much  to  the  appearance 
of  displays.  Here  he  stores  away  any  trimmings  that 
come  to  hand  that  will  come  in  useful  in  arranging  dis- 
plays. The  reader  does  not  want  to  run  away  with  the 
impression  that  he  spends  a  good  deal  of  time  in  this 
workshop  of  his,  when  he  should  be  looking  after  sales, 
for  he  does  not.  Whenever  he  wants  to  arrange  any- 
thing special  he  can  do  it  there  with  the  greatest  rapid- 
ity, because  he  has  things  conveniently  arranged. 


As  an  incentive  to  the  best  display  work,  it  is  neces- 
sary that  a  person  be  fully  convinced  that  it  is  valuable 
in  making  sales.  That  is  probably  the  reason  that  some 
dealers'  interest  in  display  is  only  lukewarm — they 
have  never  followed  its  value  close  enough  to  be  en- 
thused into  putting  effort  into  it  that  would  produce 
real  big  results.  Mr.  Stover  is,  however,  convinced  of 
the  value  of  display  in  getting  business,  and  particu- 
larly of  the  value  of  window  display.  This  is  because 
he  sees  such  a  large  amount  of  business  coming  in  as  a 
result  of  the  windows. 

Instance  of  What  Interior  Display  Will  Do. 

The  proper  kind  of  interior  display  is  also 
of  a  great  deal  of  value  in  creating  sales,  in  his 
estimation.  Of  this,  too,  he  has  had  much  proof.  He 
instanced  a  case  of  having  on  hand  six  dozen  of  a  face 
massage  cream  that  was  not  known,  and  which  had 
not  sold.  It  had  been  hidden  away  in  an  unprominent 
corner.  He  took  it  out  and  made  a  dainty  display  on 
the  main  counter  with  a  can  opened  so  that  customers 
could  see  what  it  was  like.  A  price  card — the  regular 
price — was  put  on  the  display.  Not  only  was  this  stock 
that  had  been  sticking  worked  off,  but  a  good  trade 
was  built  up  in  the  line.  Thus  is  shown  what  can 
be  done  by  proper  display. 

Many  New  Display  Ideas  Can  be  Worked  Out. 

"It  is  wonderful,"  stated  Mr.  Stover,  "how  many 
display  ideas  can  be  worked  out  if  a  person  only  gives 
some  thought  and  study  to  the  work."  He  makes  a 
policy  of  changing  things  around  and  of  constantly  in- 
jecting some  new  feature  into  displays.  Fancy  display 
fixtures,  such  as  shown  in  the  display  on  the  next  page, 
are  extensively  used.  Such  a  fixture  will  be  used  in  the 
window  and  afterwards  in  the  store  interior.  Then  it 
will  be  put  away,  and  later  on  brought  out  and  used 
again,  with  different  goods  or  with  some  slight  change. 

Some  Hints  on  Making  Fancy  Fixtures. 

"These  fancy  display  fixtures  are  easily  constructed 
once  one  gets  a  little  practice  at  making  them,"  states 
Mr.  Stover,  "and  it  is  wonderful  the  different  ideas  of 
arrangement  that  will  suggest  themselves  when  one 
gets  interested  in  the  work.  I  have  many  fixtures  that 
have  been  made  by  hand,  and  at  an  exceedingly  low 
cost — sometimes  practically  nothing.  Display  stands 
do  not  always  have  to  be  finely  finished.  For  instance, 
for  a  window  pedestal,  I  frequently  use  a  rough  board 
nailed  on  top  of  a  piece  of  wood.  I  will  drape  this  with 
cloth,  catching  it  in  around  the  centre  with  a  ribbon, 
and  have  a  fine  display  stand.  The  same  cloth  and  rib- 
bon can  be  used  a  number  of  times." 

Many  little  artistic  display  arrangements  have  been 
fixed  about  the  store.  Flowers,  foliage  and  palms  are 
made  good  use  of  to  give  an  artistic  touch  to  displays. 
Showcards  are  also  made  good  use  of.  These  are  the 
things  that  assist  materially  in  putting  the  "punch"  of 
which  I  have  spoken,  into  his  displays. 
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Some  Window  Trims  that  Proved  Business  Getters 

Arranged  by  L.  H.  Stover  for  C.  H.  iVilbon  of  Saikatoon,  Sask- 


WE  give  here  a  number  of  practical  suggestions 
for  window  trims  that  have  proved  their 
worth  by  producing  results  for  C.  H.  Willson, 
of  Saskatoon,  Sask.  They  were  described  to  the  writer 
by  L.  H.  SVover,  who  arranged  them  in  the  Willson 
store.  Mr.  Stover  is  an  enthusiastic  student  of  drug 
store  window  trimming,  and  no  doubt  the  suggestions 
here  set  forth  will  be  found  of  practical  value  by  other 
dealers  and  clerks. 

Window  Display  Advice  in  Brief. 

The  window  trimming  policy  of  Mr.  Stover  may  be 
briefly  summed  up  as  follows: 

Displays  are  changed  regularly  once  a  week. 

Tries  to  work  out  some  original  feature  in  each. 

Crowding  in  displays  is  carefully  avoided. 

Selling  power  is  not  sacrificed  to  secure  attractive- 
ness. 

Detailed  comment  on  these  rules  is  hardly  necessary, 
as  the  value  of  each  is  generally  recognized.  It  is  well, 
however,  to  constantly  impress  them  on  the  trimmer. 
It  is  quite  true,  as  Mr.  Stover  points  out,  that  a  window 
may  be  an  attractive  one  in  the  fact  that  it  appeals  to 
the  eye,  and  yet  fall  down  in  its  real  object — that  of 
selling  goods.  It  is  certainly  well  to  aim  for  attract- 
iveness in  displays,  but  selling  value  should  not  be  sac- 
rificed to  attain  it. 

Candy  Display  That  Stopped  Automobile. 

A  window  that  stops  an  automobile — not  in  the  man- 
ner that  a  telephone  post  would — but  by  containing  a 
display  that  appeals  to  the  person  in  a  passing  automo- 
bile in  a  way  to  stop  him  and  bring  him  into  the  store 
to  buy,  must  be  a  valuable  trade  attractor.  This  was 
the  work  accomplished  by  a  candy  window  arranged  by 
Mr.  Stover  before  he  barely  had  it  finished.  A  gentle- 
man passing  in  an  automobile  came  in  and  brought  .$4 
worth  of  candy. 

The  central  feature  of  this  display  was  a  big  canopy 
shaped  fixture,  much  like  an  umbrella  on  top  of  a  pole, 
only  it  was  made  of  crepe  paper  of  various  colors.  There 
was  a  cut-out  of  a  boy  and  a  girl  in  a  hammock  with  a 
pedestal  on  one  side  on  which  was  placed  a  figure  of  a 
baby  with  crepe  paper  tacked  on  to  represent  wings, 
thus  making  an  excellent  cupid.  Prom  cupid's  hands 
white  ribbons  stretched  down  and  encircled  the  boy 
and  girl  and  a  box  of  candy.  A  plain  arrangement  of 
candy  completed  the  display. 

Big  Demand  for  Peroxide  Created. 

In  a  display  of  peroxide,  the  word  "Peroxide"  was 
spelt  out  in  letters  of  pink  on  a  blue  background  across 
the  rear  of  the  window.  A  big  pyramid  was  construct- 
ed out  of  boxes  varying  in  size  which  had  been  especi- 
ally put  away  from  time  to  time,  so  as  to  make  easy  the 
erection  of  just  such  a  pyramid  when  needed.  Goods 
were  shown  on  each  step  of  the  pyramid  as  well  as  on 
plate  glass  platform  across  the  top  of  the  pyramid.  At 
the  front  was  a  round  stand  with  three  shelves,  on  each 


side  of  which  stood  a  small  pedestal.    Showcards  con- 
tained such  appropriate  selling  messages  as: 

"The  most  valuable  article  in  the  medicine  chest." 
"Prevents  blood  poisoning  in  cuts  and  wounds." 
The  store  experienced  a  big  demand  for  peroxide  as 
a  direct  result  of  this  window  display. 

Miniature  Tepee  of  Chamois  Skins. 

In  a  chamois  display,  two  racks  were  arranged  that 
came  together  at  an  angle  at  the  rear  corner.  Chamois 
skins  were  draped  from  these.  In  the  centre  was  shown 
a  miniature  tepee  built  out  of  skins  with  black  rods 
sticking  out  at  the  top  in  regulation  tepee  style.  Repre- 
sentations of  Eskimo  men  were  shown  in  the  window. 


Sample  window  display  by  L.  H.  Stover  in  the  store  of  C.  H.  Willson  of 
Sankatoon,  Saak.  Note  the  attractive  canopy  shaped  fixture  at  the  rear. 
With  slight  change  this  fixture  could  be  used  as  a  central  feature  in  a 
number  of  difTerent  displays.  Rend  in  accompanying  article  about  some 
of  the  window  trims  arranged  by  M  r.  Stover  that  proved  business  getters. 

The  floor  was  covered  with  chamois  skins.  This  cen,- 
tral  feature  attracted  attention  to  the  display,  and  got 
people  thinking  about  the  purchase  of  the  line  shown. 
Appropriate  selling  messages  appeared  on  showcards. 

A  Hot  Water  Bottle  Display. 

A  hot  water  bottle  display  that  sold  an  enormous 
quantity  of  this  line  was  arranged  with  two  racks  as 
the  chamois  window  described  above.  The  bottles 
were  hung  two  deep  on  these  racks,  giving  the  appear- 
ance of  an  immense  display.    One  single  bottle  was  sus- 
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pended  iu  the  centre  with  a  showxiard  on  which  the 
price  was  quoted. 

Moth  balls  are  a  difficult  article  to  show  in  the  win- 
dow. Mr.  Stover  arranged  a  moth  ball  showeard  by 
working  the  words  out  on  a  board  with  moth  balls  at- 
tached with  white  glue.  It  proved  a  good  central  fea- 
ture for  a  window  display,  and  no  doubt  could  be  used 
by  other  dealers  to  advantage  this  spring. 

Special  Fixture  to  Show  Tooth  Brushes. 

When  any  special  showing  of  tooth  brushes  is  made, 
they  are  generally  displayed  on  the  floor  or  on  strings 
in  the  window.  Mr.  Stover  built  a  special  background 
piece  in  half  circular  form  out  of  barrel  hoops  and 
trimmed  it  with  purple  crepe  paper.  The  contrast  of 
white  brushes  on  this  fixture  proved  quite  attractive. 
The  brushes  were  attached  to  the  fixture  with  elastics, 
but  the  elastics  were  fastened  close  to  the  brush  part 
and  so  were  scarcely  discernible  to  the  onlooker.  Other 
brushes  were  arranged  about  the  window,  and  a  big 
showeard  was  used. 

Revolving  Fixture  Out  of  Old  Bicycle  Wheel. 
A  window  display  with  a  revolving  fixture  as  a  cen- 


FORMULARY 

Special  'Preparations  for  the  Druggist 


A  well  arranged  window  of  absorbent  cotton,  bandages,  gauze  and 
dresBings  put  in  by  L.  H.  Stover  with  C.  H.  Willson  of  Saskatoon. 
Read  hie  window  trimming  methods  on  two  preceding  pages. 

tral  feature  was-arranged  out  of  an  old  bicycle  wheel. 
Vanes  of  cardboard  were  interwoven  with  the  spokes 
of  the  wheel,  and  an  electric  fan  used  to  revolve  it. 

In  a  display  of  shaving  brushes,  they  were  tacked  on 
to  a  fixture  by  ribbon  circled  around  the  handles.  Many 
designs  can  be  worked  out  in  this  way,  and  by  a  suit- 
able contrast  between  ribbon  and  background,  an  ef- 
fective display  worked  out. 


She  Needed  a  Lot  of  It. 

Henpeck :  "Is  this  the  office  of  Quigley's  Quick 
Cure?" 

Patent  Medicine  Man:  "Yes." 

"Gimme  six  bottles  for  my  wife." 

"Tried  all  other  remedies  without  success,  eh?" 

"No;  she  ain't  ill  at  all;  but  I  saw  in  your  advertise- 
ment where  a  woman  wrote  after  taking  six  bottles,  'I 
am  a  different  woman, '  and  I  have  hopes, ' ' 


Peroxide  Tooth  Paste. 

Precipitated  chalk   4  ounces 

Orris  root 1  ounce 

Magnesium  peroxide   1  ounce 

Oil   of  peppermint    10  drops 

Oil  of  cinnamon 5  drops 

Oil  of  cloves '.  3  drops 

Glycerin  and  water,  enough. 

Mix. 

Peroxide  Tooth  Powder. 

Magnesium  peroxide 2       drams 

Chalk 1       ounce 

Powdered   cuttlefish   bone    Vi  ounce 

Powdered  soap Va  ounce 

Powdered  sugar  of  milk V^  ounc; 

Liquid   carmine    15       drops 

Perfume,  to  suit. 

Mix  well  and  pass  through  fine  sieve. 

Spray  for  Dry  Catarrh. 

The  following  formula  for  a  spray  to  be  used  in  dry 
catarrh  is  taken  from  the  Northwestern  Druggist : 

Eucalyptol 2  fluid  drams 

Oil  of  cassia 40  minims 

Oil  of  gaultheria 40  minims 

Menthol 40  grains 

Liquid  petrolatum 4  fluid  ounces 

Mix  and  use  in  an  oil  nebulizer. 

Liquid  Shampoo 

The  following  formula  for  a  liquid  shampoo  that  will 
not  deposit  a  sediment  on  standing  is  given  by  the 
Bulletin  of  Pharmacy  of  Detroit : 

Sodium  hydroxide 80  grammes. 

Potassium  hydroxide    80  grammes. 

Cottonseed  oil   1000  Cc. 

Alcohol 500  Cc. 

Water,  sufficient  to  make 2500  Cc, 

Dissolve  the  hydroxides  in  500  Cc,  water.  After 
solution  has  been  effected,  add  the  alcohol,  and  finally 
the  cottonseed  oil,  in  several  portions,  and  shake  thor- 
oughly. Allow  to  stand  for  several  hours,  shaking  the 
mixture  occasionally,  until  thoroughly  saponified. 
Finally  add  water  sufficient  to  make  2500  Cc, 

To  the  soap  liquid  thus  prepared  add: 

Potassium  carbonate   , 50  grammes 

Terpineol   '. 12  Cc. 

Evergreen  "A"  sufficient  to  produce  a  grass-green 

color. 

Softening  Tanned  Skin 

According  t«  Keller's  Cosmetics,  nothing  is  better 
for  this  purpose  than  a  mixture  of  equal  parts  of 
glycerin  and  orange  flower  water.  Of  course,  rose 
water  could  be  substituted  for  the  orange  flower  water 
and.  if  desired,  the  finished  product  eould  be  appro- 
priately colored. 

Comparative  Values 

Willie — Paw,  what  is  the  difference  between  genius 
and  talent? 

Paw — Talent  gets  paid  every  Saturday,  my  son. 
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Hints  for  the  Dealer  on  Advertising 

The  Why  and  How  of  publicity 

MODERN  advertising  is  a  science  and  requires  a 
good  deal  of  thought  and  brains  to  make  it  a 
paying  proposition.  The  three  most  important 
points  to  be  considered  are,  when,  how  and  what  to 
advertise.  A  merchant  who  strives  to  make  his  busi- 
ness a  successful  and  profitable  one  keeps  pushing  all 
the  time  and  needs  to. 

The  moment  he  lets  things  drift  with  the  tide,  he  goes 


Satisfaction  for 
Shavers 

We  have  it  in  abundance, 
-RAZORS  that  hold  their  edge. 
—BRUSHES  that  do  not  shed. 
—SOAPS  that  lather  perfectly. 
—STROPS  at  all  prices. 
—LOTIONS  to  free  the  skin  from  irrita- 
tions and  leave  it  in  readiness  (or 
the  next  shave. 

We  have  them  all,  at  prices  to  suit 
ev«ry  man,  and  quality  the  best  obtain- 
able. 

Pingles  Drug  & 
Book  Store 


they  were,  they  are  immediately  forgotten,  and  the 
money  spent  is  wasted. 

A  Cure  for  Dull  Trade. 

A  merchant  once  said  to  the  solicitor  for  a  newspaper 
that  he  could  not  afford  to  advertise  now  as  business 
was  dull  and  sales  were  not  up  to  the  standard ;  a  bad 
mistake  on  the  part  of  the  merchant.  The  most  import- 
ant time  to  advertise  is  when  business  is  dull. 

Advertising  is  the  means  to  bring  business,  and  the 
time  to  go  after  it  with  energy  is  the  time  when  it  is 
dull. 

A  merchant  who  does  a  clean  and  square  business 
and  is  not  afraid  to  back  up  his  goods  with  his  name 
and  reputation  is  the  man  who  can  afford  to  advertise. 
The  only  people  who  cannot  afford  to  invest  their 
money  to  bring  to  the  public's  notice  the  good  points  of 
their  goods  are  those  who  have  not  confidence  enough 
in  their  goods  to  back  them  up  with  printed  claims  con- 
cerning them.  The  time  to  advertise  is  right  now  and 
every  day,  and  do  not  put  it  off  until  to-morrow.  How 
to  advertise  depends  a  great  deal  upon  the  class  of  peo- 
ple the  advertising  reaches  in  the  community. 

Certain  kinds  of  advertising  will  appeal  to  some  com- 
munities, while  in  another  it  will  be  a  failure,  accord- 
ing to  the  sentiment  of  the  people. 


How  a  Medicine  Hat.  Alberta,  drug  store  ad- 
vertises shaving  accessories  in  small  space, 

on  the  downward  path  and  the  result  is  a  failure  in  the 
end. 

The  same  terms  may  be  applied  to  advertising.  Push, 
interest  and  observation  are  required  to  make  a  success- 
ful advertiser. 

Observe  Ads.  of  Other  Dealers. 

Observation  is  another  essential  point  in  succe.ssful 
advertising.  Observe  what  the  other  man  does  and  im- 
prove on  his  methods  as  well  as  upon  your  own.  By 
close  observation  of  the  advertising  which  appears  in 
the  papers  every  day  a  man  can  gain  more  practical 
knowledge  of  the  advertising  proposition  than  in  any 
other  way.  The  first  point  to  be  considered  is  when  to 
advertise.  A  good  many  merchants  have  the  spasmodic 
advertising  habit,  and  instead  of  keeping  at  it  continu- 
ously they  take  now  and  then  a  large  space,  insert  a 
big  advertisement  and  then  let  matters  slide  along  un- 
til they  again  get  the  notion  to  take  another  plunge. 
This  sort  of  adverti.sing  is  not  a  paying  proposition,  and 
the  sooner  it  is  dropped  the  better  for  the  firm. 

Persistent  Advertising  Necessary. 

A  merchant  must  keep  his  name  and  goods  before  the 
people  all  the  time,  and  to  do  this  means  a  continual 
advertising  campaign — a  campaign  that  will  mean  to 
go  at  it  and  keep  at  it  as  long  as  business  is  expected  to 
keep  up  and  increase. 

There  are  a  good  many  advertisers,  and  a  large  per- 
centage of  them  are  retail  merchants  who  do  not  use 
space  in  the  newspapers  regularly  but  will  bite  at  some 
scheme  such  as  special  editions,  church  papers,  show 
bills,  etc.  These  advertisements  are  practically  worth- 
less.   They  are  seldom  read  by  the  public,  and  even  if 


FIRM  BELIEVER  IN  CIRCULARS  FOR  RESIDEN- 
TIAL SECTION. 

Walter  A.  Howell,  druggist,  of  Hamilton,  Ont.,  is  a 
firm  believer  in  the  value  of  circulars  ii}  getting  trade 
for  the  store  in  a  residential  section  of  a  city,  and  uses 
them  extensively  in  making  a  bid  for  business.  "I 
am  a  firm  believer  in  this  style  of  advertising  for  the 
man  who  has  not  an  uptown  store,"  was  Mr,  Howell's 
statement  to  The  Retail  Druggist,  "If  I  had  a  store 
in  an  uptown  section,  I  would  surely  use  newspaper 
space,  I  have  used  this  form  of  advertising  in  my 
business  during  the  past  tea  yoai-s,  and  can  only  look 


Telephone  your  orders   to    our  Store  and  we  will  deliver 

promptly  to  any  part  of  the  City  by  our  C.  O.  D. 

Service.    Two  Telephones,  3538  and  3539. 


SEE 

OUR 

Get  it  at  HowelVs 

WINDOWS 

SEE 

OUR 

WINDOWS 


Walter  A.  Howell 

THE  DRUGGIST 
King  and  Emerald  Streets      Phones  3538  and  3539 


Walter  A.  Howell  of  Hamilton,  in  the  circulars  he  sends  out,  urges 
customers  to  see  his  windows. 

at  my  increased  sales  in  that  time  to  convince  myself 
that  I  am  right." 

Mr.  Howell  gives  a  good  deal  of  attention  to  win- 
dow display,  and  makes  a  practice  of  emphasizing  the 
same  goods  in  his  advertising  and  his  windows  at  the 
same  time.  In  the  circulars  he  sends  out  he  urges  his 
customers  to  see  his  windows.  Connecting  advertising 
and  tho  windows  up  together  is  generally  found  to  pro- 
duce the  best  results. 
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Brandon  Druggist  Finds  Soda  Department  Profitable 

p.  A.  Kennedy,  of  Brandon,  Man.,  who  took  "P  ^o  ^rtd  ice  cream  five 
years  ago  has  made  it  big  department — Features  of  his  business  methods 


Bt  a  staff  editor 


TO  the  drug  store  that  is  anyways  favorably  located 
the  soda  fountain  and  ice  cream  parlor  open  up 
an  important  and  profitable  sideline,  if  the  dealer 
is  prepared  to  make  a  worth  while  bid  for  this  busi- 
ness. Fi'equently  the  dealer  who  is  well  situated  to  get 
business  in  this  line  will  fail  to  take  advantage  of  the 
opportunity  at  hand,  until  the  profit  is  driven  home  to 
him  by  the  results  attained  by  some  other  dealer.  For 
this  reason,  the  experiences  of  P.  A.  Kennedy,  of  Bran- 
don, Man.,  with  a  soda  department,  will  no  doubt  be  of 
interest  to  other  druggists. 

Palm  Garden  to  Rear. 

Mr.  Kennedy  first  took  up  soda  and  ice  cream  five 
years  ago,  and  since  that  time  it  has  developed  into  an 
important  department  with  him.  The  fact  that  receipts 
have  run  up  as  high  as  $75  on  some  of  the  warm  days 
in  summer  shows  just  what  a  valuable  supplement  this 


get  a  line  on  profits.  If  results  are  not  satisfactory  the 
matter  can  be  taken  up  with  the  dispenser.  For  in- 
stance, one  month  when  profits  were  found  to  be  low, 
an  investigation  showed  that  the  concentrated  syrup 
used  in  sodas  was  costing  three  cents  per  glass  instead 
of  one  cent.  This  was  soon  remedied,  but  the  important 
point  is  that  without  a  method  of  checking  up  regularly 
this  leak  would  probably  have  continued  on  inde- 
finitely. 

Candy  Good  Associated  Line. 

The  candy  department  is  one  that  works  in  well  with 
ice  cream  and  soda.  A  special  showcase  is  devoted  to 
the  line,  bringing  it  prominently  to  the  attention  of  the 
young  men  with  lady  friends  who  visit  the  palm  gar- 
den. Package  goods  are  favored  because  there  is  no 
loss  in  weighing,  and  when  a  sale  is  made,  the  exact 
gross  profit  on  it  is  known,  whereas  with  bulk  goods  it 
is  difficult  to  know  just  what  is  being  lost  by  over- 


interior  view  of  the  drug  store  of  P.  A.  Kennedy,  of  BrftndOD,  Man.,  features  of  whose  business  are 
set  forth  in  the  accompanying  article. 


line  is  to  his  business.  This  has  been  found  possible 
with  only  a  limited  space  to  devote  to  the  line,  too.  The 
fountain  occupies  a  prominent  position  at  one  side  of 
the  store,  while  to  the  rear  is  a  small,  but  well  arranged 
palm  garden.  Mr.  Kennedy  pointed  out  to  the  writer 
that  not  only  does  the  line  pay  an  appreciable  profit  it- 
self, but  it  attracts  a  lot  of  customers  to  the  store,  and 
naturally  helps  business  in  other  lines. 

Soda  Department  Conducted  Separately. 

The  soda  department  is  conducted  separately,  just  as 
if  it  were  a  distinct  business,  and  thus  has  to  stand  on 
its  own  feet  in  the  matter  of  profits.  "It  is  the  only 
plan  to  follow  with  such  a  department,"  stated  Mr. 
Kennedy,  "for  while  there  is  a  good  profit  in  this  line 
if  properly  conducted,  there  is  also  a  chance  for  loss  if 
it  is  not.  Unless  conducted  separately,  it  would  be  im- 
possible to  tell  whether  it  was  paying  or  not." 

Purchases,  sales  and  expenses  for  this  department 
are  listed  separately,  and  cheeked  up  once  a  month  to 


weight.  Even  hard  boiled  candies  are  done  up  in  pack- 
ages, selling  at  set  prices.  Advertising  stickers  are 
placed  on  all  candies  leaving  the  store. 

Sales  Tabulated  Separately. 

Cameras  with  printing  and  developing  form  a  branch 
of  no  mean  size,  and  like  the  soda  department,  is  con- 
ducted separately  in  the  matter  of  sales.  Sales  of  their 
own  preparations  are  also  tabulated  separately,  while 
by  means  of  special  keys  on  the  cash  register  the  sales 
of  their  own  preparations  by  each  clerk  are  also  kept 
track  of.  These  system  features  prove  very  valuable 
in  keeping  a  line  on  the  progress  of  the  business,  an  es- 
sential in  conducting  a  store  in  these  days  of  higher  ex- 
penses and  keen  competition. 

As  Mr.  Kennedy  points  out,  "the  druggist  of  to-day 
has  to  be  first  and  foremost  a  business  man  and  take  up 
many  sidelines  that  did  not  belong  to  the  drug  trade  in 
the  days  of  our  grandfathers,  but,  nevertheless,  that  is 
no  reason  for  neglecting  the  drug  and  dispensing  end 
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of  the  business,  because  it  is  the  hub  around  which  the 
rest  revolve. ' ' 

Supplies  Local  Institutions  With  Drugs. 

The  fact  of  the  matter  is  that  his  store  makes  a  fea- 
ture of  drugs  and  has  the  supplying  of  many  of  the 
local  public  institutions,  including  the  Brandon  General 
Hospital,  the  Brandon  Insane  Asylum,  the  Ruthenian 
and  Indian  Training  Schools,  together  with  the  Army 
Service  Corps  which  has  been  located  in  Brandon.  He 
finds  that  this  is  not  only  good  business,  but  the  faet 
that  he  supplies  them  is  good  advertising  for  the  store. 

Lectures  to  Nurses  in  Local  Hospital. 

Considerable  publicity  and  business  is  also  gained  for 
the  store  through  the  fact  that  Mr.  Kennedy  gives  lec- 
tures on  drugs  to  the  nurses  at  the  local  hospital.  This 
impresses  his  store  on  their  mind,  and  when  they  require 
anything  in  the  drug  line,  they  naturally  patronize  his 
store.  One  instance  of  this,  just  previous  to  the  visit 
of  the  writer  to  the  store,  was  the  purchase  of  an  outfit 
amounting  to  .$11.40  by  one  of  the  nurees.  When  they 
graduate  from  the  hospital,  many  of  them  take  up  work 
in  surrounding  towns,  and  when  patients  require  any- 
thing special,  it  is  quite  frequently  that  the  Kennedy 
store  gets  the  order.  Considerable  business  from  out- 
side points  comes  in  from  this  source. 

Mr.  Kennedy's  store  is  located  at  the  corner  of  Ros- 
ser  Avenue  and  Eleventh  Street,  close  to  the  central 
business  section.  The  store  is  well  equipped,  a  feature 
being  made  of  five-foot  silent  salesmen  for  display  pur- 
poses. This  allows  a  separate  one  to  be  devoted  to 
each  line,  and  in  addition  the  small  cases  are  easier 
handled. 

Good  Sales  in  Rubber  Goods  by 
Featuring 

"A  good  many  druggists  are  not  getting  the  busi- 
ness in  rubber  goods  that  they  should,"  said  a  manu- 
facturer of  this  line  to  the  writer,  not  long  ago.  "The 
sale  of  rubber  goods  offers  a  great  field  to  the  live  drug- 
gist. His  store  is  the  recognized  distributing  place  for 
this  class  of  goods,  but  you  wouldn't  think  so  to  see  the 
little  prominence  given  to  this  line  in  many  establish- 
ments. It  would  seem  that  the  druggist  is  backward 
about  featuring  this  line.  The  druggists  who  go  after 
this  business  strong  are  not,  however.  The  profits 
from  this  business  are  good  enough  to  induce  any  wide- 
awake dealer  to  take  up  the  line  strong." 

Displays  Very  Prominently. 

There  is  much  truth  in  what  this  manufacturer  says. 
The  drug  store  is  the  logical  centre  for  the  sale  of  this 
line,  and  a  much  larger  percentage  of  rubber  goods 
sales  would  be  made  by  druggists  if  their  stock  was 
brought  more  to  the  attention  of  customers.  One 
druggist  who  considers  rubber  goods  one  of  his  best 
and  most  profitable  side  lines,  gives  this  department 
ten  feet  of  showcase  and  counter  space.  He  puts  em- 
phasis on  the  continual  changing  of  displa.ys  both  in  the 
cases  and  on  top  of  the  counter.  This  not  only  keeps 
them  clean  and  attractive,  but  when  a  line  is  only 
shown  on  the  top  of  the  counter  for  a  short  time,  there 
is  not  the  danger  of  the  (juality  being  affected  by  ex- 
posure to  the  air.  The  department  is  away  from  the 
sunlight  and  also  distant  from  the  heat. 

About  every  six  weeks,  a  window  display  of  rubber 
goods  is  put  in.      He  is  not  backward  about  using  price 


cards,  but  showcards  are  also  used  to  drive  home  the 
fact  that  quality  is  made  the  outstanding  feature  in 
their  stock.  He  pushes  the  higher-grade  goods  because 
they  give  satisfaction,  and  prove  a  good  advertisement 
for  the  store,  whereas  poor  goods  prove  very  bad  ad- 
vertising for  a  dealer  who  wishes  to  secure  and  hold 
the  confidence  of  customers.  Price  cuts  a  big  figure 
with  many  people,  and  quite  often  cheaper  goods  are 
asked  for.  This  dealer  always  tries  to  interest  them 
in  something  better,  pointing  out  the  advantages  of  the 
better  grades.  The  result  is  that  the  great  percentage 
of  sales  is  in  high-class  lines,  and  very  few  com- 
plaints are  received  from  customers. 

He  does  not  leave  sales  to  chance.  Suggestion  is 
made  use  of  by  his  clerks  as  well  as  himself.  Then 
again  the  newspaper  is  used  to  good  advantage,  and 
here  again  quality  is  made  a  strong  point.  He  has  a 
good  business  in  rubber  goods  because  he  features  the 
line.  Other  dealers  who  now  sell  only  an  odd  piece 
can  build  up  a  good  trade  by  going  after  it  in  the  same 
aggressive  manner.  It  should  be  treated  as  a  depart- 
ment, and  not  as  an  unimportant  sideline. 


PRACTICAL  HINTS  FOR  THE  CLERK. 

By  The  Boas 

Do  you  really  know  how  to  break  the  string  in  tying 
a  parcel?  If  not,  get  someone  to  show  you  the  hook 
hold  that  allows  the  string  to  be  broken  easily.  I  have 
noticed  quite  a  few  clerks  recently  using  the  awkward 
and  uncomfortable  straight  pull  method. 

•  •     • 

It  is  a  good  plan  for  the  clerk  to  visit  other  stores  oc- 
casionally and  observe  how  other  clerks  approach  and 
handle  customers.  You  will  get  many  valuable  hints  in 
this  way. 

•  •     • 

The  kind  of  salesmanship  that  does  not  mean  profit 
to  the  store  is  certainly  not  the  kind  that  will  com- 
mand a  raise  in  salary. 

•  *     • 

Be  cheerful.  Cheerfulness  on  the  part  of  the  clerk  is 
a  big  trade  attractor.  Gloom  oppresses  customers  and 
discourages  buying. 

•  •     • 

Customers  are  not  very  likely  to  buy  from  the  man 
who  acts  as  if  he  did  not  care  whether  they  buy  or  not. 
The  independent  acting  clerk  will  have  independent 
acting  customers. 

•  •    • 

Taking  something  that  does  not  belong  to  you  may 
seem  in  your  mind  to  be  one  of  a  number  of  mildly 
called  acts,  but  in  the  mind  of  the  law  it  has  but  one 
name. 


FOUND  THE  RETAIL  DRUGGIST  VALUABLE 

The  Retail  Drugigist: 

Wisli  to  a«lvis©  you  that  I  ihave  left  the  drug  bus- 
iness and  therefore  have  no  further  use  for  your 
valuable  magiazine. 

T  have  found  your  magazine  very  valuable  for  win- 
dow displays,  in  which  I  uise<l  your  metfhods,  and  as 
tihey  liroui^t  custom  I  knew  it  was  your  magazine 
I   would   advise   every   drug- 


wihiidi   was  responsible, 
gist  to  be  a  subscriber. 

Wellan-d,  Ont. 


1'.  R.  VALENCOURT. 
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Silent  Salesmen  Made  of  Shelves  in  Kamloops  Store 

/.  H.  Clements,  Kamloops,  B.C.,  uses  shelves  for  silent  salesmen  instead 
of  storage  places  —  How  they  are  made  to  produce  best  sales   results 


THE  shelves  in  the  drug  store  of  J.  H.  Clements,  of 
Kamloops,  B.C.,  are  silent  salesmen,  and  not 
merely  storage  places  as  is  all  too  often  the  case. 
The  possibilities  of  the  shelves  in  presenting  goods  to 
customers  in  an  appealing  manner  that  creates  sales  is 
recognized,  and  accordingly  they  are  so  arranged  and 
such  attention  given  to  their  care  as  to  make  them  as 
valuable  salesmen  as  is  possible. 

Shelf  Bottles  Releg-ated  to  Back  Room. 

To  begin  with,  the  shelf  bottles  have  been  relegated 
to  the  back  room,  allowing  the  shelves  to  be  put  to  bet- 
ter iise.  A  big  array  of  glass  bottles  with  their  Latin 
inscriptions  is  not  liable  to  induce  customers  to  pur- 
chase  any   additional    goods,   anyway,   and   aggressive 


kept  well  arranged  as  the  view  of  the  shelves  sihows. 
Photographic  supplies,  stationery  and  magazines  and 
choeolates  are  some  of  the  lines  that  are  featured  by 
the  store.  Note  the  display  fixtures  for  magazines  in 
the  foreground  of  the  photograph.  This  is  arranged  in 
step  form,  with  each  step  a  narrow  ledge  on  which  the 
bottom  of  the  magazine  rests.  The  framework  of  the 
fixtures  slopes  gradually  inward.  Note  how  magazines 
are  fastened  on  the  front  by  clasps. 

Some  Features. 

This  store  has  a  bright,  sanitary  and  well  arranged 
dispensing  department  at  the  rear,  where  all  drugs  are 
arranged  systematically,  and  within  easy  reach,  thus 
saving  time  and  walking  in  dispensing. 


Interior  view  of  the  drug  store  of.).  H.  ClcinontK.  of  Kamloops,  B.C..  wlio  iiuikes  hin  shelves 
silent  salesmen  instead  of  meroly  storage  places. 


druggists  of  to-day  realize  that  their  abolition  from  the 
front  of  the  store  is  good  business,  as  they  occupy  space 
that  can  be  put  to  better  advantage  in  displaying  and 
featuring  other  lines  that  mean  more  business  for  the 
store. 

Attractive  Wall  Cases  Show  Goods  to  Advantage. 

The  Clements  store  has  gone  farther  than  merely  rele- 
gating the  shelf  bottles  to  the  back  room,  and  putting 
the  various  sidelines  that  pay  an  appreciable  profit  in 
their  place.  Ways  and  means  have  been  studied  and 
carried  out  of  so  arranging  them  as  to  show  goods  up 
to  the  best  advantage  and  give  an  attractive  appear- 
ance to  the  store.  The  photograph  reproduced  here 
shows  how  this  has  been  "done.  Wall  cases  with  glass 
fronts  have  been  installed  throughout  the  store.  Note 
the  domes  at  back  and  sides.  These  are  electrically 
lighted,  thus  adding  to  the  general  attractiveness  of  the 
fixtures. 

Full  Advantage  Taken  of  Display  Possibilities. 

The  fixtures  make  good  display  possible,  and  the 
possibilities  are  taken  full  advantage  of.     (Joods  are 


Silent  salesmen  counters  are  made  good  use  of  in  dis- 
playing the  most  seasonable  and  saleable  goods. 

Note  the  use  of  palms  on  the  upper  ledge,  giving  an 
artistic  touch  to  the  store. 


SEASONABLE  SUGGESTION  FROM  NEW  BRUNS- 
WICK. 

The  work  of  housecleaning  is  strenuous  labor  for 
many  housewives  who  find  themselves  considerably  run 
down  by  the  time  it  has  been  finished.  Realizing  this 
fact.  Hunt  &  MacDonald,  druggists,  of  Predericton, 
N.B.,  hit  upon  the  idea  of  suggesting  to  such,  the  use 
of  a  medicine  that  would  help  to  build  up  their  strength 
again.  They  used  an  ad.  in  the  local  paper  headed : 
ARE  YOU  RUK  DOWN  AFTER  HOUSECLEANING? 

It  read:  "Take  Hunt's  Beef,  Iron  and  Wine.  This 
is  one  of  the  finest,  purest,  full  strength  and  most  valu- 
able tonics.  Braces  you  up  and  corrects  all  ailments 
of  the  blood,  stomach  and  nerves.  The  best  tonic  to 
take  after  the  hard  work  of  housecleaning." 
'  This  is  a  suggestion  that  many  other  dealers  could 
use  to  advantage. 
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OUR  QUESTION  BOX 

The  Retmil  Druggist  solicits  your  inquiries.    This 
column  is  for  your  use.    Wt  art  at  your  service 


HAND  PRINTING  PRESS. 

Tlu'  Retail  Druggist : 

Would  you  kindly  furnish  ino  with  the  names  of  firms 
from  whom  I  could  obtain  hand  printing  press  and  sup- 
plies? 

Marysville.  N.B.  P.  G.  LONG. 

Editorial  Note.— Hand  printing  presses  and  supplies 
may  be  obtained  from  the  Toronto  Type  Founlry  Co., 
Ltd.,  70  York  St..  Toronto.  These  presses  range  in 
price  from  $20  to  $40.  They  are  also  handled  by  the 
HuiTman  Printing  Press  Co.,  Ltd.,  50  Pearl  Street,  To- 
ronto. 


ing  in  the  service  of  the  Crown.  It  is  this  same  law 
that  makes  it  impossible  to  collect  an  account  from 
civil  servants  by  garnishment. 

It  might  be  pointed  out  that  if  a  soldier  has  a  private 
income  aside  from  what  he  receives  from  the  Crown, 
that  can  be  garnisheed. 

In  Ontario,  a  private  citizen,  if  married,  can  be  gar- 
nisheed for  all  above  $25  due  him.  If-  single,  he  can 
be  garnisheed  up  to  the  full  amount  of  wages  or  sal- 
ary coming  to  him. 


CONTENTS  OF  SARGOL  TABLETS. 

Tlu'  Retail  Druggist : 

Would  it  be  po.ssible  for  you  to  find  out  for  me  the 
contents  of  Sargol  Tablets? 

Rocanville,  Sa.sk.  C.  E.  CHASE. 

Editorial  Note. — Have  any  of  onr  readers  made  an 
analysis  of  Sargol  tablets?  If  so,  we  would  appreciate 
it  if  they  would  send  the  result  of  their  analysis  along 
to  us. 


GARNISHMENT  OF  A  SOLDIER. 

The  Retail  Druggist : 

If  an  enlisted  soldier  owes  an  account,  can  it  be  col- 
lected from  him  by  garnishment? 

Hamilton.  M.  A. 

Editorial  Note. — A  soldier  cannot  be  garnisheed,  be- 


CONTINUANCE    OF    BUSINESS    OF    DECEASED 
DRUGGIST. 

The  Retail  Druggist: 

T  thought  that  only  a  qualified  pharmacist  could  own 
a  drug  store.  When  a  druggist  dies  can  the  executor 
of  his  estate  legallv  continue  the  business? 

Toronto,  Ont.     ^  INTERESTED. 

Editorial  Note. — This  particular  point  is  covered  by 
section  26  of  the  Ontario  Pharmacy  Act,  which  reads, 
"Nothing  in  this  Act  shall  prevent  the  executor  or  ad- 
ministrator or  the  trustee  of  the  estate  of  any  person 
legally  authorized  to  carry  on  and  actually  carrying 
on  the  business  of  a  pharmaceutical  chemist  at  the  time 
of  his  death,  from  continuing  the  business  so  long  only 
as  it  is  bona  fide'  conducted  by  a  pharmaceutical  chem- 
ist registered  under  the  Act,  if  such  executor,  adminis- 
trator or  trustee  continues  to  pay  the_  annual  registra- 
tion fee." 


TO  PREVENT  ROUGHNESS  FROM  SHAVING. 

The  Retail  Druggist: 

I  receive  your  journal  every  month,  and  find  it  very 
interesting  as  well  as  useful  as  there  are  so  many  good 
ideas  a  clerk  can  get  from  it. 

^ly  reason  of  writing  is  to  kindly  ask  you  to  publish 
in  your  next  issue  a  good  formula  to  keep  the  face 
from  getting  chapped,  dried  and  peeling,  which  I  think 
is  from  shaving.  Also,  could  you  give  a  formula  for 
superfluous  hair? 

Sydney,  N.S.  A  CLERK. 

Editorial  Note. — Here  is  a  very  good  "after-shave" 
face  powder: 

Cornstarch    5  pounds 

Precipitated  chalk  3  pounds 

Powdered  talc 2  pounds 

Oil  of  neroli  1  dram 

Oil  of  citron   1  dram 

Oil  of  orange   2  drams 

Extract  of  jasmine   1  ounce 

Mix  thoroughly  and  pass  through  a  100-mesh  bolting 
cloth. 

Lotion  for  Rough  Skin. 

Boraeic  acid   1  dram 

Distilled  witch  hazel   2  ounces 

Rose  water 2  ounces 

We  have  no  formula  for  the  removal  of  su|)prfluous 
hairs  that  we  can  recommend. 


GLASS  DISPLAY  SHELVES. 

For  the  dealer  who  encpired  regarding  where  he  can 
purchase  glaSiS  shelves  for  making  window  and  counter 
displays,  these  may  be  secured  from  Clatworthy  &  Son, 
161  King  Street  West,  Toronto.  They  may  be  procured 
in  lengths  of  from  3  to  5  feet,  and  in  sizes  6,  8,  10  and  12 
inches  wide. 


HUMIDOR  FOR  CIGARS. 

The  Retail  Druggist : 

Could  you  inform  me  where  I  can  procure  a  humidor 
for  keeping  my  stock  of  cigars  in,  so  as  to  prevent  them 
from  drying  out? 

Ottawa.  SUBSCRIBER. 

Editorial  Note. — Cigar  humidors  may  be  purchased 
from  the  Andrew  Wilson  Co.,  Toronto.  Those  suitable 
for  dealers  range  in  price  from  $3  up  to  $24,  according 
to  size  and  the  variety  and  finis'h  of  wood. 


OUB   "QUESTION   BOX"    DEPABTMBNT. 

We  wish  to  make  the  "Question  Box"  department 
of  our  paper  at  the  greatest  possible  value  to  readers, 
and  in  this  connection  will  he  pleased  to  receive  any 
enquiries  readers  may  have. 

Do  you  wish  to  know  where  to  secure  any  line  of 
goods  or  store  equipment? 

Do  yoiu  want  advice  as  to  the  be»t  methods  of  carry- 
ing on  certain  work  in  your  store! 

Do  you  want  advice  on  bookkeeping  jyroblerasf 

Do  you  want  advice  on  questions  of  figuring  profits 
or  expenses,  or  on  any  of  tjie  many  other  problems  of 
your  business! 

If  so,  we  are  at  your  service.  We  will  be  glad  to  get 
yooir  enquiriee  because  any  question  that  you  are  in- 
terested in  wiill  be  of  interest  to  many  readers,  and  so 
will  assist  xxa  in  making  our  paper  of  greater  and  more 
praxitit'al  value  to  the  subscribers. 
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COMMENTS  ON  BUSINESS  MATTERS 

By  IV.  L.  Edmonds 


Decreased  Failures  The  most  significant  feature  in 
in  the  West.  connection  with  the  commercial 

failures  in  Canada  during  the 
first  three  months  of  the  current  year  is  the  decrease  in 
the  number  of  business  men  in  the  provinces  of  Mani- 
toba and  Saskatchewan  who  have  found  it  necessary 
to  make  an  assignment  for  the  benefit  of  their  creditors. 

In  the  former  province  the  failures  were  fewer  by 
five  than  during  the  corresponding  period  of  1914,  and 
in  the  latter  the  decrease  was  nineteen.  The  actual 
number  in  Manitoba  was  69,  against  74,  and  in  Saskat- 
chewan 74,  against  83. 

Assets  of  the  firms  failing  show  an  increase  of  $26,- 
479  in  Manitoba,  and  a  decrease  of  $145,933  in  Saskat- 
chewan. 

In  regard  to  liabilities,  however,  the  order  was  re- 
versed, Manitoba  showing  an  increase  of  $219,754,  com- 
pared with  the  previous  year,  and  Saskatchewan  a 
decrease  of  .$274,002. 

Saskatchewan  again  showed  more  favorably  than 
Manitoba  in  proportion  of  assets  to  liabilities,  it  being 
nearly  40  per  cent,  in  the  former  province  and  about 
29.40  per  cent,  in  the  latter.  In  the  failures  of  the 
first  three  months  of  1914  the  proportion  of  assets  to 
liabilities  was  larger  than  that  for  the  present  year, 
being  45.33  per  cent,  in  Saskatchewan  and  nearly  39 
per  cent,  in  Manitoba.  As  far,  therefore,  as  the  cred- 
itors were  concerned,  the  assets  of  last  year  were  more 
favorable  to  them  than  those  of  the  present  year. 

This  does  not,  however,  militate  against  the  fact  that 
the  decrease  in  the  number  of  failures  indicates  that 
business  in  these  two  provinces  is  gradually  assuming  a 
healthier  condition. 

In  Alberta  the  figures  do  not  indicate  any  easing  off 
in  the  process  of  liquidation,  the  number' of  failures 
being  19  larger  than  during  the  first  three  months  of 
1914,  and  while  the  assets  increased  by  $61,489,  there 
was,  unfortunately,  an  increase  of  $148,207  in  the 
liabilities. 


Better  Bank 
Clearings. 


Although  the  bank  clearings  are 
still  smaller  than  they  have  been 
for  three  or  four  years,  it  is 
gratifying  to  note  that  the  difference  is  gradually  be- 
coming less  marked. 

One  is  fully  convinced  of  this  from  a  study  of  the 
returns  for  the  first  three  months  of  the  present  year. 
The  total  clearings  for  the  Dominion  were  $1,621,- 
577,826.  While  this  is  15  per  cent,  less  than  during 
the  three  months  of  1914,  23  per  cent  less  than  in  1913, 
and  15  per  cent,  less  than  in  1912,  it  is  gratifying  to 
note  that  it  is  6.6  per  cent,  better  than  in  1911, 
When  the  business  of  the  country  was  booming. 

It  is,  however,  probably  when  we  begin  to  study  the 
returns  month  by  month  that  we  gather  the  best  idea 
of  their  tendency.  For  example,  the  returns  for  March 
show  an  increase  of  16  per  cent,  over  February  and  of 
1  per  cent,  over  January. 

"When  we  consider  the  relative  smallness  in  real 
estate  and  stock  market  transactions,  which  naturally 
have  their  influence,  the  bank  clearings  are  certainly 


of  a  reassuring  character  as  far  as  the  general  business 
of  the  country  is  concerned. 


Improved  Railway  Railway  earnings  are  joining 
Earnings.  hands  with  the  statistics  of  other 

branches  of  the  commercial  and 
financial  world  to  prove  that  the  business  of  the  coun- 
try is  tending  toward  a  healthier  state. 

For  some  months  there  has  been  a  steady  and  a 
marked  decline  in  both  gross  and  net  earnings,  and 
while  the  former  are  still  smaller  than  they  were  a  year 
ago,  yet  the  February  statements  of  the  Canadian 
Pacific  and  the  Canadian  Northern  railways  show  that 
as  far  as  the  net  earnings  are  concerned  the  downward 
tendency  has  been  stayed. 

In  the  statement  of  the  Canadian  Pacific  Railway  it 
is  shown  that  the  net  earnings  for  February  were  $507,- 
438  larger  than  for  the  corresponding  month  last  year. 
The  gain  in  those  of  the  Canadian  Northern  Railway 
was  $42,800. 

In  the  one  instance  the  increase  was  over  34  per  cent, 
and  in  the  other  nearly  18  per  cent. 

The  February  statement  for  the  Grand  Trunk  Rail- 
way has  not,  up  to  the  time  of  writing,  been  issued,  but 
the  figures  for  the  first  ten  days  of  March  indicate  that 
the  improvement  in  business  has  reached  that  road. 


American  Money 
in  Canada. 


That  it  costs  money  to  ship  back 
to  the  United  States  coin  which 
has  crossed  the  border  and  crept 
into  circulation  in  Canada  is  evident  from  the  fact  that 
during  the  eleven  months  ending  February  last  the  De- 
partment of  Finance  expended  the  sum  of  $10,951  on 
this  account.  The  amount  of  coin  shipped  was 
$1,534,009. 

During  the  current  year  the  amount  of  American 
money  that  will  circulate  in  Canada  will  probably  be 
even  larger  than  last  year,  for,  on  account- of  the  war, 
which  will  prevent  their  going  to  Europe,  American 
tourists,  in  larger  numbers  than  usual,  will  cross  the 
boundary  into  this  country.  At  any  rate.  Parliament 
voted  $15,000  to  bear  the  cost  of  returning  foreign  coin 
which  tourists  and  others  may  leave  behind  them  in 
Canada  when  they  return  to  their  homes. 

There  are  a  number  of  people  in  Canada  who  are  of 
the  opinion  that  Canadians  should  refuse  to  accept 
American  money  in  payment  for  goods  sold  or  in 
change.  If  this  policy  was  religiously  followed  the 
cost  of  returning  the  foreign  money  that  had  been  left 
in  the  country  would  be  reduced  to  the  vanishing  point. 

But  that  it  would  be  a  wise  policy  is  another  ques- 
tion. One  thing  is  certain  :  If  such  a  policy  did  become 
universal  in  Canada  the  business  men  of  this  country 
would  lose  many  sales  and  good  profits. 

Most  of  the  $1,534,000  worth  of  coin  which  was  re- 
turned to  its  native  land  was  no  doubt  exchanged  for 
goods  on  the  shelves  of  Canadian  merchants.  The  pro- 
fits on  these  sales  would  be  many  times  larger  than  the 
aropunt  it  costs  the  country  annually  to  return  the  coin 
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with  which  the  goods  had  been  purchased.  At  any 
rate  the  cost  of  returning  the  coin  is  less  than  three- 
fourths  of  one  per  cent. 

It  may  cost  a  little  to  return  American  money,  but 
it  would  cost  the  business  men  of  the  country  a  great 
deal  more  if  preconcerted  steps  were  taken  to  prevent 
its  circulation. 


Y  Metric  System  in  There  appears  to  be  some  doubt 
Canada  and  Britain,  in  the  minds  of  many  people  as 
to  the  nature  of  the  law  in  both 
Great  Britain  and  Oanaila  governing  the  metric  system. 
Even  certain  members  of  the  Canadian  Parliament  have 
not  clear  minds  iipou  the  subject,  as  was  shown  by  a 
question  which  appeared  on  tlie  order  paper  the  other 
day. 

The  facts  are  that  the  metric  system  has  been  made 
legally  optional  in  both  Great  Britain  and  in  Canada. 
In  other  words,  those  who  desire  to  use  it  can  do  so 
without  let  or  hindrance.  A  recent  order-in-council 
gave  this  permission  in  Canada.  No  one  is  compelled 
to  use  it.  in  Canada  the  Department  of  Inland  Revenue 
has  adopted  it. 

The  Druggists'  Association  of  Great  Britain  recently 
adopted  the  metric  system  on  the  ground  of  its  greater 
convenience. 

•     •     •     • 

Scarcity  of  Drugs  In  spite  of  the  efforts  which  are 
in  Great  Britain.  being  made  in  Great  Britain  to 
manufacture  drugs,  the  chief 
source  of  supply  of  which,  before  the  war  broke  out, 
was  Germany,  very  little  headway  is  being  made. 

Although  such  lines  as  salicylic  acid,  salicylate  of 
soda,  and  acetyl  salicylic  acid  are  being  produced,  the 
supply  is  out  of  proportion  to  the  demand,  and  the 
shortage  is  gradually  becoming  more  pronounced.  So 
serious  has  the  situation  become  that  the  British  Med- 
ical Association  has  requested  physicians  to  prescribe 
certain  drugs  sparingly.  Among  the  drugs  thus  speci- 
fied are  salicylates,  acetyl  salicylic  acid,  salol,  liquid 
paraffine,  lanoline,  novocaine,  ichthyol,  eucaine,  pro- 
targol,  juniper  oil,  paraldehyde,  thymol,  phenazone, 
phenaeetin,  baritone  (veronal),  and  potash  salts. 


A  Question  of  A  justice  of  the  Supreme  Court 

Good  Measure.  of  the  United  States  recently  ad- 

vised his  audience  to  "put  a  little 
more  into  the  measure  than  you  need  to." 

A  Canadian  newspaper,  commenting  upon  it,  ex- 
presses the  opinion  that  it  was  good  advice.  But  was 
itt 

There  is  no  question  about  the  advisability  of  giving 
full  measure  or  full  weight.  Aside  altogether  from 
the  moral  aspect  of  the  matter  it  doesn't  pay  to  do 
anything  else.  Some  people  may  be  fooled  all  the 
time,  others  part  of  the  time,  but  all  the  people  can- 
not be  fooled  all  the  time.  Consequently  a  business 
man  runs  a  great  risk  when  he  attempts  to  deceive 
any  of  his  customers  at  any  time. 

But  the  retailer  must  be  honest  to  himself  as  well 
as  to  his  customers. 

If  he  gives  full  weight  or  full  measurement  he  is 
honest  to  his  customers.  If  he  gives  "a  little  more  than 
he  needs  to"  he  is  not  honest  to  himself. 

When  a  man  changes  a  dollar  bill  for  a  friend  he 
doesn't  hand  him  one  hundred  and  five  cents.  He 
hands  him  a  hundred  cents  and  no  more. 


Merchandising  is  only  another  term  for  bartering. 
Every  time  a  retailer  passes  a  dollar's  worth  of  mer- 
chandise over  his  counter  he  is  merely  exchanging  it 
for  the  dollar  which  the  customer  then  or  at  some  other 
time  passes  to  him. 

Why  then  should  he,  when  exchanging  merchandise 
for  money,  practise  that  which  he  would  not  dream  of 
doing  when  exchanging  money  for  money  t 

He  cannot  pull  the  spigot  out  of  an  bvertumed  cask 
and  expect  to  have  no  leaks. 

Judges  may  know  a  great  deal  about  judicial,  but 
some  of  them  do  not  know  much  about  business  matters. 


A  Lesson  to  That  great  things  can  be  accom- 

Business  Men.  plished  by  united  and  continuous 

effort  is  evident  from  a  report 
issued  by  the  Ontario  Government  regarding  the  pro- 
duction of  honey  in  that  province. 

From  the  reports  of  543  beekeepers  it  is  learned  that 
25,418  colonies  produced  1,618,489  pounds  of  white 
honey. 

According  to  the  census  of  1911  there  was  produced 
in  the  whole  of  Canada  the  preceding  year  6,089,784 
pounds  of  honey  of  the  value  of  $823,627. 

It  would  require  a  microscope  for  the  eye  to  see  the 
quantity  of  honey  a  bee  carries  on  each  trip  from  flower 
to  hive,  but  when  all  are  at  work  and  each  is  co-operat- 
ing it  seemingly  is  not  a  difficult  task  to  store  up  even 
millions  of  pounds  of  the  toothsome  commodity. 

Possibly  business  men  who  spend  their  time  ' '  gather- 
ing wool"  might  learn  from  the  bee  regarding  the  wis- 
dom of  continuous,  persistent,  intelligent,  and  co-oper- 
ative effort. 


After  Big  Game. 

A  man  all  out  of  breath,  recently  rushed  into  the 
basement  and  said  to  a  clerk:  "A  nickel  mouse  trap, 
please,  and  let  me  have  it  quickly,  as  I  want  to  catch 
a  train." 


Passing  Thoughts  on  Business  ■ 

By  W.  L.  E.  I 

This  is  a  good  time  for  druggists   to  give  sotn*  = 

thought  to  their  Summer  recreations  as  well  as  to  g 

their  Summer  business.  S 


J  Those  -who  push  goods  that  yield  a  profit  can  afford     3 

g  to  let  those  that  do  not  talie  care  of  themselves.  g 

s  While  his  customers  may  need  Spring  medicines^ 

J  the  average  druggist  needs  fresh  air. 

B  He   -who   is   true  to  his   customers   is  faithful   to 

s  hintself. 

B  When  a    new    resident  moves  into  your  neighbor- 

I  hood  see  that  he  is  reminded  of  your  existence. 

M  While  the  doctor  may  make  sick  people  well,  it  is 

B  the  druggist  who  can  keep  well  people  from  being     g 

1  sick.     But  he  should  proclaim  the  fact.  8 

^  " " '" " 1 
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Building  Plan  for  a  Store  With  Apartments  Overhead 

Detail  plans  of  a  faoorite  form  of  building  with  store  and  dwell- 
ing combined — Of  value  to  the  dealer  contemplating   building. 


ON  the  opposite  page  is  reproduced  a  building  plan 
of  a  small  store  with  apartments  overhead  that 
will  be  of  a  good  deal  of  interest  and  much  as- 
sistance to  the  dealer  who  is  contemplating  the  erec- 
tion of  a  building  of  this  character.  The  diagrams 
show  floor  plans,  elevations  and  sectional  details  all 
complete,  so  that  a  builder  could  take  them  and  at 
once  commence  the  erection  of  the  building. 

A  Favorite  Type  of  Building 

Thus,  if  a  dealer  decided  that  this  building  suited  his 
taste  and  requirements,  these  plans  would  do  away 
with  the  necessity  and  cost  of  having  plans  specially 
prepared.  At  any  rate,  they  should  be  of  a  good  deal 
of  assistance  in  guiding  the  merchant  and  his  builder 
in  laying  out  a  store  of  this  kind  with  a  dwelling  at- 
tached. Many  dealers,  for  the  sake  of  convenience, 
find  it  advisable  to  have  their  store  and  dwelling  to- 
gether. In  addition,  the  man  who  cannot  spare  very 
much  money  from  his  business,  will  find  that  a  dwelling 
and  store  can  be  erected  together  at  a  much  smaller 
cost  than  if  erected  separately.  Then  again  the  mer- 
chant who  already  has  a  residence,  sometimes  finds  it 
advisable  to  have  apartments  to  rent,  placed  above  his 
store,  so  as  to  bring  him  in  a  revenue.  For  these 
reasons,  the  combined  store  and  dwelling  is  a  favorite 
form  of  building  with  many  dealers. 

Features  of  the  Building 

The  store  part  of  the  building  illustrated  here  is  not 
large,  measuring  19  feet  6  inches  wide  and  26  feet  long. 
It  may  be  made  larger  if  desired,  and  the  plans  repro- 
duced here  will  serve  as  a  basis  on  which  to  work  in 
planning  the  building.  The  front  elevation  of  the 
building  is  shown,  the  entrance  being  in  the  centre, 
with  display  Avindows  on  each  side.  The  basement 
runs  the  full  length  of  the  building.  The  store  is  con- 
nected with  the  living  room  at  the  rear  by  a  door,  the 
stairs  mounting  to  the  second  floor  at  the  same  point. 
The  plans  show  a  balcony  at  the  rear  of  the  second 
floor. 

"When  these  plans  were  shown  to  the  editor  of  this 
journal,  complaint  was  made  by  him  that  the  dwelling 
part  was  not  compact  enough,  the  dining-room  and 
kitchen  being  downstairs  and  the  rest  of  the  rooms 
upstairs.  On  first  sight  of  the  drawings  it  would  ap- 
pear to  the  casual  observer  that  this  was  a  well-founded 
defect,  but  it  was  pointed  out  that  in  nearly  all  the 
two-storey  residences  being  built  now  that  the  sitting 
and  drawing  room  are  on  the  second  floor,  as  they  are 
in  this  case.  Every  dealer  will  recognize  the  advan- 
tage of  having  the  dining  room  and  kitchen  convenient 
to  the  store. 


taining  a  delivery  force.  It  advertises  the  advantages 
of  taking  plenty  of  time  to  fill  prescriptions,  and  that 
haste  sometimes  means  substitution.  It  is  further  stat- 
ed that  the  purest  drugs  obtainable  are  used,  competent 
men  are  in  charge,  and  that  prescriptions  cannot  be 
compounded  properly  in  a  hurry.  The  slogan  brings 
out  the  distinctive  advantage,  telling  of  the  store's  ser- 
vice, and  does  not  make  a  big  blow,  but  delivers  the 
goods. 

GOPHER  EXTERMINATORS   FOR  WESTERN 
DRUGGISTS 

By  Norman  Criddle 

Gopners  cause  immense  loss  to  the  farming  communi- 
ties in  "Western  Canada,  amounting  to  thousands  of  dol- 
lars annually.  The  remedies  for  gophers  are  nxxmerous, 
but  poisoned  baits  are  particularly  useful.  A  prac- 
tical one  is  as  follows: 

Strychnine 1  ounce 

Molasses Yz  pound 

Wheat 1  bushel 

Dissolve  the  strychnine  in  sufficient  warm  water  to 
soak  the  grain  without  leaving  a  surplus  of  moisture. 
"When  used  at  once  drying  is  unnecessary,  but  the  grain 
should  be  dried  quickly  if  it  is  to  be  kept  any  length 
of  time,  otherwise  it  vn\l  become  musty  or  sour. 

Another  Gopher  Bait 

Another  bait,  probably  the  best  of  all,  is  made  as 
follows : 

Strychnine    (powder)    y^  ounce 

Tallow 10  pounds 

Salt 1  ounce 

Melt  the  tallow  by  heating  and  add  the  strychnine 
and  salt.  Keep  heated  until  all  is  thoroughly  mixed, 
then  pour  into  a  convenient  receptacle  to  cool  and 
afterwards  cut  into  small  lumps  for  placing  in  the 
gophers'  holes.  All  such  baits  should  be  placed  in  bur- 
rows showing  recent  signs  of  being  inhabited  and  in 
quantity  sufficient  for  one  meal.  The  practice  of  scat- 
tering poisoned  bait  promiscuously  around  about  bur- 
rows is  not  only  dangerous  but  wasteful;  it  also 
destroys  many  useful  birds. 

In  farming  communities  infested  by  gophers,  drug- 
gists should  be  able  to  increase  their  revenue  by  put- 
ting up  and  selling  these  exterminators. 


"THE  SLOWEST  PRESCRIPTION  DEPARTMENT 
IN  TOWN." 

"The  slowest  prescription  department  in  town,"  is 
the  advertising  slogan  that  is  getting  good  results  for 
a  city  drug  store.  The  store  is  in  the  outskirts,  and 
does  not  get  much  transient  trade.  It  goes  after  the 
prescriptioQ  business  in  the  residence  districts,  main- 


Have  you  got  your  winter  stock  cleaned  up  to  the 
safety  margin  mark?     If  not,  get  busy. 


A  GOOD  TIME  TO  BXnLD 

Tihe  present  is  an  excellent  time  for  merclhants  to 
build  or  make  alteratdons  to  present  premises.  Labor 
is  a.vailable  at  fiavoraible  wages  and  building  materials 
are  l<xwer  in  price  than  for  several  years.  If  yon  hiave 
any  work  of  this  nature  to  be  done,  now  ds  the  time 
to  do  it.  You  ■will  niot  only  get  it  done  chea]>er  tihan 
at  ordinary  times,  but  you  will  be  helping  in  the 
good  work  of  solving  the  unemployed  problem. 


May,  1915 


THE  RETAIL  DRUGGIST  OP  CANADA. 


81 


1 


fe 


XT 


tt 


rzx 


kn4 


fl 


□ 


n 


Morth  ELevatidTi 


J==i^ 


,--r---^../ 


■tzr 


» 


r 


!1 


c  e 


■»^         D 


«0 


o 


D 


□ 


□ 


o     g  ■% 


o 


r: 
1^ 


-0-»J- 


Floor  pbuM,  elevaUons  and  (ectional  dttailn  of  a  well  lald-out  itore,  with  apartmenu  ovarhead.    See  article  on  opposit*  pare. 
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Annual  Convention  of  Rexall  Druggists  at  Toronto 


Over  one  hundred  druggists  present — Some  of  the  buslnest 
and  entertainment  features — Several  presentations  made 


DRUGGISTS  to  the  number  of  over  one  hundred 
gathered  at  Toronto  on  April  6  and  7,  for  the 
annual  meeting  of  the  stockholders  of  the  United 
Drug  Co.,  Ltd.,  and  the  fifth  annual  convention  of  the 
Ontario  and  Quebec  Rexall  Club.  The  sessions  were 
held  at  the  fine  new  factory  of  the  company  on  Broad- 
view Avenue,  where  a  buffet  luncheon  was  served  to 
delegates  at  noon  each  day,  making  it  unnecessiary  to 
leave  the  convention  building  during  the  day. 

Meeting  of  Stockholders 

The  annual  meeting  of  the  stockholders  of  the  United 
Drug  Co.  wias  held  on  the  first  day,  with  President 
John  J.  Allen,  of  Allen  &  Cochrane,  of  Ottawa,  presid- 
ing. L.  K.  Liggett,  of  Boston,  president  of  the  United 
States  company,  was  unavoidably  absent,  his  place 
being  taken  by  Vice-Presddent  Schriner,  who,  along 
with  P.  0.  Williams,  manager  of  the  rubber  goods  de- 
partment at  the  Boston  factory,  brought  greetings  from 
the  Rexall  druggists  across  the  line.  The  same  board 
of  directors  was  re-elected  for  the  ensuing  year.  Dur- 
ing the  day  the  new  factory  was  thoroughly  inspected, 
while  a  theatre  party  was  held  in  the  evening. 

Medals  for  Best  Ten-Minute  Talks 

The  Ontario  and  Quebec  Rexall  Club  held  its  conven- 
tion on  the  second  day,  when  a  wide  range  of  merchan- 
dising subjects  were  discussed  by  the  members.  One 
of  the  special  features  was  the  contest  in  which  medals 
were  given  for  the  three  best  ten-minute  talks  on  any 
business  subject.  These  brought  forth  some  very  valu- 
able addresses.    The  winners  were: 

Gold  Medal— E.  W.  Mair,  Woodstock,  N.B. 

Silver  Medal — ^C.  B.  Hacking,  Jr.,  Listowel,  Ont. 

Bronze  Medal — J.  D.  McKee,  Guelph,  Ont. 

"Auction  Sale"  Proves  Good  Feature 

Another  novel  and  valuable  feature  of  the  session 
was  the  "auction  sale,"  a  scheme  planned  by  Secre- 
tary McCoubrey  to  allow  members  to  get  rid  of  any 
lines  that  were  stickers  with  them,  but  wliich  might 
be  quite  saleable  with  druggists  in  some  other  com- 
munity. Any  member  who  had  goods  that  he  wished  to 
dispose  of  submitted  a  list  of  them  with  the  minimum 
price  that  he  would  take  for  same.  These  goods  were 
sold  to  the  highest  bidder,  and  in  many  cases  much 
higher  than  the  minimum  price  asked  was  secured.  In 
other  instances  desirable  goods  were  secured  at  much 
smaller  prices  than  obtainable  in  purchasing  from 
wholesaler  or  manufacturer.  Members  were  greatly 
pleased  with  the  scheme. 

The  ofBcers  of  the  Rexall  Club  elected  for  the  ensuing 
year  were : 

President — R.  T.  Geary,  Sarnia,  Ont. 

Vice-President — W.  A.  Melntyre,  St.  Majys,  Ont. 

Secretary-Treasurer — J.  W.  McCoubrey,  Liggett 's, 
Ltd.,  Toronto. 

Presentations  at  Smoker 

On  Wednesday  night  a  cabaret  smoker  was  held  at 
Dunning 's  Hotel,  when  an  excellent  banquet  was  fol- 
lowed by  a  variety  of  musical  numbers,  athletic  events, 
and  presentations. 


J.  W.  McCoubrey,  the  energetic  secretary  of  the  club, 
who  has  held  that  position  for  three  years,  was  pre- 
sented with  $60  in  gold  as  a  token  of  the  members' 
appreciation  of  his  services.  W.  T.  Strong,  of  London, 
spoke  in  highly  complimentary  terms  of  his  work.  G. 
E.  Gayfer,  of  IngersoU,  Ont.,  made  the  presentation. 

A  silver  loving  cup,  given  to  the  shareholder  coming 
the  greatest  distance  to  attend  the  convention,  was 
wone  by  W.  T.  Perguson,  of  Pictou,  N.S.    • 

Sparring  Contest  is  Feature 

An  entertaining  feature  of  the  evening  was  the  spar- 
ring contests  (open),  in  which  the  contestants  sat  on  a 
round  log  that  had  a  tendency  to  revolve  and  endeav- 
ored to  precipitate  each  other  to  the  padded  floor  be- 
neath. Many  would-be  "Jess  Willards"  were  elimin- 
ated during  the  melee,  the  following  carrying  off  the 
various  prizes: 

Heavyweight  Class — Geo.  Wilson,  Rexall  traveler  for 
Western  Ontario. 

Middleweight  Class — J.  W.  McCoubrey,  Liggett 's, 
Toronto. 

Lightweight  Class — R.  Shaver,  Liggett 's,  Toronto. 

D.  J.  Ritza,  of  Renfrew,  Ont.,  was  the  winner  of  $50 
in  gold  in  the  drawing  contest.  An  extended  process 
of  elimination  was  carried  out,  the  man  left  on  the  plat- 
form at  the  finish  being  the  winner. 


CAN'T  PASS  UP  POST  OFFICE  IN  DELIVERING 
LETTERS. 

The  Post  Office  Department  has  issued  a  warning 
that  the  section  of  the  Post  Office  Act  giving  the  Posrt;- 
master-General  the  exclusive  privilege  of  receiving, 
collecting,  conveying  and  delivering  letters  within 
Canada,  must  be  rigidly  lived  up  to.  This  in  view  of 
the  fact  that  some  business  firms  desiring  to  avoid  the 
war  tax  propose  making  arrangements  for  the  delivery 
of  accounts,  bills,  circulars,  etc.,  through  other  means 
than  the  post  office^ — which  is  contrary  to  the  Postal 
Act,  the  penality  being  $20  for  each  letter  unlawfully 
carried. 

Bills  and  accounts  whether  in  open  or  sealed  enve- 
lope?,  as  well  as  circulars  or  other  printed  matter  en- 
closed in  envelopes  sealed  or  ready  to  be  sealed,  are 
"Letters"  within  the  meaning  of  the  Post  Office  Act. 


CANADIAN  CONSOLIDATED  RUBBER  COMPANY 
EXTENDS 

The  capital  of  the  Canadian  Consolidated  Rubber  Co., 
Ltd.,  was  recently  increased  by  the  issue  of  $1,020,000 
additional  preferred  stock,  all  of  which  was  subscribed 
at  par.  This  money  is  being  used  to  further  develop  the 
company's  already  large  manufacturing  facilities.  The 
manufacture  of  druggists'  sundries,  hard-rubber  goods, 
etc.,  will  be  extended.  At  the  annual  meeting  of  the 
company  J.  H.  McKechnie  was  elected  president ;  T.  H. 
Rieder,  vice-president  and  general  manager;  Walter 
Binmore,  treasurer;  W.  A.  Eden,  secretary;  R.  C.  Colt, 
assistant  secretary,  and  A.  Dwyer,  assistant  treasurer. 
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NEWS  OF  THE  TRADE 

From  Coast,  to  Coast 


Maritime  Provinces  and  Quebec 

Lyons  Cut  Rate  Drug  Store,  Ltd.,  Montreal,  has 
registered. 

Laurent  de  T'Eglise,  of  Montreal,  has  registered  as 
the  Canadian  Sanitos  Co. 

J.  E.  Gallant,  druggist,  of  Tignish,  P.E.I.,  suffered 
loss  in  a  $60,000  fire  in  that  town. 

The  Aeroplane  Fly-Catcher  Co.,  manufacturers  of  fly 
papei-s,  Montreal,  have  registei-ed. 

The  Ross  Drug  Co.,  Ltd.,  St.  John,  N.B.,  has  sold 
its  branch  on  Main  Street  to  R.  W.  Hawker. 

Lett  ere  patent  have  lK>en  issued  increasing  the  capital 
stock  of  the  Canadian  Consolidated  Rubber  Co.,  Ltd., 
from  five  to  six  million  dollars. 

Letters  patent  have  been  issiied,  changing  the  name 
of  the  Canadian  Toy  &  Novelty  Co.,  Ltd.,  of  Montreal, 
to  that  of  the  Colonial  Toy  and  Show  Case  Co. 

Ontario 

W.  R.  Brown,  druggist,  of  Fort  William,  suffered  a 
slight  loss  by  fire. 

Mrs.  T.  F.  Brown,  of  Orangeville,  has  sold  branch  to 
N.  T.  MeWilliams. 

H.  Bull,  recently  of  Gore  Bay,  has  succeeded  A.  Bur- 
ges.s,  Burford,  Ont. 

Lawrence,  Limited,  of  Sault  Ste.  Marie,  have  opened 
a  branch  store  at  Hearst. 

John  Taylor  &  Co.,  Ltd.,  manufacturers  of  soaps  and 
perfumes,  Toronto,  suffered  fire  loss. 

The  Richards  Glass  Co.,  Toronto,  has  moved  into  fine 
new  premises  at  265  Adelaide  St.  W. 

D.  Pettit,  formerly  of  Pickering,  has  purchased  the 
drug  business  recently  established  in  Fergus  by  W.  H. 
Mutrie. 

T.  L.  McCullough,  of  the  1912-13  class  of  the  O.C.P., 
has  purchased  the  business  of  the  late  Dr.  Passmore, 
Deseronto,  Ont. 

T.  H.  Peel,  of  the  Listerine  department  of  W.  Lloyd 
Wood,  66  Gerrard  St.  E.,  Toronto,  passed  away  in  mid- 
April  from  pneumonia. 

Miller's  Drug  Store,  Brantford,  Ont.,  was  entered  by 
thieves,  who  secured  $2  in  money  and  a  quantity  of 
tobacco  and  other  goods. 

J.  F.  Kellock  has  purchased  the  business  of  L.  Law- 
rason,  M.D.,  at  242  Annette  St.,  Toronto.  Mr.  Kellock 
was  at  one  time  in  business  in  Perth. 

The  Taylor  Drug  Co.,  London,  has  opened  a  branch 
at  the  corner  of  Hamilton  Road  and  Anderson  Ave.  A. 
L.  Hamilton,  formerly  of  Winghani,  is  manager  of  the 
new  store. 

The  Monk  Chemical  Co.,  Ltd.,  of  Toronto,  has  been 
incorporated  to  deal  in  chemical  and  pharmaceutical 
preparations.  The  capital  stock  is  set  at  $50,000,  and 
David  W.  H.  Nelson,  druggist,  is  one  of  the  directors. 

The  Nyal  Company,  Limited,  of  Windsor,  Ont.,  has 
received  Dominion  incorporation  witb  a  capital  stock 
of  $50,000.  The  incorporators  are  Frederick  K.  Stearns, 
W.  D.  Stearns,  S.  C.  Stearns,  D.  M.  Gray,  Frederick  S. 
Steams,  Williard  Ohliger.  and  Charles  A.  Smith. 

Manitoba  and  Saskatchewan 

E.  H.  Freeman  has  opened  a  drug  store  at  Readlyn, 
Sask. 


The  Allan  Drug  Co.  has  opened  for  business  at  Allan, 
Sask. 

R.  G.  Scott,  druggist,  of  Wakaw,  Sask.,  has  given 
up  business. 

E.  0.  Heaslip  has  succeeded  the  Dauphin  Pharmacy, 
Dauphin,  Man.    • 

H.  V.  Gillies,  druggist,  of  Bethune,  Sask.,  has  sold  to 
F.  G.  Longridge. 

A.  C.  Armstrong,  druggist,  of  Eyebrow,  Sask.,  suf- 
fered loss  by  fire. 

H.  O.  Wliitemareh  has  conlmenced  in  the  drug  busi- 
ness in  Hafford,  Sask. 

The  Prelate  Drug  Co.,  Prelate,  Sask.,  has  been  suc- 
ceeded by  Dr.  Wm.  Anderson. 

Alberta  and  British  Columbia 

The  Depot  Drug  Co.,  Medicine  Hat,  has  sold  out. 

W.  H.  Upton,  druggist,  of  Pineher  Creek,  Alberta, 
has  .sold  out. 

Merrick  &  Co.  have  opened  a  drug  store  at  Lac  La 
Biche,  Alberta. 

A  drug  store  has  been  opened  at  Pineher  Creek,  Al- 
berta, by  A.  E.  Cornyn. 

C.  J.  Quinnan,  of  Victoria,  has  accepted  a  position 
with  the  Fort  George  Drug  Co.,  South  Fort  George,  B.C. 

Aaronson  &  Elwin  are  moving  into  new  premises  at 
the  northwest  comer  of  Fort  and  Cork  Streets,  Vic- 
toria. 

The  Vancouver  Drug  Co.,  Vancouver,  has  moved  its 
branch  from  500  Hastings  St.  E.  to  a  new  location  on 
Main  St.,  near  Hastings. 


CARBOLIC  ACID  MUST  BE  SOLD  IN  DISTINCTIVE 
BOTTLE  IN  ONTARIO 

The  amendment  to  the  Ontario  Pharmacy  Act,  mak- 
ing the  sale  of  carbolic  acid  in  a  distinctive  bottle 
compulsory,  is  now  law,  and  druggists  should  see  that 
the  law  in  this  connection  is  closely  complied  with.  It 
specifies  that  carbolic  acid,  above  a  5  per  cent,  solution, 
.shall  not  be  sold  by  retail  except  "in  a  glass  bottle  of 
light  blue  color  having  six  sides,  the  front  being  of 
plain  surface,  upon  which  the  label  shall  be  placed,  and 
the  three  opposit'e  sides  having  blown  on  them  the 
words  'carbolic  acid,'  'poison,'  'use  with  caution,'  and 
prominent  points  on  the  other  portion  of  the  surface 
thereof  in  such  a  manner  as  to  render  the  bottle  dis- 
tinguishable to  the  touch  from  ordinary  bottles. ' ' 


ONTARIO  COLLEGE  OF  PHARMACY  NOTES 

The  semi-annual  meeting  of  the  council  of  the  On- 
tario College  of  Pharmacy  will  open  on  June  7. 

Messrs.  M.  Trenouth  and  W.  D.  Trusswell,  of  Port 
Albemi,  B.C.,  were  visitors  at  the  O.C.P.  in  April. 

Ontario  druggist®  are  reminded  that  their  annual 
fees  are  payable  to  the  Registrar  before  May  1,  if  they 
desire  to  secure  the  rate  of  $3.  After  May  1  $4  has  to 
be  paid. 

Peter  Bawden,  of  Ridgetown,  examiner  in  botany  for 
the  O.C.P. ,  is  unable  to  act  in  the  forthcoming  examin-   \  , 
ations  on  account  of  illness,  and  R.  Oscar  Hurst,  gold      '"^ 
medallist  of  last  year,  has  been  appointed  in  his  place. 
Mr.  Bawden  is  improved  in  health. 

The  O.C.P.  is  this  year  included,  for  the  first  time, 
in  Torontonensis — the  year  book  of  the  University  of 
Toronto,  with  which  the  O.C.P.  is  atfiliated.  The  phar- 
macy section  has  a  photograph  and  short  sketch  of  each 
student  of  the  1914-15  class,  as  well  as  a  photograph 
of  the  Dean,  the  college,  and  the  staff. 
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OLIVER  DOWLER  OF  MONTREAL  PASSES  AWAY 

Oliver  Dowler,  wlio  for  over  20  years  carried  on  a 
drug  business  at  300  St.  Catherine  St.  W.,  Montreal, 
passed  away  in  mid-April.  Mr.  Dowler  tad  been  ill 
for  some  time,  but  'had  been  able  to  attend  to  his  busi- 
ness till  a  week  before  his  death,  when  his  illness  be- 
came more  serious.  He  died  at  his  home,  1833  Park 
Avenue. 

Born  in  Quebec  forty  years  ago,  Oliver  Dowler  was 
t;he  son  of  Gabriel  Dowler,  late  of  Ottawa.  He  spent  a 
-part  of  his  boyhood  in  the  old  capital  and  later  re- 
moved with  his  parents  to  Ottawa.  He  started  business 
for  himself  in  Montreal  as  a  man  of  a  little  more  than 
twenty,  and  continued  the  same  business  on  the  same 
premises  till  the  time  of  his  death. 


ARTHUR  LYMAN  ELECTED  PRESIDENT  OF 
LYMAN'S  LTD. 

Arthur  Lyman  was  elected  president  of  Lyman's, 
Ltd.,  wholesale  druggists,  of  Montreal,  at  their  annual 
meeting.  He  succeeds  Major  H.  H.  Lyman,  who  met 
a  tragic  death  when  the  Empress  of  Ireland  went  down 
in  the  St.  Lawrence  last  year.  The  new  president  has 
been  eonneeted  with  the  firm  for  many  years.  The 
Journal  of  Commerce,  of  Montreal,  in  commenting  on 
his  appointment,  said:  "He  is  a  keen  business  man 
and  has  been  no  small  factor  in  building  up  the  present 
lucrative  business  possessed  by  the  firm.  He  is  of  a 
quiet,  retiring  disposition,  but  is  unusually  well  liked 
by  those  who  are  privileged  to  know  him." 


TORONTO  NYAL  CLUB  FORMED 

Toronto  druggists  who  handle  Nyal  goods  have 
formed  the  Toronto  Nyal  Club,  with  the  following 
officers : 

President — Vernon  Meek. 

Vice-President — FVed  G.  Niebel. 

Secretary — Frank  H.  Webb. 

Treasurer— R.  M.  Tuthill. 

Their  idea  is  to  co-operate  in  various  ways  to  extend 
sales  of  the  goods  tbey  handle,  and  thus  be  able  to  com- 
bat the  inroads  of  the  chain  drug'  store  movement, 
which  is  looming  up  on  the  horizon  just  now. 


B.  C.  ASSOCIATION  MEETS  IN  JUNE 

The  25th  annual  meeting  of  the  B.  C.  Pharmaceutical 
Association  will  be  held  in  Victoria,  B.C.,  on  June  10. 
The  amended  by-laws  which  were  passed  at  the  coun- 
cil meeting  last  November  will  come  up  for  discussion 
and  final  adoption.  Other  subject  that  will  come  up 
for  discussion  include  the  war  tax,  the  standing  of 
the  pharmacist  in  the  army  and  navy,  the  sale  of 
Britisih-made  goods,  the  Winnipeg  convention  of  the 
C.  Ph.  A.,  etc. 

CHAS.  McD.  HAY  NEW  PRESIDENT  OF  LYMAN 
BROS.  &  CO. 

At  the  annual  meeting  of  the  Lyman  Bros,  and  Co., 
Ltd.,  Chas.  McD.  Hay,  of  Toronto,  who  has  been  vice- 
president  for  some  years,  was  elected  president,  to 
succeed  Major  H.  H.  Lyman,  of  Montreal,  who  lost  his 
life  in  the  Empress  of  Ireland  disaster  in  May  last. 


bichloride  tablets  and  died  in  the  General  Hospital,  the 
jury  added  the  following  ridei': 

"And  we  further  recommend  that  .some  immediate 
steps  be  taken  through  the  Pharmaceutical  Association 
by  the  Crown,  to  review  the  classification  of  class  1  and 
2,  schedule  A,  in  the  Act,  and  that  the  clause  referring 
to  the  person  procuring  a  poison  be  changed  from 
'known'  to  'well  known  to  the  chemist.'  " 


JUDGMENT  RE  SALE  OF  PATENT  MEDICINES  IN 
BROKEN  PACKAGES 

An  interesting  judgment  has  been  given  in  regard 
to  the  sale  of  broken  packages  of  patent  medicines 
without  the  number  and  other  information  required  by 
section  4,  which  reads:  "All  proprietary  or  patent 
medicines  shall  be  put  up  in  packages  or  bottles,  and 
every  one  of  these,  intended  for  sale  or  distribution  in 
Canada,  shall  have  placed  upon  it,  in  couvspicuous  char- 
acters forming  an  inseparable  part  of  the  general  label 
and  wrapper,  the  name  and  number  under  which  the 
medicine  is  regisitered,  with  the  words  'The  Proprietary 
or  Patent  Medicine  Act,'  and  also  the  manufacturer's 
name  and  address,  which  name  and  number  shall  be 
sutficient  identification  as  to  the  manufacture  thereof." 

Section  9  reads:  "When  a  preparation  is  put  up  in 
small  packages  and  placed  in  one  container,  each  of 
the  small  packages,  if  sold  separately  or  employed  as 
a  separate  part  of  a  treatment  or  remedy,  must  have 
printed  thereon  the  information  required  by  section 
4  of  the  Act." 

In  the  case  in  question  two  headache  wafers  were 
sold,  being  taken  by  the  druggist  from  a  large  package 
containing  about  twelve  wafers.  The  large  package 
had  the  proper  inscription,  but  the  individual  container 
had  only  the  name  printed  on  it.  The  sale  of  the 
wafers  was  considered  in' contravention  of  the  statute. 
If  the  whole  package  had  been  the  subject  of  the  in- 
.spe«tor's  purchase,  the  judge  assumed  that  there  would 
be  no  infringement  of  Section  4.  This  was  an  appeal 
from  a  decision  of  a  police  magistrate  who  dismissed 
the  charge  of  the  inspector. 

QUARTERLY  EXAMINATIONS  OF  QUEBEC  ASSO- 
CIATION 

At  the  (|uarterly  examinations  of  the  Quebec  Pharma- 
ceutical Association,  held  at  Montreal  and  Quebec,  74 
candidates  presented  tjiemselves,  and  the  following 
passed  in  order  of  merit:  Messrs. -Paul  Desjardins,  S. 
J.  Schwartz,  L.  Pavreau,  G.  Duchesne,  A.  Soers,  C.  A. 
Magnan,  Mile.  E.  Herscovitz,  E.  Chausse,  0.  Lefebvre, 
G.  Guevremont,  H.  Thescenault,  H.  Budning,  L.  Girard, 
H.  Dugal,  C.  A.  Decary,  L.  G.  Lapalme,  Alp.  Allaire,  W. 
Maisonneuve,  R.  Daignault,  J.  P.  Dagenais. 

The  following  passed  on  all  subjects  but  one,  and  will 
have  to  present  themselves  at  the  next  examination  for 
that  subject :  H.  J.  Lejour,  H.  W.  Montpetit,  E.  Asselin, 
R.  Beriau,  M.  Dube,  Z.  Boudrias,  and  Jacob  Arbess. 

The  examiners  were:  Pi'ofessors  J.  0.  Cassegrain,  of 
the  Jacques  Cartier  Normal  School,  and  Isaac  Gammell, 
of  the  High  School,  with  Messrs.  A.  J.  Laurence  as  gen- 
eral supervisor  and  Victor  Giroux  supervisor  for  Que- 
bec and  vicinity,  and  H.  J. -Pilon,  secretary. 


JURY  RECOMMENDS  SLIGHT  CHANGE  IN 
PHARMACY  ACT 

In  bringing  in  their  verdict  in  connection  with  the 
death  of  Patrick  Bruno,  of  Toronto,  who  took  some 


"DUTCHY"  RICHARDSON  TO  THE  FRONT 

"Dutchy"  Richardson,  assistant  manager  of  the  drug 
department  of  the  T.  Eaton  Co.,  Toronto,  has  enlisted 
in  the  second  contingent  as  a  sergeant  in  the  Army 
Medical  Corps.  "Dutchy"  is  well  known  as  one  of  the 
star  players  of  the  St.  Michael's  Hockey  Club. 
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SHOW  CASES 


YOU  WANT  THE  BEST  PRICE  ? 

Of  course, — that's  business. 

But  remember  that  the  quality  of  the  price  depends 
upon  the  quality  of  the  fixtures. 


ONLY  THE  BEST  ARE  CHEAPEST 


KenT-McCLAIN,  Limited 

(TORONTO  SHOW  CASE  CO.) 

181-199  CARLAW  AVENUE  TORONTO 


-mmm 
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SHOP  FITTINGS 


Write  us  for  particulars  and  illus- 
trations, or  if  you  can,  call  at  our 
Factory  —  fifteen  minutes  east  of 
Yonge  by  King  Car. 


KENT-McCLAIN,  Limited 


(TORONTO  SHOW  CASE  CO.) 
181  199  CARLAW  AVENUE 


TORONTO 
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THE  CLERK  WHO  SUCCEEDS  IS  THE  CLERK 
WHO  ALWAYS  DOES  HIS  BEST. 

"Always  to  excel"  is  the  motto  which  Scotland's 
oldest  university  has  held  up  for  centuries  to  the  youth 
who  have  entered  its  portals.  The  words  are  as  old  as 
Homer,  and  the  poet  was  not  nodding  when  he  wrote 
them.  The  experience  of  the  years  has  but  added  to 
their  force. 

While  it  is  not  true  that  every  one  who  does  his  best 
reaps  the  reward  of  worldly  success,  it  is  true  that 
success  never  coiucs  to  those  who  do  not  do  their  best. 
Many  young  men  do  not  realize  this  till  too  late. 
Then  youth  and  opportunity  are  gone. 

To-day  Determines  To-morrow. 

Life  develops.  What  you  will  be  to-morrow  depends 
upon  what  you  are  to-day.  What  you  will  be  able  to  do 
to-morrow  depends  upon  what  you  do  now.  It  is  like 
building  a  tower.  The  higher  you  build  to-day,  the 
higher  you  will  be  able  to  rise  to-morrow.  If  you  do 
not  make  a  habit  of  exerting  your  full  powers,  these 
powers  will  not  develop,  but  deteriorate. 

The  mischief  begins  at  school.  A  pupil  with  a 
natural  aptitude  for  learning  sees  he  can  do  things  far 
quicker  than  the  boy  sitting  next  him,  but  doesn't  take 
the  trouble  to  do  so,  saying  to  himself,  "It  doesn't  mat- 
ter now,  but  wait  till  I  get  into  business." 

The  pupil  goes  into  business,  but  this  same  spirit  has 
got  a  stronger  grip  of  him.  "Wait  till  I  start  for  my- 
self," he  says.  "What's  the  good  of  me  doing  this  for 
somebody  else's  profit!" 

Will  Not  Succeed  in  Business 

If  this  young  man  should  ever  get  the  length  of  hay- 
ing a  business  of  his  own,  he  will  not  make  much  of  it. 
To  succeed  in  business  it  is  necessary  to  think  things 
out  and  do  them  to  the  very  end.  His  mind  has  lost  its 
power  through  long  disuse.  He  stops  thinking  and 
acting  just  on  the  wrong  side  of  the  success  line. 

But  the  chances  are  he  will  never  be  his  own  master. 
His  attitude  to  life  is  entirely  wrong.  It  would  be  all 
right  if  life  were  changeless,  but  the  Garden  of  Eden  is 
a  long  way  off.  Life  is  progressive,  and  what  will  do 
to-day  will  not  do  to-morrow.  But  the  man  who  does 
things  to-day  will  be  able  to  do  them  to-morrow,  and  a 
little  better,  too,  just  because  he  has  exerted  all  his 
powers  to-day.  The  man  who  can  but  doesn't  do  things 
to-day  will  only  be  able  to  do  things  to-morrow  a  little 
better  than  the  last  time  he  really  did  anything.  And 
that  was  so  long  ago  he  can't  remember  when. 

Second  Best  Efforts  Won't  Do 

It  is  altogether  a  fallacy  that  "second  best"  is  good 
enough  when  you  are  working  for  someone  else.  Even 
if  it  were  good  enough  to  earn  your  salary  or  to  please 
your  employer  it  would  be  bad  for  yourself.  Many 
have  found  this  out  too  late.  This  defect  of  character — 
for  such  it  is — 'breeds  indecision  and  slackness.  It  is 
the  little  rift  between  doing  a  thing  thoroughly  and 
just  well  enough  to  pass  muster,  that  will  make  the 
music  of  success  mute.  That  which  distinguishes  the 
successful  man  from  the  failure  is  just  thoroughness, 
not  brains. 

The  fact  that  doing  one's  best  for  another  person  is 
not  detrimental  to  one's  own  interests  by  giving  away, 
seemingly  for  nothing,  new  ideas,  is  shown  by  the 
fact  that  secrecy  is  no  longer  considered  a  fundamental 
in  business.  Secrecy  has  little  to  do  with  success.  Suc- 
cess is  dependent  upon  ability  to  foresee  and  to  act  in 
unforeseen  emergencies.     This  ability  is  fostered  and 


bred  by  always  doing  one's  best.  Even  if  it  does  not 
bring  material  success,  it  will  bring  peace  of  conscience 
after  duty  done,  and  your  life  will  be  free  from  regrets. 


TOILET  SOAPS  DON'T  HAVE  TO  BE  STAMPED 

Some  druggists  have  been  inclined  to  think  that 
under  the  provisions  of  the  Stamp  Act  that  toilet  soaps 
had  to  be  stamped.  The  Retail  Druggist  took  this  mat- 
ter up  with  the  tariff  officer  of  the  finance  department 
at  Ottawa,  and  he  states  that  toilet  soaps  are  exempt 
from   the   provisions  of   the   Act. 


SPEAK  UP  MR.  MONTREAL  DRUG  CLERK 

Last  month  we  bad  a  letter  from  a  drug  clerk  in 
Montreal,  protesting  against  the  long  hours  that  he 
had  to  put  in. 

A  Montreal  druggist  has  written  us:  "If  you  could 
let  m*  know  who  he  is,  I  might,  if  he  .^ted  me,  make 
some  arrangements  with  bim  to  work  for  me.  I  give 
my  assistant  short  hours  and  an  easy  time." 

If  the  clerk  who  sent  this  letter  in  will  communicate 
with  us,  we  will  pass  his  name  along  to  the  enquirer. 


PHARMACY  EXAMINATIONS  AT  LAVAL 

The  following  students  are  announced  as  having 
passed  the  examinations  of  the  Laval  School  of  Phar- 
macy at  Montreal :  Alice  Bellemare,  S.  Courchone, 
Lucien  Ledoux,  Lucien  Giroux,  A  .A.  Paquin,  J.  M. 
Besilets,  W.  Lemire,  J.  G.  Gagnon.  D.  Cbarland,  H. 
Boucher,  T.  E.  Grenier,  P.  Lanetot,  Mile.  E.  Bonneville, 
J.  P.  Dagenais,  R.  Dagenais,  J.  V.  Desy,  G.  Letourneau, 
A.  A.  Montpetit,  Alf.  Laurence,  D.  Oharland,  Emile 
Bedard,  P.  Gadbois,  T.  Chamberland,  W.  Coderre,  Paul 
Gadbois,  Lucien  Giroux,  R.  Marchand,  A.  Bellemare, 
Mrs.  Valois,  A.  Pervac-Larose,  A.  A.  Paquin,  D.  Char- 
land,  Paul  Gagnon,  J.  R.  Grenier,  Leopold  Senay,  T. 
Chamberland,  D.  Sherland,  Alfred  Laurence,  H.  P. 
Pabien,  Emile  Bedard,  Joe  Henri  Laurent,  Victor 
Roberge,  Wilfrid  Leger,  Thomas  W.  Lussier,  V. 
Roberge,  E.  Bedard,  Donat  Charland,  Alf.  Laurence, 
D.  Charland,  Emile  Granger,  L.  P.  Girard,  H.  P.  PabiCn, 
Leopold  Senay,  Emile  Coderre,  T.  Chamberland,  Victor 
Roberge,  Emile  Bedard,  Paul  Gagnon. 


Taking  No  Chances. 

The  druggist  approached  the  Celestial  gate.  St. 
Peter  opened  the  portal  for  him  and  bade  him  enter 
and  join  the  heavenly  choir. 

"Not  so  fast,"  admonished  the  compounder  of  pills. 
"Before  I  go  in  there  I  want  to  ask  a  few  questions. 
Have  you  any  city  directories  in  Paradise?" 

"No,"  replied  St.  Peter. 

"Any  remedies  for  growing  hair  on  bald  heads  and 
door  knobs?" 

"None." 

"Any  soda  fountains?" 

"We  don't  know  what  they  are." 

"Do  you  sell  stamps?" 

"We  don't  use  them  here." 

"And  last,  but  not  least,  have  you  any  telephones?" 

"We  have  not." 

"Then  I'll  go  in,  for  I  guess  this  is  heaven,  all  right, 
all  right." 
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THE  STATIONERY  DEPARTMENT 

I      A  department  devoted  lo  stationery,  book*,  post  cards  and  associated  lines      I 


FEATURE  STATIONERY  TO  SECURE  BIG  SALES. 

If  you  keep  a  line  hidden  away  in  some  out-of-the- 
way  corner,  you  certainly  will  not  secure  the  maximum 
of  sales.  This  is  as  true  of  stationery  as  any  other  line, 
and  probably  more  so,  because  stationery  is  an  article 
that  is  frequently  purchased  on  sight.  When  customers 
see  it,  they  are  reminded  of  their  needs  and  conse- 
quently purchase.  Thus  the  need  of  featuring  in  the 
interior  and  also  the  window  of  the  store. 

Ad.  Can  be  Used  to  Good  Advantage. 

Another  way  in  which  stationery  can  be  featured  to 
good  advantage  is  by  means  of  the  ad.  in  the  lo«»al 
paper.  Display  may  remind  people  who  visit  your  store 
of  their  needs,  but  the  ad.  can  be  used  to  stimulate  the 


How  do  Your 
Letters  Look? 


Are  they  dainty  epistles,  written  on 
paper  that  will  appeal  to  people  o( 
good  taste  ? 

Strangers  often  judge  correspon- 
dents by  the  kind  of  stationery  they 
use.  Don't  be  judged  wrongly  by 
poor,  out-of-style  papers  when  only 
a  slight  outlay  will  provide  you  with 
B  box  of  stationery  that  is  strictly 
correct. 

We  have  a  large  supply  of  all  grades 
of  Boxed  Stationery,  Writing  Pads, 
Correspondence  Cards,  etc. 

Marin  &  McKenzie 

222  Arthur  Street 


Advertising  can  be  made  good  use  of  to  in- 
crease stationery  sales.    Here  is  a 
suggestive  ad. 

interest  of  people  who  are  not  regular  patrons.  Most 
people  take  a  certain  pride  in  the  appearance  of  their 
letters,  and  this  can  be  appealed  to  by  the  dealer  to 
make  sales.    This  is  especially  so  with  the  ladies. 

Push  Patriotic  Stationery. 

Druggists  are  finding  a  big  sale  for  patriotic  station- 
ery and,  in  fact,  for  patriotic  goods  of  all  kinds.  These 
should  be  played  up  strong,  and  in  this  connection  it  is 
well  to  remind  dealers  of  the  excellent  window  displays 
of  patriotic  lines  that  may  be  arranged.  There  is  still 
big  business  to  be  secured  in  patriotic  goods  and  they 
should  be  played  up  strong. 


INTRODUCTION  FOR  STATIONERY  AD. 

"Why  not  dainty  writing  papers?"  was  the  heading 
of  an  ad.  of  a  Port  Arthur,  Ont.,  dealer.  The  introduc- 
tion read:  "The  difference  in  cost  between  good  qual- 
ity papers  and  poor  quality  is  too  small  for  you  to 
choose  the  inferior  grade.  Let  us  show  you  our  fine  as- 
gortnient  of  high  grade  writing  papers." 


NEW  HOME  OF  TORONTO  BRANCH  OF  NATIONAL 
DRUG  AND  CHEMICAL  CO. 

The  Toronto  branch  of  the  National  Drug  and  Chem- 
ical Company  is  now  housed  in  new  and  enlarged  quar- 
ters at  the  corner  of  Richmond  and  Duncan  Streets, 
Toronto,  where  they  occupy  three  floors  in  the  new 
Henry  Building.  With  a  floor  space  of  10,000  square 
feet  on  each  floor  they  are  well  equipped  to  give  rapid 
and  efficient  service  to  their  patrons.  The  building  is 
a  bright  and  airy  one,  and  stock  has  been  so  arranged 
and  such  systematic  methods  of  handling  business  in- 
augurated as  to  allow  work  to  be  carried  on  with  the 
minimum  of  labor  and  expend. 

Entering  the  main  floor  you  find  the  offices  conven- 
iently and  compactly  arranged,  divided  off  from  the 
stock  and  shipping  department  on  the  same  floor  by 
partitions  fitted  with  glass,  allowing  a  view  of  the 
latter  department  from  the  offices.  The  methods  of 
filling,  packing  and  shipping  orders  are  of  such  a  sys- 
tematic nature  as  to  allow  this  work  to  be  done  quickly 
and  at  the  same  time  without  any  chance  of  shipments 
going  out  without  all  the  goods  ordered. 

The  receiving  department  is  located  in  the  basement, 
goods  coming  down  a  chute  from  the  ground  level  and 
on  to  a  scale,  where  they  are  weighed  and  checked  in. 
Heavy  goods  are  located  in  the  basement  as  well  as 
drug  stock.  The  stock  room  for  patent  medicines,  sun- 
dries and  toilet  goods  is  on  the  main  floor,  and  that  of 
photographic  supplies  on  the  second  floor.  A  show 
room  for  sundries  is  situated  on  the  second  floor  and 
a  visit  to  it  impresses  one  with  the  extensiveness  of 
stock  and  variety  of  lines  carried  by  this  company.  In 
the  show  room  they  are  shown  to  advantage  in  glass 
display  fixtures. 

Much  thought  has  been  given  to  the  arrangement 
of  their  new  quarters  by  T.  A.  Henderson,  the  manager, 
and  many  worthy  features  of  arrangement  and  system 
are  in  use  which  lack  of  space  does  not  permit  describ- 
ing here. 

In  addition  to  this,  the  company  has  a  fine  factory  of 
five  storeys  and  basement  at  the  corner  of  Phoebe  and 
Beverley  Streets,  which  was  opened  last  year,  and 
where  the  manufacture  of  Na-Dru-Co  lines  is  carried  on. 


NEWS  NOTES  OF  THE  DRUG  TRADE 

Wilbrod  Paquin,  of  Montreal,  has  registered  as  the 
Solex  Medical  Oo. 

L.  A.  Rice,  druggist,  of  Kildonan  West,  Man.,  has 
removed  to  St.  James. 

Arthur  Chevalier  and  Arthur  Gendron,  of  Sher- 
brooke.  Que.,  have  registered  as  the  J.  L.  Mathieu  Co., 
patent  medicine  manufacturers. 


Doubtful  Ad.  For  the  Medicine. 

This  advertisement  recently  appeared  in  a  western 
paper : 

"Wanted — ^A  man  to  undertake  the  sale  of  a  new  pat- 
ent medicine.  The  advertiser  guarantees  that  it  will  be 
profitable  to  the  undertaker." 
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Success 


again 


Success 


Our  introduction  of  "Rule  Britannia" 
stationery  caught  the  public  spirit  and 
patriotic  sentiment.  The  sale  has  been 
remarkable,  and  now  we  have 


ANOTHER  WINNER 


Tipperary 


May 

We  Send 
You 
Samples 


Stationery 


The  first  line  and  music  of  this 
popular  war  song,  embossed  in 
gold  on  each  sheet  of  paper  in 

Tablets 
Papeteries 

Correspondence  Cards 
and  Envelopes 

JUST  A  LITTLE  NICER  THAN  ANY  OTHER  MAKE 


Display 
Show  Cards 
with  all 
Orders 


WARWICK  BROS.  &  RUTTER,  LIMITED 

MANUFACTURERS 

TORONTO    -    CANADA 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A  Jepaiiment  of  m:ar.s  and  methoJa  of  incteaiing  business  in  photographic  sup- 
pliest   pennants,  pltn/ing  cards,   pens,  ink,  sporting  goods,    novelties,  china,    etc. 

II 

USING  PRINTER'S  INK  TO  BOOST  PHOTO- 
GRAPHIC DEPARTMENT, 

The  season  is  now  here  when  the  druggist  should  get 
strongly  after  trade  in  cameras  and  photographic  sup- 
plies. Amateur  photography  is  increasing  in  popular- 
ity every  year,  and  this  popularity  will  continue  to  in- 
crease if  dealers  will  do  their  best  to  get  the  public  in- 
terested in  cameras  and  their  use. 

Display  and  personal  talks  are  both  effective  means 
of  giving  prominence  to  this  line,  but  esnecially  at  this 
time  of  the  year  newspaper  space  can  be  used  to  good 
advantage  in  assisting  in  the  spring  revival  of  interest 
in  amateur  photography.  We  reproduce  the  subject 
matter  of  a  number  of  ads.  used  by  druggists  last  year 
to  attract  attention  to  this  department. 

Some  Sample  Ads. 

"Do  You  Love  Nature?"  was  the  heading  used  on 
an  ad.  by  the  Royal  Pharmacy,  Sydney,  N.S.  It  read : 
' '  If  you  do  you  will  surely  want  to  take  some  pictures. 


Figure  NOW  on  that 
New  Camera 

Vacation  and  outing  time  will  soon 
be  here,  and  if  you  are  the  fortunate 
owner  of  a 

Blank  Camera 

your  pleasures  will  be  doubled— buy 
one  now,  become  familiar  with  its 
working  and  be  ready  to  preserve  a 
complete  and  accurate  record  of  the 
scenes  you  visit  later  on. 
Come  in  and  let  us  show  you  their 
good  points. 

Prieois   range   from 

$1.50  to  $30.00 
W.  T.  McEACHERN 

THE  DRUGGIST 

19  Cumberland  St.  South 

Telephone  129  N 


ments,  the  developing  tank  for  daylight  developing.  In 
case  you  do  not  do  your  own  developing  and  printing, 
we  can  do  it  for  you,  and  do  it  right." 


How  Port  Arthur,  Ont.,  druggist,  uses  space 
in  local  paper  to  good  advantage  in  promot- 
ing sale  of  photographic  supplies. 


The  best  time  to  take  views  is  at  this  season  of  the  year 
when  there  are  so  many  contrasts  of  lights  and  shades. 
You  can  take  the  best  pictures  with  one  of  our  cam- 
eras. Everything  for  taking  pictures  at  our  drug 
store." 

"The  Good  Old  Summer  Time,"  read  an  ad.  of 
Marshall's  Drug  Stores,  of  Halifax,  N.S.:  "To  enjoy  it 
fully  you  want  a  canoe  and  a  camera.  Neither  is  quite 
complete  without  the  other.  We  do  not  seU  canoes, 
but  we  do  sell  cameras,  and  all  sorts  of  photographic 
supplies,  including  that  most  useful  of  modern  improve- 


GO  AFTER  WEDDING  GIFT  TRADE. 

Before  another  month  has  passed  the  big  season  of  de- 
mand for  wedding  gifts  will  be  with  us  again.  The 
druggist  of  to-day  has  many  lines  that  make  appropri- 
ate wedding  presents  and  he  should,  accordingly,  make 
a  bid  for  this  trade. 

One  firm  that  went  strongly  after  this  business  last 
year,  was  the  Canada  Drug  &  Book  Co.,  of  Regina, 
which  arranged  a  special  window  display  of  goods  suit- 
able for  wedding  gifts  and  also  featured  them  in  their 
advertising  space. 

The  ad.  was  headed  "For  June  Brides — ^Serviceable 
and  Artistic  Wedding  Gifts."  Cut  glass,  brass  goods 
and  silverware  were  the  lines  featured.  The  ad.  read: 
"It  is  an  easy  matter  to  make  a  selection  from  our 
very  large  and  fine  assortment  of  these  articles,  which 
are  of  beautiful  designs  and  reliable  quality.  Don't 
forget  confetti  and  wedding  cake  boxes.  See  our  win- 
dow display." 


DRUG  STORE  FEATURES  FISHING  SUPPLIES. 

The  Red  Cross  Drug  Store,  of  Port  Arthur,  Ont.,  sells 
sporting  goods  of  various  kinds,  including  fishing  sup- 
plies. These  are  featured  in  season,  both  in  the  window 
and  newspaper  ad.  They  make  a  strong  drive  for  busi- 
ness around  the  opening  date  of  the  various  fishing 
seasons.  Last  year  they  used  an  ad.  announcing  the 
opening  of  the  trout  season  on  May  1,  drawing  atten- 
tion to  their  fishing  supplies  and  to  their  window  dis- 
play of  same. 


Frederick  M.  Fiske,  manager  in  Greart  Britain  for 
Parke,  Davis  &  Company,  of  Detroit,  passed  away  in 
London  recently.  He  had  been  in  the  firm's  employ 
for  more  than  a  quarter  of  a  century. 


For  Sale 
Wanted 


TERMS  FOR    INSERTION 

25  Cents  per  line,  one  insertion 
Four  lines  once  for  $1.00.  three 
times  for  $2.00. 

Cash  must  accompany  the  order. 
No  accounts  booked. 

MINIMUM  50   CENTS 


WANTED  to  hear  from  owner  of  good  Drug  Store  for  sale.   Send 
price  and  description  to  D.  F.  Bush,  Minneapolis,  Minn. 
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HINTS  TO  BUYERS 

News  from  Manufacturers,  Jobbers, 
and  Agents 


"MYSTERY"      DEMONSTRATIONS      OF      AUTO- 
STROP  RAZORS. 

More  and  more  druggists  are  getting  sti-ongly  behind 
their  safety  razor  departiaent,  because  of  the  big  sales 
possible  and  the  appreciable  profit  secured  on  this  line. 
In  making  a  bid  for  business,  dealers  are  finding  the 
advertising  material  and  other  sales  helps  supplied  by 
mamifacturei"s  of  material  help  in  arousing  interest  in 
this  line  and  creating  sales. 

A  new  help  to  sales  was  recently  used  by  the  Auto- 
Strop  Safety  Razor  Co.,  in  a  demonstration  in  the  win- 
dow of  the  Hennessey  Drug  Store,  Tonga  Street,  To- 
ronto, which  attracted  great  attention  and  created 
sales.  The  central  feature  of  the  window  was  a  dead 
black  box,  showing  in  the  centre  a  cut  out  of  a  man's 
face  used  so  extensively  in  this  firm's  advertising.  In 
the  demonstration,  the  demonstrator  was  completely 
out  of  sight,  placing  his  black-gloved  hands  through 
from  the  rear  of  the  black  box  and  stropping  the  razor 
and  drawing  the  razor  down  through  the  shaving 
stroke,  show  cards  at  the  front  drawing  the  attention  of 
the  onlooker  to  the  various  operations  and  the  features 
of  the  razor. 

As  the  operator  could  not  be  seen,  the  operation  of 
the  demonstrator  was  a  "mystery"  feature  that  at- 
tracted big  attention.  In  fact,  the  crowds  in  front  of 
the  window  blocked  trafiic  at  frequent  intervals.  The 
demonstration  was  so  successful  that  six  of  these  boxes 
are  being  prepared,  and  demonstrators  will  be  sent  out 
thi-oughout  Canada  to  advertise  the  Auto-Strop  razor 
by  this  "mystery"  demonstration. 

The  automatic  Shaving  figures  for  advertising  Auto- 
Strop  razors  will  also  be  supplied  to  any  dealer  by  this 
company  on  request,  as  well  as  display  signs  of  assorted 
sizes,  card  signs,  circulars,  catalogues,  etc.  Dealers 
should  take  advantage  of  these  manufacturer's  helps. 


DEFENDER   PHOTO   SUPPLY   CO.   EXHIBIT   AT 
NEW  YORK  EXPOSITION 

Readers  will  be  interested  in  the  International  Ex- 
position of  Photographic  Artsi  and  Industries,  held  in 
the  Grand  Central  Palace,  in  New  York  City,  during 
the  last  week  in  March,  in  connection  with  the  conven- 
tion of  the  photographic  dealers  of  the  States.  The 
number  of  druggists  who  are  installing  photo  supply 
departments  in  their  stores  is  rapidly  increasing,  and, 
in  this  connection,  we  call  attention  to  the  reproduc- 
tion of  a  photograph  in  these  columns  of  the  exhibit 
of  the  Defender  Photo  Supply  Company,  of  Toronto,  at 
the  exposition. 

This  company  has  been  in  the  business  of  manufac- 
turing photographic  plates,  paper  and  chemicals  for 
more  than  twenty  years,  and  their  booth  was  the  meet- 
ing place  for  many  dealers  from  Canada  and  their 
brothers  in  the  profession  from  the  States.  The  De- 
fender Company,  besides  showing  a  choice  collection  of 
photographs  made  on  their  film,  developed  with  their 
chemicals  and  printed  on  their  papers,  showed,  also — 
and  this  feature  of  the  exhibit  was  of  considerable  in- 
terest to  the  dealer  druggist — ^a  complete  assortment 
of  advertising  matter,  such  as  is  supplied  to  the  cus- 
tomers of  their  company. 

There  was,  for  example,  an  attractive  electric  flash- 
ing window  sign  in  colors.  There  were  a  score  of  en- 
largements made  on  this  company's  enlarging  paper, 
as  well  as  water-colored  enlarged  portraats  in  hand- 
some gold  and  bronze  frames.  The  Defender  Company 
had,  also,  a  quantity  of  dummies  of  their  various  pack- 
ages on  hand.  All  who  called  at  the  booth  were- invited 
to  sign  for  a  Defender  souvenir,  and  these  have  since 
been  distributed,  gratis. 

Druggists  who  attended  the  exposition  had  a  splen- 
did opportunity  of  observing  the  actual  dealer-helps 
which  this  compnay  advocates  and  to  come  into  per- 
sonal contact  with  what  the  company  is  pleased  to  call 
"Defender  Service." 


"Does  your  husband  keep  a  scrap  book?" 
"Not  exactly;  he  keeps  a  cheque  book,  and  we  have 
a  scrap  every  time  it  is  used  for  my  benefit." 


Photograph  of  the  exhibil  of  the  Defender  Photo  Supply  Co,  at  the  International  Exposition  of  Photographic  Arts  and  Industries  In  Now  York  City, 
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The  Sovereign  Perfumes  report  a  wonderful  sale  of 
their  Corson's  Charcoal  Tooth  Paste.  Miss  Teyte's 
letter  shows  that  it  "repeats." 


FLASHLIGHT  WHICH  CANNOT  SHORT-CIRCUIT 

The  Interstate  Electric  Novelty  Co.,  220  King  Street, 
Toronto,  have  placed  an  improved  flashlight  on  the 
market.  A  feature  of  their  flashlights  is  that  they  are 
equipped  with  vulcanized  fibre  cases,  so  that  they  can- 
not short-circuit  when  in  contact  with  metal.  This  is 
something  that  will  be  appreciated  by  many  users,  es- 
pecially motorists,  steamfitters  and  plumpers,  who  f re- 


Franco  flashlight  being  put  on  the  market 
by  the  Interstate  Klectric  Novelty  Co., 
Toronto. 

quently  find  that  their  flashlights,  left  in  the  tool  case 
with  metals,  short-circuit  and  burn  out. 

The  advent  of  the  tungsten  lamp  and  Radio  bat- 
tery has  meant  the  revolutionizing  of  the  flashlight  in- 
dustry. The  lights  used  in  the  "Franco,"  the  trade 
name  of  the  Interstate  Electric  Novelty  Company's 
flashlights,  are  miniature  tungstens,  namely,  the  new 
drawn  wire  tungsten  lamps  with  magnifying  lens  tops 
and  popularly  known  to  the  trade  as  "Radio  Lens" 
lamps. 

The  batteries  which  are  sold  with  Franco  flash- 
lights are  modern  type  batteries  commonly  known  to 
the  trade  as  "Radio."  When  used  with  Franco 
flashlights,  excellent  results  are  obtainable.  They  are 
packed  in  sealed  cartons  with  liberal  guarantee  printed 
thereon. 

THE  RICHARDS  GLASS  CO. 

The  Richards  Glass  Company,  of  Toronto,  has  moved 
into  larger  and  better  appointed  quarters  in  the  Pur- 
man  Building,  at  265  Adelaide  Street  West.  This  firm, 
although  only  established  for  three  years,  has  experi- 
enced such  progress  as  to  necessitate  removal  to  larger 
quarters.  In  their  new  premises  a  better  display  of 
stock  will  be  possible  and  they  will  be  in  a  position  to 
mako  shipments  promptly  and  otherwise  give  a  high 
grade  Stervice  to  their  patrons. 

Just  at  the  present  time  they  are  experiencing  a  big 
rush^  of  orders  from  Ontario  druggists  for  the  regula- 
tion'^oison  bottle  for  the  sale  of  carbolic  acid,  a  recent 
amendment  to  the  Pharmacy  Act  making  the  use  of  a 
distinctive  bottle  compulsory.  Druggists  in  other  pro- 
vinces would  do  well  to  take  the  cue  and  equip  them- 
selves with  this  safeguard  for  those  who  purchase 
poisoiis.  This  distinctive  poison  bottle  is  made  in  four 
sizesr— 7-one,  three,  eight  and  sixteen  ounces — 'by  The 
Richards  Olasa  Co. 


PRIMA  DONNA  LIKES  CORSON'S  TOOTH  PASTE. 

Miss  Maggie  Teyte,  the  English  prima  donna  who 
sang  at  Massey  Hall,  Toronto,  a  few  weeks  ago,  and 
who  at  present  is  on  a  concert  tour  of  the  United  States, 
has  written  Sovereign  Perfumes,  Limited,  asking  where 
she  can  get  Corson's  Charcoal  Tooth  Paste  in  New 
York  City.  She  says  she  likes  it  better  than  any  she 
ever  used. 


DY-O-LA  STRAW  HAT  COLOR 

This  is  the  time  to  pusih  the  sale  of  straw  hat  color 
strongly.  Especially  this  year,  when  people  are  trying 
to  economize,  many  will  be  inclined  to  make  last  year's 
hat  tide  them  over  the  present  season.  They  can  make 
their  old  hats  look  like  new  at  small  expense  by  the 
use  of  Dy-o-la  Straw  Hat  Color,  a  color  which  is  not  too 
glossy  and  still  fast  and  waterproof.  It  comes  in 
standard  colors  and  sells  at  25  cents  a  bottle,  including 
brush.  It  is  put  up  by  the  manufacturers  of  the  well- 
known  Dy-o-la  Home  Dyes — ^the  Jolmson-Richardson 
Co.,  Ltd.,  Montreal. 


STAFFORD'S  INKS 

Ink  and  associated  lines  are  proving  a  department  of 
no  small  importance  with  a  good  many  druggists,  but 
in  order  to  secure  the  best  results  it  is  necessary  to  give 
some  prominence  to  th.ese  lines.  An  aid  to  prominence 
is  provided  by  the  S.  S.  Stafford  Co.,  in  the  shape  of 
an  attractive  wall  or  counter  display  case,  which  is 
given  free  with  a  $30  assortment  of  their  goods.  The 
case  is  made  of  solid  golden  oak  and  is  39i/^  inches 


^ 


The  cabinet  on  the  left  is 
given  free  with  a  $30  assort- 
ment of  Staft'ord  goods,  and 
the  one  on  the  right  free  with 
a  $15  assortment. 


high  by  361/2  inches  wide,  by  S^^  inches  deep.  It  has 
glass  window  sash  front,  wihich  makes  it  very  easy  to 
get  at  the  goods,  while  the  shape  of  the  case  allows  of 
it  being  placed  almost  any  place  in  the  store.  It  proves 
an  attractive  fixture  and  assists  materially  in  making 
sales.  The  total  retail  value  of  the  assortment  of  goods 
that  goes  with  it  is  $45.  These  goods  and  the  display 
case,  which  is  valued  at  $16,  cost  the  dealer  only  $30. 

They  also  have  a  combination  ink  and  carbon  paper 
assortment  costing  the  retailer  $15.  With  this  goes  a 
display  cabinet  22l^  inches  high,  12  inches  deep  and 
17  inches  wide.  It  is  made  of  handsome  mission  finish 
oak,  and  has  two  drawers  with  solid  brass  pulls.  The 
drawers  may  be  used  for  carbon  paper,  typewriter 
ribbons  or  legal  paper,  while  the  s:helves  will  aecom- 
modate  the  full  assortment  of  inks,  mucilage  and  paste. 
The  total  retail  value  of  the  assortment  is  $24.60,  which 
along  with  the  display  case,  which  is  valued  at  $8, 
costs  the  dealer  only  $15.  ^^    ^ 

The  address  of  S.  S.  Stafford,  Inc.,  is  9,  11  and  13 
Davenport  Road,  Toronto. 
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THE   EXTENSIVE   CONSUMER 
ADVERTISING  CAMPAIGN  FOR 


DR.  CASSELL'S  TABLETS 


which  is  being  carried  on  is  helping  druggists  all  over 
Canada  to  increase  their  profits  by  handling  this  article. 

Dr.  Cassell's  Tablets   is  a  high  class   article    and 
is  endorsed  by  the  Wholesale  Association. 


If  you  are  not  handling  Dr.  Ctutmll't  Tablet* 
lend  an   order  to  your  wholetaler  to-day. 


The  Veno  Drug  Company,  Limited  "'t°,ta 


ester 


HAROLD  F.  RITCHIE  &  CO.,  LIMITED 

Canadian  Selling  Agent* 

10-1 2-1 4  McCauI  St.  Toronto,  Ontario 


FAIRY  SOAP  is  just  as  much  needed  in  the  bath-room  as  any  food  article 
you  sell  is  needed  in  the  dining-room,  and  our  heavy  advertising  has  made 
the  public  expect  to  find  it  in  YOUR  store. 

^  Make  a  display  of  FAIRY  SOAP  at  all  times  and  show  you  are  ready  to 
supply  the  demand  for  the  big,  white,  floating,  oval  cake  with  the  five-cent  price 
and  the  twenty-five  cent  value. 

"  Have  you  a  little   'Fair^'  in  your  home  ?  " 


MADE     BY 


THE    N.    K. 


FAIRBANK 

LIMITED 

MONTREAL,     CANADA 


COMPANY 


ATKINSON  &  BARKER'S 

ROYAL 
INFANTS'  PRESERVATIVE 

Manufacturer*:  R.  BARKER  &  SON 
MANCHESTER,  ENGLAND 


DOES 

NOT 

CONTAIN 

any 

SCHEDULED 

POISON 
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Wellington  Goods 

sell  quickly  and  require 
no  handling  except 
handing  out.  Attractive 
show  cards  with  order 
Photo  Booklet! 

Wellington 
&Ward 

MONTREAL 

Alao  obtainable  from  the 
National  Drug  &  Chem- 
ical Co.    Ltd.    Montreal. 


RHEUMATISM    CURED 

THE  BEST  BRITISH  REMEDY  IN  THE  WORLD  FOR 
RHEUMATISM  GOUT  LUMBAGO 

BLAIR'S    GOUT    PILLS 

If  you  suffer  from  any  of  these  complaints  try  these  celebrated  pills. 

Perfectly  safe,  sure  and  effectual.   Thousands  can  testify  to  this  statement. 

Known  all  over  the  world  Prout  &  Co. ,  229  Strand,  London,  Eng. 


A.  De  St.  Dalmas  &  Co. 


MAKERS  OF 


Adhesive  Plaster 

Belladonna  Plaster 
Hospital  Strapping 
Porous  Plasters 

Rubber  Adhesive  Plaster 

Menthol  Plasters 
Kidney  Plasters 
Mustard  Leaves 
Corn  Plasters 

and  all  kindt  of 

Medicated  Plasters 


Leicester  (England) 

Contractors  to  his  Majesty's  Government 
Agents: — Sharland  &  Co.,  27  Common  St.  Montreal 


DR.  STEDMAN'S 

TEETHING  POWDERS 


TRADE   MARK 
Is.  l^zd.  size  —  9  Powders 
2s.  9d.        "        36 

Our  advertisement  appears  in  many  Canadietn  Papers 

ARE  YOU  WELL  STOCKED  ? 
This  Line  is  well  worth  pushing. 

125  New  North  Road,  London,  England 


Salesman  Wanted 


By  a  Pharmaceutical  House,  a  travelling 
salesman  to  sell  to  druggists  and  detail 
physicians.  Prefer  a  young  graduate 
druggist  over  25  years  of  age,  with  or 
without  experience  on  the  road.  Write  a 
"selling  letter,"  giving  all  necessary  infor- 
mation and  reasons  why  you  should  be 
engaged.  Address  Box  No.  401  The 
Retail  Druggist  of  Canada. 
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Inspections  of  Per- 
oxide of  Hydrogen. 


A  bulletin  has  just  been  issued 
by  the  Inland  Revenue  Depart- 
ment, setting  forth  the  results  of 
an  inspection  of  37  saniple.s  of  what  is  generally  known 
as  peroxide  of  hydrogen.  The  article  in  question  is 
reallj-  a  solution  of  the  per  oxide  (HoO.,)  and  is  known 
in  the  British  Pharmacopoeia  as  Liquor  Hydrogenii 
Peroxidi  and  in  the  United  States  Pharmacopoeia  as 
Aqua  Hydrogenii,  Dioxidi.  These  solutions  are  prac- 
tically identical,  and  are  re(|uired  to  contain  about  S 
per  cent,  of  true  Ilydrogen  Peroxid/>.  corresponding  to 
an  available  contend  of  about  ten /olumes.  The  Briti.sh 
Pharmacopoeia  permits  a  marginal  allowance  of  one 
per  cent,  available  oxygen  in  ,ieith(^r  direction,  so  that 
the  article  meets  pharmacop9^al  requirements  when  its 
available  oxygen  content  li/s  between  nine  and  eleven 
volumes.  \ 

It  is  noted  that  nibst  /f  the  samples  examined  give 
re.sults  that  fall  withi^  Ae  specified  limits,  while  those 
which  indicate  a  high^  strength  cannot  be  held  to  be 
in  any  sense  objectionable  for  the  purposes  to  which 
peroxide  of  hydrow'n  is  usually  applied  (as  an  anti- 
septic wash,  a  hair/oleaoh,  or  a  gargle). 

Only  one  samole  fall^  below  legal  strength,  a  fact 
which  indicates/the  necessity  for  care  in  preparation 
and  storage,  as/this  article  is  very  prone  to  decomposi- 
tion and  loss /f  strength.  It  is  usual  to  add  a  trace  of 
phosphoi-ic  iicid  oi-  of  acetanilide.  in  order  to  give 
better  kee^ng  propei-ties  to  the  solution.  Acetanilide 
is  added  i^  the  proportion  of  3-16  grain  per  ounce  solu- 
tion, and/is  declared  on  the  label  when  present. 

In  hi/ report  it  is  noted  that  the  chief  analyst  takes 
exception  to  two  samples  named  as  Dioxogen  on  the 
label.  In  regard  to  them  he  says:  "Except  that  these 
samples  contain  a  slightly  higher  percentage  of  avail- 
able oxygen  than  the  maximum  fixed  by  the  pharma- 
copoeias, they  are  identical  with  the  otTicial  peroxide. 
I  think  it  open  to  question  whether  a  name,  not  known 
to  the  pharinacopoeia.  should  be  permitted  use  in  this 
prej)aration.  which,  to  all  intents  and  purposes,  is  a 
pharmaeopoeal  article.  Statements  made  in  a  pamphlet 
which  aceompaiues  each  bottle  are  misleading,  and  are 
not  borne  out  by  the  facts.    'There  i.s  nothing  else,  the 


same  as  dioxogen,'  is  very  questionable,  and,  indeed,  is 
not  true.  Even  if  it  be  granted  that  its  slightly  higher 
content  of  oxygen,  than  that  permitted  for  the  pharma- 
eopoeal peroxide,  constitutes  a  point  of  difference,  this 
entirely  disappears  in  the  use  of  the  article,  which  is 
always  diluted  with  water." 

*     *     * 
A  Word  to  the  Many  young  men  have  been  de- 

Graduating  Druggist,  clared  full-fledged  pharmacists 
during  the  past  month  and  are 
now  going  out  to  take  their  place  on  the  battle  line  of 
business.  It  is  to  be  hoped  that  each  and  every  one  will 
prove  a  credit  to  his  profession,  to  the  druggist  who 
trained  him,  and  the  college  where  he  received  his  edu- 
cation. This  training  and  education  may  not  have  been 
greatly  relished  while  it  was  being  acquired,  but  its 
value  will  be  recognized  by  these  graduates  when  they 
face  the  real  problems  of  life  and  business,  just  as  our 
brave  soldiers  at  the  front  realize  the  value  of  their 
training  and  education  in  military  matters  when- they 
get  into  the  real  work  of  fighting. 

It  behooves  graduates  to  bear  in  mind  the  words  of 
wisdom  given  to  them  by  their  professors  before  leav- 
ing the  portals  of  their  Alma  Mater.  These  well  inten- 
tioned  woi'ds  are  apt  to  be  idly  passed  up  by  the  young 
students  as  possessing  too  much  of  the  "sermon."'  but 
in  after  years  when  he  has  taken  a  course  in  the  school 
of  experience,  these  words  will  come  back  to  the  stu- 
dent, and  he  will  treasure  them  for  their  wisdom  and 
the  sound  advice  contained. 

The  young  graduate  is  liable  to  think  that  the  big 
difificulties  and  unpleasant  spots  in  his  profession  have 
now  been  passed  and  that  henceforth  all  will  be  plain 
sailing.  He  does  not  want  to  expect  too  much  in  this 
regard.  Success  is  only  to  be  achieved  by  honest  en- 
deavor and  constant  application.  Difficulties  and  little 
irritations  will  be  encountered  .ilong  the  path  of  busi- 
ness, but  they  should  be  faced  with  a  smile.  When  any 
contingencies  arise  that  are  apt  to  sitay  progress  they 
should  only  be  regarded  as  signs  for  greater  endeavor 
that  they  may  be  overcome,  and  the  onward  march  to 
Success  continued. 

Every  graduating  pharmacist  should,  from  the  very 
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first,  put  forth  his  best  efforts  to  attain  those  high  ideals 
and  aims  which  every  conscientious  man  who  is  now 
taking  his  first  big  step  into  the  realm  of  pharmacy  and 
business  must  have. 


Make  Strong  Drive  The  dealer  s'hould  by  this  time 
for  Summer  Trade,  have  his  plans  prepared  and 
everything  in  readiness  for  a 
strong  drive  for  summer  trade.  It  behooves  the  dealer 
who  would  come  out  a  winner  at  the  end  of  the  season 
to  undertake  an  aggressive  campaign,  and  it  is  about 
time  for  the  firing  of  the  opening  gun,  and  the  calling 
up  of  the  full  force  of  selling  agents.  Advertising 
and  window  display  are  big  guns  that  s'hould  play  a 
prominent  part  in  the  first  line  of  battle,  and  should 
have  the  backing  of  an  aggressive  siales  force. 

It  is  well  to  make  a  strong  drive  on  the  very  start — 
just  as  soon  as  weather  conditions  become  favorable. 
The  use  of  increased  advertising  space  at  this  time  is 
advisable.  A  big  opening  ad.  will  prove  the  gun  that 
will  put  dull  trade  on  the  run,  and  by  following  this 
up  by  smaller  space  used  to  good  advantage  and 
backed  up  by  aggressiveness  all  along  the  line,  the  good 
old  flag  of  business  will  be  able  to  make  steady 
progress. 

There  is  no  denying  that  conditions  in  some  instances 
are  not  as  advantageous  as  they  might  be  for  the  on- 
ward march  of  sales,  but  if  any  dealer  is  finding  that 
the  case,  there  is  even  greater  resison  for  the  increased 
effort  and  aggressiveness.  As  in  the  case  of  troops 
on  the  battle  front,  any  contingencies  arising  that 
might  stay  progress  should  not  be  regarded  for  a  sign 
for  slackening  up,  but  should  prove  a  stimulus  to  effort, 
that  the  obstacle  may  be  overcome  and  the  way  to 
good  business  cleared. 


Plan  Shorter  Hours  The  season  is  now  at  hand  when 
During  Summer.  one  begins  to  feel  the  need  of 

^1  shorter  business  hours,  and  to 
the  providing  of  same  the  dealer  should  now  give  his 
earnest  consideration. 

Especially  during  the  heat  of  summer  those  engaged 
in  the  retail  trade,  both  clerks  and  employers,  feel  the 
need  of  more  time  for  recreation  and  rest  from  business 
cares.  That  working  hours  can  be  curtailed  consider- 
ably without  any  serious  effect  on  business  is  demon- 
strated by  the  experiences  of  dealers  who  in  past  years 
have  provided  the  necessary  relaxation  for  themselves 
and  clerks  during  the  summer  months  without  a  cur- 
tailment of  trade. 

Too  much  work  without  play  dulls  the  brain  and 
makes  a  person  unable  to  carry  on  business  in  a  really 
aggressive  manner.  The  dealer  who  expects  to  do  the 
best  work,  and  wishes  his  clerks  to  give  him  the  best 
service,  would  do  well  to  provide  for  regular  periods 
of  rest  from  work. 


Daylight  Saving  in  The  return  of  long  days  brings 
Western  Canada.  to  mind  the  question  of  daylight 
saving  once  more.  Most  readers 
are  acquainted  with  the  scheme,  which,  in  short,  is  to 
turn  the  clocks  on  an  hour  during  the  summer  months, 
so  that  people  in  reality  rise  an  hour  sooner  in  the 
morning  and  have  an  hour  more  daylight  in  the  evening. 
The  advantage  of  this  is  that  it  affords  an  oppor- 
tunity for  daylight  recreation  after  the  stores  and  fac- 
tories have  closed.  This  is  one  feature  of  the  plan  that 
appeals  to  the  retail  merchant  and  his  clerks.    Another 


reason  advanced  in  support  of  the  idea  is  that  it  leads 
to  a  saving  in  the  cost  of  artificial  light. 

That  the  latter  argument  is  one  of  importance  is 
demonstrated  in  the  case  of  Regina,  which  tried  out  the 
plan  successfully  last  summer.  When  the  writer  was  in 
that  city  in  June  the  superintendent  of  the  city's  power 
plant  stated  that  as  a  result  of  turning  the  clocks  on 
an  hour  that  $100  a  day  was  being  saved  to  users  of 
electric  lights.  This  would  mean  an  immense  saving 
during  the  summer,  as  in  Regina  the  plan  is  operated 
for  seven  months  of  the  year — April  1  to  November  1. 

Several  other  Western  towns  and  cities  tried  out  the 
plan  last  year,  and  the  movement  went  so  far  as  to 
lead  to  a  proposal  that  the  daylight  saving  scheme  be 
.nade  compulsory  in  all  communities.  This  would  have 
been  a  drastic  step,  howevei*,  and  it  is  still  a  matter  of 
local  option  with  each  municipality. 

The  chief  objection  to  the  scheme  comes  from  the 
hotels  and  traveling  public,  as  the  difference  between 
local  and  railroad  time  frequently  causes  complications. 

In  Eastern  Canada  there  have  been  some  attempts 
to  inaugurate  the  plan.  Orillia  tried  it  out  a  couple 
of  years  ago,  but  with  poor  results.  Nowhere  has 
there  been  so  much  success  with  it  as  in  Western 
Canada,  due  to  the  extraordinary  long  and  bright  days 

there. 

m      *     * 

Canada's  Big  The  fire  loss  in  Canada  is  tremen- 

Fire  Loss.  dous — too  great  altogether  when 

one  has  some  figures  regarding  it 
placed  before  him.  It  was  estimated  that  in  1913  losses 
in  Canada  through  fire  amounted  to  $26,000,000.  Tak- 
ing the  population  at  seven  and  one-half  millions,  this 
means  an  annual  fire  loss  of  $3.50  for  each  man,  woman 
and  child  resident  in  the  Dominion. 

This  is  a  big  tax  to  be  paid  each  year  by  every  resi- 
dent of  the  country.  The  fact  that  there  is  insurance 
does  not  remove  the  burden.  Some  people  do  not 
clearly  see  this  and  seem  to  think  that  insurance  com- 
panies pay  losses  out  of  some  mysterious  fund  that  is 
perpetually  renewed.  The  fund  really  comes  from  the 
public,  who  must,  in  the  long  run,  pay  all  fire  losses. 

The  burden  falls  especially  hard  on  business  men 
who  have  a  large  amount  of  money  tied  up  in  property 
that  must  be  covered  by  insurance.  Premiums  have, 
of  course,  to  be  paid  on  a  scale  to  take  care  of  fire 
losses,  and  this  is  where  we  feel  the  pinch  of  the  big 
fire  losses  in  Canada. 

For  this  reason  every  possible  effort  should  be  made 
by  retail  merchants  to  lessen  losses  by  reducing  the 
possibility  of  fire  in  their  own  premises  and  using  their 
influence  to  get  others  interested  in  the  important  work 
of  fire  prevention. 


SHORT  NOTES  FROM  THE  EDITOR'S  PEN 

Now  for  the  summer  trade. 

•  •     • 

Keep  your  selling  effort  mounting  with  the  tempera- 
ture. 

•  •     • 

From  your  costs  only  should  you  base  your  selling 

prices. 

•  •     • 

There  are  mighty  few  signposts    on    the    road    to 

success. 

•  •     • 

The  International  Drug  Co.,  of  Port  Arthur,  Ont.,  sell 
fishing  tackle  and  baskets.     When  the  writer  was  in 
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their  city  last  year  they  were  featuring  these  lines  in 
a  big  window  display. 

•  •    • 

(Consider  now  the  question  of  shorter  working  hours 
during  the  summer. 

•  •     • 

The  easiest  thing  in  the  world  to  make  is  a  mis*ake. 
The  next  easiest  is  trouble. 

•  •     • 

The  best  way  to  overcome  the  "dead  stock"  diffi- 
culty is  to  sell  goods  before  they  become  dead  stock. 

•  •    • 

Do  you  know  what  your  cost  of  doing  business  isT 
If  you  do  not,  how  do  you  expect  to  be  sure  that  you 
are  getting  sufficient  profit  on  sales  to  pay  expenses 
and  leave  you  a  sufficient  net  profit? 

•  •    • 

The  sale  of  milk  foods  is  showing  a  goodly  increase 
in  Canada,  and  this  is  trade  that  is  well  worth  going 
after.  The  last  report  of  the  Inland  Revenue  Depart- 
ment on  milk  foods  shows  them  to  be  of  extremely  high 
quality,  so  that  the  dealer  can  recommend  them  with 

confidence. 

•  •     • 

A  Montreal  druggist  advertised  that  "we  shall  not 
exact  the  payment  of  the  war  stamp  tax  from  our  cus- 
tomers, nor  collect  same  except  when  it  is  voluntarily 
given  by  the  customer,  in  which  case  we  shall  feel 
grateful."  "We  wonder  how  much  the  stamp  tax  has 
cost  him  to  date.  Our  experience  has  'been  that  the 
public  do  not  pay  very  much  that  they  really  don't 
have  to. 

It  is  pleasing  to  note  that  the  public  have  taken  very 
kindly  to  the  stamp  tax — a  good  deal  more  so  than  some 
druggists  imagined  would  be  the  case.  Those  who  were 
considering  paying  the  tax  themselves  because  of  the 
opposition  to  its  imposition  that  they  expected  from 
the  public,  will  be  glad  now  that  they  had  backbone 
enough  to  pass  it  on.  It  will  mean  that  profits  will  be 
maintained  instead  of  being  wiped  out  during  the  dura- 
tion of  the  tax. 

•  •     * 

In  all  walks  of  life  it  is  commendable  to  put  up  a  good 
front,  and  this  is  especially  true  in  business.  The 
store  with  the  attractive  front  and  nicely  arranged 
window  has  an  asset  of  much  value.  All  the  time  and 
attention,  however,  should  not  be  given  to  the  windows 
and  none  to  the  interior  of  the  store.  It  means  dis- 
appointment to  the  customer  as  much  as  a  residence 
with  a  20th  century  front  and  a  Queen  Anne  interior 
would  give  to  the  house  hunter.  The  eye  is  caught  and 
the  interest  aroused  and  then  the  interior  fails  to  carry 
out  its  part  of  the  work.  Good  windows  should  be  ar- 
ranged, and  these  should  be  backed  up  by  good  inter- 
ior display. 

•  •    • 

The  Retail  Druggist  learns  of  a  druggist  in  a  south- 
em  United  States  city  who  recently  cut  out  his  show 
windows  and  put  up  eight  folding  doors  across  his 
store  front.  Every  morning,  these  doors  are  folded  out 
of  the  way.  At  night  the  doors  are  barred  and  locked. 
Show  window  dressing  is  thus  dispensed  with,  while 
the  entire  store  becomes  a  sort  of  public  arcade.  Ac- 
cess to  the  soda  fountain  is  easy  and  so  much  of  the 
stock  can  be  seen  at  a  glance  that  forgotten  needs  are 
recalled  and  half-remembered  wants  crystallized  into 
buying  impulses. 


Druggists  Who  Desire  to  Enter 
Medicine 


THE  RETAIL  DRUGGIST  has  received  a  letter 
from  a  subscriber  in  Calgary,  suggesting  that 
the  Faculty  of  Medicine  in  our  universities  ac- 
cept all  graduates  of  the  Ontario  College  of  Pharmacy 
as  properly  qualified  for  entrance  to  their  course.  He 
states  that  although  he  is  a  graduate  of  the  O.C.P.,  that 
he  is  denied  the  right  to  enter  the  Faculty  of  Medicine 
at  the  Umiversity  of  Toronto  without  complete  matricu- 
lation. He  feels  that  a  graduate  pharmacist  is  surely 
well  equipped  for  said  privilege. 

The  matter  was  taken  up  with  the  Registrar  of  the 
University  of  Toronto.  He  states  that  "the  standard, 
for  admission  to  the  Faculty  of  Medicine  is  at  least  com- 
plete junior  matriculation.  The  matriculation  for  phar- 
macy only  covers  five  of  the  necessary  twelve  papers  of 
this  examination.  If  a  student  will  send  in  his  matricu- 
lation certificates  he  will  be  informed  what  credit  to- 
.  wards  matriculation  in  the  Faculty  of  Medicine,  if  any, 
he  will  be  granted  on  the  certificates  he  holds.  The 
Faculty  of  Medicine  has  a  regulation  which  exempts  a 
candidate  from  the  first  year  examinations  in  physics 
and  chemistry  on  his  graduation  diploma  from  the 
College  of  Pharmacy,  but  such  a  candidate  must  make 
application  to  the  Faculty  of  Medicine  for  this  exemp- 
tion." 

The  subjects  for  matriculation  in  medicine  include 
Latin  composition,  Latin  authors,  English  literature, 
English  composition,  British  and  Canadian  history, 
Greek  and  Roman  history,  algebra,  geometry,  French 
composition,  French  authors,  physics,  and  chemistry. 
Matriculation  of  the  O.C.P.  only  includes  five  of  these 
subjects,  while  in  addition  a  graduate  is  exempted 
from  first  year  physics  and  chemistry.  This  leaves 
English  literature,  Greek  and  Roman  history,  geom- 
etry, French  Composition,  French  authors  (Greek  or 
German  may  be  substituted  for  French).  Provisions 
are  made  for  writing  these  off  one  or  more  at  a  time  at 
any  June  or  September  examination. 

It  seems  only  reasonable  that  a  man  who  has  grad- 
uated from  a  College  of  Pharmacy  of  standing  should 
receive  some  credit  for  his  work  there  if  ho  desires  to 
further  continue  his  studies.  As  medicine  and  phar- 
macy are  closely  associated,  a  graduate  in  pharmacy 
should  be  better  equipped  for  medical  studies  than  an 
ordinary  matriculant. 

The  matter  is  one  that  might  well  be  considered  by 
the  university  and  also  by  the  College  of  Pharmacy. 
The  latter  should  do  all  in  its  power  to  encourage  drug- 
gists to  further  pursue  their  educational  work,  whether 
it  be  in  the  Faculty  of  Medicine  or  of  Arts. 


EVEN  if  it  were  possible  to  get  a  living  with  a  very 
little  effort,  you  could  not  afford  it.  You  could 
not  afford  to  coin  your  brain  into  dollars,  to  make 
dollar-chasing  the  ambition  of  your  life.  There  ougiht 
to  be  something  larger  in  you  than  that.  There  is 
something  in  you  that  will  not  be  satisfied  with  this 
sort  of  a  life,  something  that  will  protest  against  sell- 
ing yourself  so  cheaply.  You  cannot  respect  yourself 
unless  you  are  doing  your  best,  making  your  greatest 
effort  to  bring  out  the  best  thing  in  you — William 
Lodge. 


^ 
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'*Buy-a-Bandage"  Week  Conducted  in  St.  Catharines 


I 


Druggists  and  Red  Cross  Society  co-operated  in  campaign — Receptacles  pro- 
vided for  public  to  place  their  purchases  in — Assistance  from  the  newspapers 

N  a  previous  issue  of  The  Retail  Druggist,  "Buy-a-  10,000  bandages  from  St.  Catharines.    Local  druggists 

Bandage"  was  suggested  as  a  commendable  slogan  also  devoted  their  advertising  space  to  promoting  the 

for  the  retail  druggist,  and  for  two  reasons — the  fact  sale  of  bandages, 
that  it  would  stimulate  sales — and  because  it  would  be 

helping  along  a  worthy  cause.     Since  the  suggestion  A  Worthy  Cause  and  Helps  Sales 

was  put  forth,  dealers  in  various  parts  of  Canada  have  q^^^  ,^^^j.^  we  "recommend     the     "Buy-a-Bandage" 

oo^'.^P  }^      '!'  ^YZ    n^^iu^      '  ^^^}  °*    A^^.l  slogan  to.  the  retail  druggists  of  Canada.    The  co^oper- 

to  22  the  druggists  of  S  .  Catharines,  Ont.,  conducted  ^^ive  plan  used  by  the  druggists  of  St.  Catharines  is  a 

a      Buy-a-BandagQ  Week,      during  .which   the   pubhe  ^^^.j  ^^^^^od  of  making  a  big  event  of  it,  but  even 

were  exhorted  to  purchase  bandages  and  other  surgical  individual  dealers  can  help  along  this  humane  idea  and 

supplies  for  the  wounded  at  the  Front.  ^t  the  same  time  stimulate  sales  and  interest  in  their 

How  It  Was  Conducted  store.    Not  only  does  it  help  sales  in  bandages,  cotton, 

gauze,  and  associated  lines,  but  in  other  lines  as  well. 

The  Buy-a-Bandage  campaign  was  conducted  under  In  a  previous  article  on  this  subject  we  gave  a  prac- 

the  auspices  of  the  local  Red  Cross  Society,  and  through  tieal  illustration  of  how  a  druggist  sold  two  hot  water 

the  medium  of  the  druggists.     Receptacles  were  pro-  bags  to  a  customer  just  because  he  was  giving  publicity 

vided  at  the  various  stores,  into  which  purchases  could  to  articles  required  in  hospital  work  at  the  Front, 

be  placed  to  be  forwarded  on  to  the  Red  Cross  Society.  Window  and  interior  display  can  be  put  to  good  use 

The  local  papers  gave  valuable  publicity  to  the  idea,  in   giving   publicity   to   the   "Buy-a-Bandage"   move- 
page  and  half-page  space  being  devoted  to  the  cause,  ment.     Plenty  of  show  cards  should  be  used, 
pointing  out  that  bandages  and  cotton  were  procurable  Sample  show  cards  and  a  suggestive  window  trim 
"at  all  druggists,"  and  urging  the  public  to  make  it  were  shown  in  our  March  issue. 


An  Injustice  to  Pharmacists  in  Military  Service 

Should  have  rank  in  keeping  with  professional  services  rendered 

THE  druggists  of  Canada  at  the  Front  are  certainly  serving  under  conditions  that  are  by  no 
means  creditable  to  the  profession  to  which  they  belong.  It  will  be  readily  agreed  that 
there  is  need  for  work  by  their  brother  druggists  here  at  home,  that  the  members  of  the 
craft  who  are  giving  scientific  service  to  the  Empire  should  have  a  military  standing  in  keeping. 
As  it  stands  at  the  present  time,  pharmacists  who  are  giving  their  services  as  dispensers  with 
the  Army  Medical  Corps  are  given  only  the  rank  and  pay  of  sergeant,  while  dentists  and  veterin- 
aries,  as  well  as  nurses,  rank  as  commissioned  officers — from  lieutenant  upward,  with  pay  accord- 
ingly. 

This  is  certainly  a  rank  injustice  to  the  pharmacist  and  calls  for  strong  united  effort  by  the 
members  of  the  profession  that  this  state  of  affairs  may  be  remedied.  In  the  first  place,  the  stand- 
ing that  the  pharmacist  gets — little  above  the  private — is  not  .in  keeping  with  the  position  and 
responsible  duties  of  men  of  scientific  training — and  in  the  second  place,  he  is  equally  as  much 
entitled  to  the  rank  of  commissioned  officer  as  a  nurse,  dentist,  or  veterinary. 

_  That  druggists  are  entitled  to  this  standing  is  borne  out  by  the  fact  that  pharmacists  in  the 
United  States  Army  and  Navy  have  secured  it.  This,  however,  was  only  accomplished  by  a 
strong,  persistent  effort  on  the  part  of  the  druggists  across  the  line,  through  the  American  Phar- 
maceutical Association.  With  this  precedent  and  with  the  knowledge  that  they  have  of  the  jus- 
tice of  their  demands,  there  is  no  reason  why  the  same  thing  should  not  be  secured  by  the  drug- 
gists of  Canada. 

It  is  a  commendable  endeavor  to  which  druggists,  both  individually  and  collectively,  should 
give  their  best  assistance.  The  pharmaceutical  associations  and  councils  of  our  pharmacy  col- 
leges should  express  their  opinion  on  the  question  in  no  uncertain  terms  to  the  military  authorities, 
and  begin  a  campaign  at  once  to  have  the  present  injustice  removed. 

Now  is  the  time  to  take  the  matter  up,  that  the  druggists  who  have  offered  their  services 
to  the  nation,  and  those  who  are  yet  to  offer  them,  may,  if  possible,  during  the  present  war,  secure 
the  standing  to  which  they  are  justly  entitled. 
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Practical  Methods  of  Other  Druggists  Told  in  Short  Form 


The  meat  of  busineis  getting  methods  of  other  retail 
druggists   recorded  in  short  form  for  busy  dealers 


Ijouis  T.  Best,  of  Kingston.  Ont.,  makes  full  use  of 
his  name  in  his  advertising.  He  advertises  goods  "For 
sale  by  the  'Best'  Drug  Store." 

•  •     • 

Hugh  E.  Calkin,  of  Wolfville.  N.S.,  uses  a  small  red 
jitieker  for  advertising  purposes.  It  reads  "Acadia 
Pharmacy.   Wolfville,   N.S.."  and  is  stuck  on  parcels 

u;oing  out. 

•  •     • 

Geo.  Y.  Dibblee.  of  Fredericton,  N.B.,  in  selling  bath- 
ing caps  points  out  their  usefulness  for  wear  in  the 
house  when  sweeping  and  dusting. 

•  •     • 

A  special  window  background  in  the  store  of  W.  H. 
Rowe,  of  Prince  Albert.  Sask.,  was  built  of  lattice  work 
painted  in  white,  with  a  heart-shaped  opening  cut  out 
in  the  centre.    It  gave  a  very  artistic  touch  to  displays. 

•  •     • 

Jas.  0.  Hayes,  of  7fl2  Gerrard  St.  East,  Toronto,  gets 
out  a  circular  letter,  but  the  plate  used  in  printing  it 
is  a  facsimile  of  a  letter  written  in  ordinary  handwrit- 
ing. It  serves  to  give  a  personal  touch  to  the  letter. 
These  letters  are  distributed  to  cu-stomers'  homes  in 

envelopes. 

•  •     • 

Jas.  Findlay.  who  conducts  two  big  drug  stores  in 
Calgary,  has  a  janitor  commence  work  at  11  o'clock  at 
night,  contiiuiing  until  8  in  the  morning.  He  washes 
the  floors  in  the  store  and  ice  cream  and  tea  room  de- 
partment every  night.  Everything  is  dusted  and  in 
perfect  shape  to  commence  business  in  the  morning. 

•  •     • 

A  new  variety  of  table  for  the  ice  cream  department 
is  on  the  market  in  the  United  States.  It  has  a  show- 
case top,  in  which  goods  can  be  displayed  and  brought 
to  the  attention  of  patrons  of  this  department.  With- 
out doubt  such  a  table  should  prove  a  sales  agent  of 

considerable  value. 

•  •     • 

J.  D.  Higinbotham  &  Co.,  of  Lethbridge.  Alberta, 
made  a  good  suggestion  to  customers  in  tlieir  ad.  that 
helped  sales.  Tt  said.  "When  water  gets  'riled'  it 
doesn't  mean  that  it  is  not  good  to  drink,  but  you  can 
improve  its  appearance  for  the  table  materially  by  add- 
ing a  half-tea.'jpoonful  of  pure  alum  to  a  gallon  of 
water.     We  make  a  specialty  of  this  in  packages  at 

10  cents." 

•  •     •     - 

Here  is  a  good  central  feature  for  a  toothpaste  win- 
dow. At  the  back  have  a  black  cardhoard,  at  the  top 
of  which  fasten  a  number  of  tubes  of  toothpaste  in  an 
inverted  position.  Below  this  work  out  the  word 
"toothpaste"  or  any  other  desired  wording  in  relief 
with  some  white  material,  making  it  appear  that  the 
letters  have  been  sijueezed  out  of  the  inverted  tubes 
above.    This  will  attract  attention. 

•  •     • 

There  are  so  many  Old  Country  people  resident  in 
Canada  who  are  very  much  interested  in  the  doings  of 


the  old  land  that  there  is  a  big  demand  for  Old  Country 
papers  and  books.  Some  druggists  are  cashing  in  on 
this  chance  for  new  business,  one  firm  in  question  being 
the  Wheat  City  Pharmacy,  of  Brandon,  wlio  feature 
Old  Country  papers  and  books.  Space  is  used  in  the 
local  paper  at  intervals  to  advertise  this  department. 

•  •     • 

Parke  &  Parke,  of  Hamilton,  Ont.,  issue  a  big  cata- 
logue each  year,  in  which  a  good  many  cuts  of  goods 
are  used.  'To  facilitate  the  handling  of  such  a  large 
number  of  cuts  they  are  filed  away  in  a  systematic  man- 
ner, so  that  any  desired  cut  can  be  easily  located.  A 
good  deal  of  unnecessary  work  can  be  eliminated  in 
this  and  other  departments  by  the  use  of  a  little  system. 
Systematizing  of  work  should  be  given  more  thought 

by  druggists. 

•  •     * 

Many  people  who  have  had  no  experience  with  a 
camera  believe  that  it  is  difficult  to  operate  one  success- 
fully. If  this  erroneous  opinion  could  be  removed  from 
their  minds  many  more  sales  would  result.. 

Jury  &  Lovell.  of  Bowmanville.  Ont.,  endeavor  to 
get  the  general  public  the  right  idea  on  the  subject. 
In  one  ad.  they  said :  "We  will  show  you  how  to  oper- 
ate a  camera.  Really,  it  is  so  very  simple  that  the 
smallest  child  can  take  pictures_  with  almost  as  much 
success  as  an  expert.  We  will  be  pleased  to  show  you 
how  to  develop  and  print  your  own  pictures,  or  if  you 
do  not  care  to  do  your  work  our  printing  department 
will  look  after  them  quickly  and  well  at  a  moderate 

price. 

•  •     • 

W.  H.  Rowe,  of  Prince  Albert,  Sask.,  in  opening  a 
new  branch  store  with  an  ice  cream  parlor  a  promin- 
ent feature  in  it  last  year,  gave  ice  cream  free  to  the 
ladies  who  visited  his  store  on  opening  day,  in  order  to 
get  them  acquainted  with  the  store's  location.  It 
proved  a  good  plan.  A  palm  garden  is  located  at  the 
rear  of  the  store. 

•  •     * 

A  Montreal  dealer,  who  did  not  wish  to  have  a  screen 
door  on  the  front  of  his  shop,  as  he  believed  the  en- 
trance was  not  as  inviting  to  passing  custom^ers  as 
when  open,  used  an  electric  fan  to  keep  the  flies  from 
entering  the  open  doorway.  It  was  placed  above  the 
doorway  between  the  iwo  display  windows.  Flies 
that  might  attempt  to  enter  the  open  doorway  would 
encounter  the  current  of  air  from  the  fan  and  give 
up  the  attempt.  The  plan  proved  nearly  as  effective 
as  a  screen  door  in  keeping  out  the  flies. 


THE  MAN  WITH  THE  FIXED  IDEA 

By    Herbert    Kaufman 

MAKE  your  plans  before  you  start — choose  your 
destination  before  you  buy  your  ticket.  Don't 
wait  until  you  have  reiaiched  the  end  of  your 
journey  and  then  decide  ■w(here  you're  godng.  Many  a 
man  has  dried  up  in  a  little  wayside  opportunity  merely 
because  he  laicked  the  courage  to  acknowledge  to  him- 
self that  his  judgment  Ihiad  landed  him  iti  the  wrong 
spot. 
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Hints  and  Suggestions  for  Attracting  More  Trade 


Practical  plans  that  haoe  been  tried  out  by 
other  dealers  in  various  parts  of  the  Dominion 


A  TORONTO  firm  uses  slates  for  show  card  pur- 
poses. The  white  chalk  on  the  black  slate 
shows  up  well  and  has  the  advantage  that  the 
reading  on  them  can  be  changed  frequently.  The  idea  is 
one  that  presents  splendid  possibilities  for  putting 
selling  messages  before  customers,  especially  to  the 
dealer  who  is  not  a  competent  card  writer. 

Ordinary  school  slates  can  be  used  and  the  original 
investment  is  not  large,  while  the  cost  of  upkeep  fol- 
lowing is  extremely  small. 

BATHING  CAP  WINDOW  IN  CALGARY  STORE 

Last  year  when  an  editor  of  The  Retail  Druggist  was 
in  Edmonton,  E.  Hardisty,  of  that  city,  had  in  an  attrac- 
tive window  display  of  bathing  caps,  with  an  appro- 
priate setting.  A  mirror  was  used  on  the  floor  to 
represent  water,  with  actual  sand  and  rocks  to  repre- 
sent a  shore  scene.  A  doll  was  shown  in  a  sitting  pos- 
ture on  one  of  the  rocks,  wearing  a  bathing  cap.  A 
number  of  bathing  caps  were  tacked  on  a  board  at  the 
rear  and  an  appropriate  show  card  used. 

The  value  of  such  a  display  is  demonstrated  by  the 
fact  that  three  dozen  bathing  caps  were  sold  in  three 
days.  There  is  no  doubt  that  a  good  deal  of  general 
publicity  was  secured  for  the  store,  as  the  window  at- 
tracted a  good  deal  of  attention. 

A  LITTLE  HUMOR  IN  THE  CENTRAL  FEATURE 

A  Toronto  de^aler  used  a  central  feature  containing 
a  bit  of  humor  in  his  Victoria  Day  display.  He  had  a 
number  of  articles  along  the  front  of  the  window  with 
a  comment  on  each  as  follows: 

A  Football — "I  would  sooner  get  a  swift  kick  than 
miss  Victoria  Day." 

Nuts  and  Nut  Cracker- — "Don't  go  'nutty'  on  the 
holiday.    Nutting  like  a  cracking  time  for  me. ' ' 

Popcorn — ' '  Take  the  girl  out  and  pop  the  question. ' ' 

Tennis  Racket — "Courting  on  the  tennis  court  for 
mine." 

Big  Firecracker — "I  like  a  big  noise  for  mine." 

Goods  were  arranged  at  the  rear  of  the  window  and 
this  means  taken  to  attract  attention  to  them.  The  idea 
could  be  used  before  any  holiday. 

P.  E.  I.  DRUGGIST  CALLS  HIS  THE  "QUALITY 
DRUG  STORE  " 

Charles  R.  McLellan,  of  Summerside,  P.E.I.,  calls  his 
store  the  "Quality  Drug  Store."  In  an  advertisement 
he  gave  "The  reason  why  my  drug  store  is  called  the 
'Quality  Drug  Store'  is  as  follows: 

"The  quality  of  all  drugs  and  chemicals  used  is  the 
best  obtainable  regardless  of  price. 

"The  quality  of  all  staple  lines  is  always  the  best 
because  I  buy  in  small  quantities  and  am  able  at  all 
times  to  give  you  fresh  goods. 

' '  The  quality  of  our  service  is  always  of  the  highest 
and  same  courteous  treatment  given  to  the  customer 
making  a  penny  purchase  as  to  the  ten-dollar  customer. 

"I  intend  making  a  specialty  of  my  prescription  de- 
partment. All  prescriptions  will  be  compounded  with 
the  greatest  care,  mail  orders  receiving  special  atten- 


tion. You  are  careful  where  you  deposit  your  money; 
you  want  a  good  bank  to  guard  it  for  you.  Where  you 
are  entrusting  your  life  or  the  life  of  one  who  is  near 
and  dear  to  you,  you  want  the  best  ingredients  and  at- 
tention obtainable,  as  a  slight  mistake  has  often  caused 
death." 

MAKING  ONE  SALE  SUGGEST  ANOTHER 

When  he  returns  to  his  customers  films  and  prints 
that  he  has  finished  for  them,  one  dealer  makes  it  a 
point  to  select  the  best  film  of  the  lot  and  enclose  it  in  a 
separate  envelope  together  with  this  message:  "The 
enclosed  film,  being  exceptionally  sharp  and  clear,  will 
make  a  good  enlargement."  The  mere  suggestion  is 
often  sufficient  to  make  the  customer  decide  on  having 
the  work  done. 

DELIVERY  SYSTEM  Of  WINNIPEG  STORE 

The  Gordon  Mitchell  Co.,  of  Winnipeg,  conduct  com- 
plete delivery  systems  in  connection  with  each  of  their 
stores.  A  girl  in  the  office  has  charge  of  the  routing  of 
the  delivery  boys.    In  order  to  facilitate  the  payments 


NOTICE 


A   Messenger   from    "The   Gordon 
Mitchell  Drug  Co."  Store  No. 

called  at 

and  found  party 

Will  you  kindly  call  for  your  parcel. 

?. S. — While    in    our   Store   ask    to   see    the    famous 
Godet  line  of  toilets. 


Card  left  by  deliveryman  of  Gordon  Mitchell  Drujr  Stores  in  Winnipeg 
when  customer  is  not  at  home. 

for  goods  sent  out  c.o.d.,  each  one  on  the  delivery  force 
is  supplied  with  $10  in  change,  a  week's  salary  being 
held  back  by  the  firm  as  security.  A  complete  and 
close  cheek  is  kept  on  all  c.o.d.  orders. 

TO  REMOVE  BARE  APPEARANCE  OF  EMPTY 
SHELVES 

In  your  patent  medicine  cases,  nail  to  the  backs,  up 
against  the  wall,  carton  faces  of  preparations.  This 
overcomes  the  empty  and  vacant  appearances  when  the 
last  of  a  patent  medicine  is  sold.  Many  druggists,  when 
a  space  becomes  empty  on  the  patent  medicine  .shelves, 
usually  spread  out  the  other  patent  medicines  to  fill  in 
the  space.  This  gets  things  out  of  their  places  and 
often  causes  confusion.  It  does  not  look  good  to  see  a 
patent  medicine  shelf  so  empty  that  the  bare  wall  can 
be  seen  from  the  store.  When  cartons  are  tacked  to  the 
wall  it  makes  it  appear  from  a  distance  that  they  are 
medicines  in  the  rear  of  the  cases. 
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Edmonton  Druggist  Realizes  Value  of  Good  Windows 

Had  front  specially  constructed  at  cost  of  $  1 ,200 — That  it  is  good 
investment  shown  by  returns — Other  features  of  store  and  business 


BY  A  STAFF  EDITOR 


ADRUGOIST  who  realizes  the  value  of  good  dis- 
play windows,  both  in  the  m^atter  of  construc- 
tion and  trimming,  is  E.  Hardisty,  of  Edmonton, 
Alberta.  Mr.  Hardisty  moved  into  a  new  store  a  little 
over  a  year  ago.  His  new  location  is  on  one  of  the  main 
streets,  on  which  there  is  a  car  line,  and  naturally  there 
are  a  good  many  people  pass  by  his  store  each  day.  He 
recognized  the  opportunity  at  hand  to  get  trade  by 
attention  to  his  store  front,  and  decided  that  he  was 
going  to  cash  in  on  this  opportunity  to  the  greatest  pos- 
sible extent. 

Front  Specially  Constructed  at  Cost  of  $1,200 

Accordingly,  he  had  a  sj)ecial  store  front  constructed 
at  a  cost  of  $1,200.  That  is  a  big  extra  amount  to  place 
in  a  store  front,  but  even  at  that  the  opinion  was  ex- 
pressed to  The  Retail  Druggist  that  it  was  a  good  in- 
vestment. The  entrance  is  a  wide  one,  with  the  front 
part  of  the  window  rather  narrow,  but  extending  back 
;i  good  distance  on  a  gradual  slant,  thus  presenting  to  a 
person  approaching  from  either  direction  a  full  view  of 
the  window  display.  Witli  the  usual  window  the  pas- 
serby only  gets  a  view  of  it  while  directly  in  front  of  it 
ill  passing.  The  windows  are  well  lighted  and  stand 
out  very  prominently  at  night. 

Not  only  is  the  construction  of  the  windows  good,  but 
they  are  given  the  required  attention  to  produce  re- 
sults, being  changed  twice  a  week.  That  they  are  valu- 
able is  shown  by  the  ease  instanced  to  The  Retail  Drug- 
gist, where  a  special  candy  display  sold  50  pounds  of 
the  particular  line  in  three  days. 

A  Special  of  Their  "Saturday  Treat" 

At  the  time  the  writer  visited  the  store  a  feature 
was  being  made  of  their  "Saturday  Treat,"  a  special 


confection  which  this  store  had  prepared  for  them  in 
order  to  attract  week-end  business.  This  particular 
candy  cost  about  21  cents  complete  and  was  sold  for 
25  cents.  This  is  considerably  below  the  necessary  aver- 
age profit,  but  this  "special"  on  the  one  line  proved  a 
good  advertisement  and  attracted  many  customers  to 
the  store.  At  the  time  of  the  writer's  visit  about  100 
boxes  were  being  sold  each  Saturday.  On  account  of 
the  lowness  of  the  profit,  they  did  not  wrap  this  special 
unless  they  had  to.  Many  people  were  quite  satisfied 
to  carry  it  away  in  the  box  provided. 

One  of  the  methods  used  to  stimulate  trade  is  the 
sending  out  of  a  personal  multigraph  letter  to  a  list  of 
regular  and  prospective  customers  once  a  month.  Mr. 
Hardisty  prepares  these  himself,  and  is  thus  able  to 
make  the  right  kind  of  appeal.  Advertising  matter 
prepared  by  some  multigraph  agencies  does  not  possess 
the  personal  touch  that  the  dealer  can  put  into  it  him- 
self, if  he  is  gifted  along  that  line  at  all. 

Since  he  moved  into  his  new  store  Mr.  Hardisty  has 
been  conducting  his  business  on  a  cash  basis.  "It  has 
its  good  and  bad  features,"  he  stated.  "You  always 
have  either  the  money  or  the  goods.  On  the  other  hand, 
you  have  to  be  careful  in  your  buying,  for  when  a 
payment  is  coming  due  there  are  no  outstanding  ac- 
counts to  chase  up  in  order  to  meet  it." 

The  store  has  a  soda  fountain  with  a  palm  room  to 
the  rear. 

The  interior  is  neatly  arranged  with  silent  salesmen 
at  side  running  at  an  angle  to  the  wall. 

A  showing  of  surgical  instruments  is  made  in  a  spe- 
ciaj  showcase  for  the  purpose. 

Well  executed  show  cards  are  a  feature  of  the  store. 

Mr.  Hardisty  has  been  nine  years  in  Edmonton  and 
in  business  for  himself  about  three  years. 
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Seasonable  Tips  for  the  Retail  Druggist 


By  THE  SCRIBE 


CASHING  IN  ON  TRADE  IN  SUMMER  DRINKS 

THEl  sale  of  summer  drinks  is  showing  a  material  increase  from,  year  to  year.  Many  dealers 
have  found  it  possible  to  work  up  a  trade  of  considerable  volume  from  June  until  October. 
Are  you  getting  your  share  of  this  busine.ss?  If  not,  now  is  the  time  to  prepare  to  go 
strongly  after  this  business  during  the  coming  months.  This  trade  can  be  handled  with  very  little 
additional  expense,  and  so  is  like  so  much  "velvet"  to  the  dealer. 

The  main  essential  is  to  let  customers  know  that  you  handle  these  goods  and  to  get  them  into 
the  habit  of  purchasing  them  regularly  and  of  keeping  a  supply  in  their  homes.  The  advantage 
of  having  a  cool,  refreshing  drink  on  hand  when  desired  can  be  pointed  out  to  customers  with 
good  results.  There  is  a  big  variety  of  summer  drinks,  including  grape  juice,  lime  juice,  lemon- 
ade, orangeade,  raspberry  vinegar,  and  soft  drinks,  so  that  in  the  assortment  the  dealer  will  have 
lines  to  appeal  to  every  customer. 

An  occasional  window  display  will  be  effective  in  educating  the  public  to  the  fact  that  you 
handle  these  goods  and  in  suggesting  the  purchase  of  them.  Some  attractive  displays  of  these 
lines  may  be  arranged.  At  night  an  attractive  effect  is  secured  by  pyramiding  or  "walling"  the 
bottles  and  placing  an  electric  light  behind  them. 

This  department  is  at  least  vrorth  putting  aggressive  selling  effort  behind  during  the  summer 
months. 

PROFIT  BY  HOUSEWIFE'S  CRUSADE  AGAINST  THE  FLY 

THE  house  fly  is  a  little  insect  but  a  big  pest.  Especially  is  it  regarded  so  by  the  housewife. 
It  causes  her  much  work  and  many  ill-humored  remarks  during  the  summer  months.  It 
is  also  a  source  of  dread  because  of  its  faculties  for  carrying  germs  and  spreading  disease. 
The  housewife  has  indeed  just  reason  for  declaring  war  on  this  troublesome  enemy.  The  dealer 
has  the  ammunition  that  she  will  need  to  carry  on  the  battle.  It  is  time  now  for  her  to  begin  her 
annual  campaign  against  the  fly,  and  the  dealer  should  wheel  his  fly  destroyers  into  prominence 
and  push  their  sale. 

The  dealer  has  strong  arguments  to  put  forth  to  get  the  housewife  to  begin  her  battle  early. 
One  fly  killed  now  is  better  than  many  more  killed  later  on.  They  multiply  with  great  rapidity 
as  the  summer  advances,  and  thus  the  good  sense  in  annihilating  as  many  as  possible  early  in  the 
season. 

..  These  lines  should  be  swung  into  prominence,  so  that  the  customer  will  frequently  be  re- 
minded of  them.  More  than  that,  the  dealer  and  his  clerks  should  use  personal  talks  to  point  out 
the  need  of  killing  off  the  house  fly  and  thus  reducing  work  and  the  possibilities  of  disease.  Ad- 
vertising space  can  be  used  to  good  advantage  for  the  same  purpose. 


USE  FARM  SCENE  AS  A  WINDOW  FEATURE 

CANADIANS  in  all  centres  are  deeply  interested  at  the  present  time  in  agriculture  and  farm 
life,  as  a  result  of  the  "Patrioti-sm  and  production"  campaign  that  has  been  carried  on  by 
the  Dominion  Government.     For  this  reason  a  window  display  at  the  present  time  depict- 
ing a  farm  scene  should  prove  a  good  central  feature  and  attract  a  good  deal  of  attention.    It  may 
take  a  little  work  to  arrange  a  miniature  farm  in   the   window,   but  it   is  interesting   work   and 
should  be  worth  the  time  in  the  publicity  for  the  store  secured. 

A  miniature  house  and  barn  could  possibly  be  secured  from  a  toy  shop.  A  windmill  would 
improve  the  effect  as  well  as  a  team  of  horses  hitched  to  a  wagon  and  just  leaving  the  bam.  Show 
a  road  out  in  front.  Fences  can  be  made  by  driving  nails  of  the  proper  size  in  a  thin  board  laid 
on  the  window  floor  and  using  ordinary  twine  to  represent  wire.  Other  additions  could  be  made 
as  the  trimmer's  fancy  desires.  The  different  objects  should  be  as  nearly  as  possible  of  the  right 
proportion  and  size. 


Jnne,  1915 
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MAKING  GOOD  USE  OF  SHOW  WINDOW. 

Authorities  agree  on  two  general  principles  of  de- 
coration— to  plan  and  design  the  display  before  under- 
taking it,  or  to  build  as  the  work  progresses.  Many 
working  plans  fail  because  they  fail  to  look  as  well  in 
practice  as  on  paper.  Then,  again,  it  is  useless  to  un- 
dertake the  decoration  of  a  window  without  some  idea 
of  what  is  to  be  done.  The  best  results  are  frequently 
brought  about  by  a  combination  of  the  two  plans — by 
deciding  upon  a  scheme  and  by  altering  it  to  meet  the 
requirement  of  the  display.  In  arranging  a  window,  a 
good  background  is  of  first  necessity,  since  it  is  the 
setting  of  the  picture  to  be  presented.  Many  articles, 
desirable  in  themselves,  need  a  background  to  bring 
them  out  eflFectively.  Practical  decorators  devote  no 
little  time  to  the  arrangement  of  backgrounds,  often 
relying  entirely  upon  them  to  arrest  the  notice  of  the 
passer-by  and  to  bring  to  his  attention  the  goods  them- 
selves. No  matter  how  artistic  a  window  display  may 
be.  it  loses  more  than  half  its  attractiveness  if  not  suit- 
ably backed.  The  background  affords  relief  to  the 
trim,  and  is  as  necessary  as  scenery  to  a  stage  setting 
or  as  the  sky  to  a  landscape.  Different  goods  require 
different  backgrounds,  as  different  pictures  require 
different  frames. 

In  selecting  goods  for  the  show  window,  two  consid- 
erations are  of  importance.  The  newest  and  most  up- 
to-date  lines,  of  which  there  is  a  large  stock,  should  be 
exhibited.  The  purpose  of  the  window  is  not  to  display 
unsalable  goods,  but  to  sell  goods,  and  the  more  attrac- 
tive the  window  is  made  to  appear,  the  more  rapidly 
will  the  lines  illustrated  sell.  Naturally,  the  latest  styles 
are  the  most  interesting.  Then,  when  a  window  has 
created  the  desired  impression — ^a  desire  for  ownership 
— there  must  be  a  sufficient  stock  to  back  it.  Fre- 
quently, however,  it  is  necessary  to  display  old  goods 
in  order  to  move  the  stock.  In  this  ease,  in  order  to 
interest  passers,  it  is  necessary  to  create  prices. 


Tie  up  your  window  display  and  newspaper  adver- 
tising. Both  are  used  for  the  same  purpose,  both  are 
intended  to  bring  results.  It  is  certainly  undesirable 
to  have  a  window  display  made  up  of  freak  proposi- 
tions which  have  no  direct  bearing  upon  that  which 
the  merchant  is  ti-ying  to  impress  upon  the  public. 
Prominent  advertisers  interested  in  the  production  or 
sale  of  more  than  one  article  believe  that  the  value  of 
an  advertisement  is  depreciated  where  more  than  one 
article  is  displayed  at  one  time  in  the  same  space,  since 
the  mind  of  the  observer  is  not  concentrated  and,  there- 
fore, not  so  greatly  influenced  by  the  advertisement 
or  window  display  showing  many  wares,  as  by  the  ad- 
vertisement or  display  picturing  and  describing  but 
one  thing.  If  much  is  to  be  gained  through  concentra- 
tion of  effort  in  copy  or  display,  how  much  more  is 
possible  when  the  united  effort  of  both  is  concentrated 
toward  a  single  end.  The  possible  customer — the  whole 
public  is  made  up  of  possible  customers — has  perhaps 
seen  a  newspaper  advertisement  of  a  certain  sale.  Later 
passing  the  window,  he  is  reminded  of  what  he  read 
and  invariably  stops.  The  sale  is  then  half  made. 
Your  show  window  and  your  ads.  are  your  salesmen . 


DRY  OUT  THE  AWNING. 

Last  year  when  it  rained  you  hauled  up  your  awning 
and  left  it  that  way  until  the  sun  was  shining  again. 
Xow  this  year  let  us  do  this  differently.  Whenever  the 
awning  is  wet,  let's  leave  it  down  until  it  is  dry,  for 
nothing  will  so  fade  and  discolor  it  as  to  have  it  up  and 
soaking  wet.  Your  employer  may  wish  to  have  the 
awning  down  to  protect  the  pedestrians  when  it  rains 
and  that  probably  is  good  business,  but  it  is  not  good 
for  the  awning.  If  you  have  to  put  it  up  in  the  after- 
noon, while  wet,  because  it  darkens  the  store,  it  should 
be  let  down  at  night  so  that  it  may  dry  out  as  soon  as 
possible 


A  ST.  HYACINTHE,  QUE.,  DRUG  STORE. 

WE  reproduce  here  a  photograph  of  the  front  of  the 
store  of  J.  H.  E.  Brodeur.  of  St.  Hyacinthe.  Que. 
This  store  is  located  on  a  corner  and  good  use  is  made 
of  the  show  windows  for  the  promotion  of  sales. 

Concentration  and  hard  work  are  given  by  Mr.  Brodeur 
as  two  essentials  to  success  in  the  drug  business.  He  be- 
lieves that  a  man  who  has  his  mind  and  effort  taken  up 
with  other  lines- of  endeavor  cannot  hope  to  get  the  best 
out  of  his  business.  He  feels  that  best  results  are  only 
obtained  by  being  "on  the  .job"  all  the  time  and  giving 
close  attention  to  details. 

Mr.  Brodeur  is  a  firm  believer  in  trade  journals  and 
gets  many  hints  from  them  that  are  valuable  to  him  in  his 
business.  He  points  out,  however,  that  ideas  are  no  good 
if  they  are  not  acted  on.  As  he  stated  to  a  representative 
of  The  Retail  Druggist,  "Ideas  in  your  head  are  worth 
nothing,  but  ideas  when  carried  out  make  the  difference 
between  the  successful  and  unsuccessful   merchant." 
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That  Ontario  Carbolic  Bottle 

The  Retail  Druggist  was  correct  in 
its  statement 


THE  RETAIL  DRUGGIST  was  correct  in  stating 
last  month  that  the  new  law  in  regard  to  the 
sale  of  carbolic  acid  in  Ontario  provided  that 
the  words  "carbolic  acid"  be  blown  or.  one  side  of  the 
bottle.  This,  in  spite  of  the  statement  to  the  contrary 
made  by  another  drug  paper  which  came  out  this 
month  with  an  editorial,  repeating  the  Act  so  as  "to 
correct  an  error  for  Avhich  our  contemporaries  are 
responsible"  .  .  .  "some  of  the  drug  .iournals  got 
hold  of  the  wrong  copy  and  printed,  causing  some  con- 
fusion." 

The  Retail  Druggist  did  not  get  hold  of  the  wrong 
copy.  It  printed  the  Act  that  received  its  third  read- 
ing on  March  31.  and  which  is  now  on  the  statute 
books  of  the  province.  We  have  taken  the  trouble  to 
visit  the  Parliament  Buildings  to  make  certain  that 
the  Act  as  we  printed  it  was  correct,  in  spite  of  im- 
pressions to  the  contrary  that  may  have  been  held  by 
another  drug  paper. 

The  Act  provides  that  carbolic  acid  above  a  five  per 
cent,  solution  shall  not  be  sold  by  retail  except: 

"In  a  glass  bottle  of  light  blue  color  having  six 
sides,  the  front  being  of  plain  surface,  upon  which 
the  label  shall  be  placed,  and  the  three  opposite  sides 
having  blown  on  them  the  words  'carbolic  acid,' 
'poison.'  'use  with  caution,'  and  prominent  points 
on  the  other  portion  of  the  surface  thereof  in  such 
a  manner  as  to  render  the  bottle  distinguishable  to 
the  touch  from  ordinary  bottles";  or 

"In  such  other  bottle  as  may  be  authorized  by  the 
council  from  time  to  time  by  regulation  approved 
of  by   the   Lieutenant-Governor-in-Couneil." 

This  is  not  given  by  The  Retail  Druggist  in  conten- 
tion that  a  regulation  and  legal  bottle  should  have  the 
words  "carbolic  a«id"  blown  on  one  side,  but  merely 
to  correct  the  erroneous  impression  created  by  our  con- 
temporary in  stating  that  we  were  in  error.  'Correct- 
ness" is  the  M^atchword  of  the  editorial  policy  of  The 
Retail  Druggist,  which  takes  gregt  trouble  to  see  and 
great  pride  in  the  fact  that  the'  information  given  in 
its  columns  is  correct  and  can  be  depended  on. 

A  legal  bottle  without  the  necessity  of  the  words 
"carbolic  acid"  on  it  would  serve  the  purpose  for 
which  it  is  intended — that  of  giving  a  distinctive  bottle 
that  would  prevent  people  taking  the  poison  by  Mistake 
— and  would  be  of  advantage  to  the  retail  druggist  in 
that  he  would  only  have  to  have  one  style  of  bottle  for 
all  poisons.  The  label  would  indicate  the  nature  of  the 
poison  contained  in  the  bottle. 

The  coimcil  of  the  Ontario  College,  which  meets  this 
month,  has  the  power  to  make  any  desired  changes  in 
the  regulations  regarding  the  kind  of  bottle  that  shall 
be  used  in  Ontario  for  the  sale  of  carbolic  acid. 


United  Cigar  Stores  Putting  Sub- 
Branches  in  Drug  Stores 


OH!  IS  THAT  SO? 

I  hear  they  have  closed  the  public  library. 

What's  the  reason? 

They  found  Smallpox  in  the  dictionary. 


THE  United  Cigar  Stores  are  reaching  out  for  more 
business  in  Canada,  and  through  the  medium  of 
the  drug  store.  A  new  idea  has  just  been  in- 
augurated whereby  they  put  sub-branches  in  drug 
stores,  giving  the  druggist  a  certain  percentage  on 
sales.  A  number  of  drug  stores  in  Toronto  have  al- 
ready been  signed  up,  and  it  is  the  intention  of  the 
company  to  carry  on  the  same  plan  throughout  the 
Dominion,  locating  sub-branches  in  drug  stores  in 
centres  from  500  population  upward. 

Use  "United"  Name  and  Advertising 

The  company  believe  that  they  will  thus  be  able  to 
enlarge  their  business  in  a  convenient  manner  and 
point  out  to  the  druggists  that  they  will  receive  the 
advantages  of  the  "United"  name  and  advertising.  It 
is  also  pointed  out  that  in  small  towns,  where  it  would 
not  be  profitable  for  the  company  to  open  up  a  straight 
cigar  store,  that  they  can  place  a  sub-branch  in  the 
local  drug  store,  and  thus  be  abb'  to  get  the  small  town 
business. 

Not  Acquiring  Any  Interest  in  Drug  Stores 

In  view  of  the  fact  that  the  Kikcr-Hegeman  Drug 
Corporation,  in  the  United  States,  is  closely  allied, 
though  not  formally,  with  the  United  Cigar  Stores  and 
leading  tobacco  magnates,  the  present  move  of  the 
Canadian  United  Cigar  Stores  rather  gave  the  impres- 
sion that  it  might  te  the  entering  wedge  into  the  drug 
field  in  Canada.  At  the  head  office  of  the  United  Cigar 
Stores  in  Toronto,  however,  it  was  stated  to  The  Retail 
Druggist  that  no  interest  is  being  acquired  in  the  drug 
stores  in  which  they  place  sub-branches ;  that  the  drug- 
gist is  paid  on  a  strictly  commission  basis  for  handling 
their  goods. 

High  Finance  Interested  in  Drug  Field 

The  drug  store  chain  in  the  United  States  that  is 
associated  with  tobacco  interests  has  recently  com- 
menced to  invade  the  smaller  centres  with  combination 
drug  and  cigar  stores.  It  has  been  suggested  that  the 
same  plan  may  be  followed  in  Canada. 

At  any  rate,  it  looks  as  if  the  drug  trade  of  Canada 
is  to  be  entertained  by  high  finance.  The  United  Cigar' 
Stores,  Limited,  has  ,iust  been  incorporated  at  Ottawa, 
with  a  capital  stock  of  three  million  eight  hundred 
thousand  dollars,  while  the  Riker-Hegeman  Dnig 
Stores,  Limited,  the  big  chain  drug  store  corporation 
of  the  U.  S..  not  long  ago  increased  its  capital  in 
Canada  to  $815,000. 

Sure  to  Gome  Back. 

Lady — Yes.  I've  an  umbrella  that  needs  mending, 
but  how  am  I  to  know  that  you  will  bring  it  back? 

Umbrella  Mender — Have  no  fear,  mum.  I  alius 
charges  more  for  mendin'  than  I  could  sell  the  umbrel- 
ler  for. 


Try  to  keep  the  store  cool  and  inviting,  but  in  doing 
so  do  not  darken  it  so  that  goods  will  not  be  shown  to 
advantage. 


Jv.ne,  1915 
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Port  Arthur  Drug  Store  Features  the  Sidelines 

A.  L.  Smith  &  Co.,  of  Port  Arthur,  Ont.,  play  profit-paying  side 
lines  up  strong — Some  features  of  their  new  store  opened  last  year 


BY  A  STAFF  EDITOR 


THE  proiit-paying  sidelines  are  featured  strongly 
in  the  drug  store  of  A.  L.  Smith  &  Co.,  of  Port 
Arthur.  Ont.  This  fact  will  at  once  be  evident 
to  the  reader  hy  a  glance  at  the  photograph  of  their 
store  reproduced  here,  and  a  staff  editor  of  Tlie  Retail 
Hruggist.  who  visited  their  store,  found  that  prominent 
display  of  these  lines  was  backed  up  by  e(|ually  ag- 
gressive salesmanship  in  pushing  these  lines  that  are 
being  played  up  so  strongly  by  the  majority  of  drug- 
gists to-day. 

Store  is  a  New  One 

The  firm  of  A.  L.  Smith  &  Co.  has  been  established 
for  some  thirteen  vears.    Dnriitsr  that  time  Port  Arthur 


the  fact  that  it  allows  goods  to  be  kept  in  good  condi- 
tion and  shows  them  up  to  advantage. 

A  big  sale  in  cigars  and  associated  lines  has  been 
built  up,  and  the  keynote  of  success  is  to  a  large  extent 
the  fact  that  this  has  been  made  a  prominent  depart- 
ment, instead  of  being  treated  as  a  mere  sideline,  as  is 
the  ease  in  some  stores. 

The  other  drug  store  sidelines  are  also  given  their 
share  of  prominence.  Perfumes  and  toilet  goods  occupy 
a  position  well  to  the  front,  while  chocolates  are  also 
well  in  the  foreground. 

The  upper  ledge  is  not  used  for  bulky  display,  tasty 
arrangement  of  attractive  advertising  matter  and  orna- 
ments being  made. 


Inleiior  view  of  the  attractive  store  of  A.  L.  Smith  &  Co.,  of  Port  Arthur,  f)nt.,  which  makes  a  big  featiii e 

of  the  profitable  sidelines. 


has  been  growing  materially,  and  this  drug  firm  has 
been  keeping  pace  with  its  expansion.  The  store 
reproduced  here  is  a  new  one  and  shows  the  result  of 
the  13  years  of  constant  endeavor  in  drug  merchandis- 
ing in  the  Twin  City. 

The  new  store  is  100  feet  deep  and  20  feet  wide.  It 
has  two  display  windows,  which  are  made  good  use  of. 
Up-to-date  fixtures  are  a  feature.  Down  each  side 
ranges  a  row  of  silent  salesmen  with  marble  base,  while 
these  are  backed  up  by  glass  front  wall  cases.  The 
store  is  fitted  with  .metallic  ceiling  and  well  lighted. 

Tobacco  Department  a  Big  Feature 

Prominent  in  the  foreground  is  the  cigar,  tobacco, 
and  pipe  department.  A  silent  salesman  is  given  over 
to  pipes  and  one  to  cigars.  There  is  a  special  wall  ease 
for  cigarettes  and  tobacco,  and  the  expenditure  of 
money  in  this  eijuipment  is  found  a  good  investment  in 


The  dispensing  department  and  office  are  located  at 
the  rear.  Post  cards  are  handled  and  displayed  in 
i-acks  to  the  rear. 


NEW  FORM  OF  ADVERTISING  CARD 

"If  I  were  a  druggist,"  writes  H.  G.  Scholl.  in  Sys- 
tem, "I  would  have  cards  printed,  listing  the  names 
of  all  physicians  in  my  city.  Opposite  each  name  I 
would  add  the  professional  man's  street  and  telephone 
address,  his  office  hours  and  the  kind  of  service  he 
offered.  If  space  permitted,  I  would  list  dentists  also. 
At  the  top  I  would  have  a  cord  to  hang  the  card  up  by. 

"My  own  name  and  address  would  appear  at  the 
bottom,  aboye  the  legend:  'These  are  the  men  who  will 
tell  you  what  to  get.  Get  it  from  us.  We  will  call  for 
your  prescription  and  return  it  correctly  compounded, 
at  no  extra  charge.'  " 
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Cashing  in  on  the  Unexpected 

THE  man  who  forges  to  the  front  in  the  business 
world  to-day  is  the  one  wlio  takes  advantage 
of  every  opportunity.     An  immense  advantage 
is  secured  by  the  man  who  is  alert  and  quick  thinkinj* 
enough  to  make  use  of  thj  unlooked-for  happeriings- - 
who  is  able  to  cash  in  on  the  unexpected. 

Up-to-the-Minute  Advertising  that  Paid  Big 

The  advantage  of  putting  forth  an  effort  to  realize 
on  any  unusual  happening  or  exceptional  occurrence  is 
recognized  by  all  big,  progressive  firms.  When  a  serious 
accident  occurred  by  an  automobile  skidding,  an  auto- 
mobile tire  concern  came  out  next  day  with  a  full 
page  setting  forth  the  safety  guaranteed  by  their  non- 
skid  tires,  and  found  that  doing  so  iust  a1  the  prop*  r 
moment  brought  results  that  would  never  have  be»ii 
possible  at  any  other  time.  After  the  big  cyclone  in 
Regina  a  cyclone  insurance  company  immediately 
made  a  sp'ecial  bid  for  business,  and  with  the  immense 
loss  stil!  fresh  in  the  people's  minds,  reaped  a  big 
harvest. 

The  druggist  too,  has  many  unexpected  opportunities 
presented  which,  if  taken  advantage  of  on  the  spur  of 
the  moment,  means  more  business  for  him.  Frequently 
they  are  only  small  things,  but  appreciable  returns, 
too.  have  frequently  been  secured  by  those  who  have 
madv^  capital  of  the  unexpected. 

Broken  Window  Used  to  Advertise 

ADELnnERY  horse  ran  away  in  a  small  city,  not 
long  ago.  crashing  into  a  druggist's  show 
window  and  very  badly  splintering  the  plate 
glass.  Most  men  woiild  have  felt  the  loss  so  keenly 
that  they  would  not  have  been  able  to  properly  care 
for  business  for  a  while.  This  man,  instead  of  allowing 
his  lower  lip  to  fall,  conceived  the  idea  of  making 
capital  out  of  the  accident.  An  assortment  of  pain- 
killing  remedies  was  put  in  the  window  behind  the 
broken  glass  with  the  following  show  card : — 

THIS  PANE  WAS  BROUGHT  TO  AN  END 

IN  SHORT  ORDER 

SO  WILL  YOURS  BE  IF  YOU 

USE  THESE  REMEDIES 

The  idea  caught  the  fancy  of  the  passing  public 
and  did  considerable  in  advertising  the  store. 

Sold  Candles  when  Electric  Lights  Went  Out 

IN  an  Ontario  town,  recently,  the  electric  lights  were 
temporarily  put  out  of  commission,  and  as  most 
of  the  residences  were  illuminated  by  electric 
power,  the  town  was  left  in  darkness.  Here  was  a  case 
where  the  man  selling  coal  oil  lamps  had  a  chance  to 
tone  up  sales.  A  certain  druggist  did  not  handle 
lamps,  but  still  he  realized  that  there  was  a  chance  for 
increased  business.  He  found  out  about  ten  o'clock 
in  the  morning  that  the  lights  would  be  out  for  at  least 
a  couple  of  days.  He  sent  a  telephone  order  to  a  nearby 
city  and  had  a  big  supply  of  candles  come  in  on  an 
afternoon  train.  He  then  got  busy  and  arranged  a 
display  of  them,  headed  with  a  show  card  "Electric 
lights  will  be  out  to-night.  Get  prepared  now."  An- 
other show  card  pointed  out  that  the  light  would  only 
be  out  for  a  couple  of  nights,  and  that  candles  would 
tide  them  over  that  time,  at  a  small  cost.  This  appealed 
to  many  people  who  did  not  want  to  go  to  the  expense 


of  buying  lamps.  Anyway,  there  was  big  purchasing 
of  candles,  and  in  a  day  the  dealer  had  cleaned  up  his 
entire  stock  at  a  good  profit. 

Unexpected  Turns  Failure  into  Success 

FREQUENTLY  ability  to  grasp  an  opportunity  and 
make  the  most  of  it  will  be  the  means  of  turning 
slow  failure  into  quick  success. 

In  a  Western  city,  a  merchant  opened  up  a  store  near 
a  large  private  school,  carrying  candy,  fruits,  knick- 
knacks  and  other  commodities  that  the  young  school-, 
boy  demands.  As  he  was  a  long  block  nearer  the 
school  than  his  nearest  competitor,  he  naturally  felt 
that  he  would  catch  the  lion's  share  of  the  trade  that 
daily  passed  his  doors.  Contrary  to  his  expectations, 
however,  the  youngsters  proved  creatures  of  habit, 
and  although  they  occasionally  stopped  to  look  at 
his  window-displays,  they  rarely  entered  his  store.  The 
future  for  the  new  store  looked  dark. 

One  day  one  of  the  boys  hurried  into  his  store  just  at 
noon  and  asked  for  some  red  nbbon.  The  merchant 
luckily  had  a  small  stock  and  sold  him  half-a-yard. 
After  the  boy  had  paid  for  it,  he  tied  it  in  a  bow  in 
his  button  hole.  The  merchant  inquired  what  the 
ribbon  meant.  "Oh,"  said  the  boy,  "we've  divided  the 
school  into  two  camps — the  Reds  and  the  Blues — and 
we  are  each  going  to  wear  our  colors." 

At  once  the  big  idea  came  to  the  merchant.  "Here," 
he  said,  "take  back  your  money  and  go  over  to  the 
school  and  tel!  the  fellows  that  we  are  going  to  give 
everj'  fellow  that  comes  over  here  his  ribbon  to  wear." 
With  that  he  hurried  his  daughter  down  to  the  nearest 
notion  store  for  a  plentiful  supply  of  the  two  colors. 

Even  before  the  ribbon  was  back,  the  store  was 
crowded  with  enthusiastic  boys.  Almost  every  boy 
bought  something  as  he  waited  in  line  for  his  free 
ribbon,  and  the  trade-friendships  begun  that  day  lasted 
so  strongly  that  to-day  the  new  merchant  practically 
monopolizes  the  trade  of  that  school.  And  his  total 
cost  was — well  under  one  dollar. 


Condensed  Bookkeeping. 

A  very  systematic  business  man  tried  to  educate  his 
young  wife  to  keep  correct  household  accounts.  With 
this  end  in  view  he  gave  her  an  account  book,  and  in- 
structed her  to  enter  on  one  side  all  her  expenses  in  de- 
tail, and  on  the  other  side  money  received.  At  the  end 
of  the  first  month  the  fair  young  wife  carried  her  ac- 
count book  to  her  husband  in  triumph.  "See,"  said  she, 
"I  have  done  what  you  asked."  But  a  groan  of  de- 
pair  escaped  from  the  husband's  lips  when  he  read  on 
one  page:  "Received  from  Dick,  $100,"  and  on  the 
other,  "Spent  it." 

A  Good  Come-back. 

An  enterprising  American  came  over  to  England  and 
decided  to  open  a  shop  in  London.  He  obtained  prem- 
ises next  door  to  a  man  who  also  kept  a  shop  of  the 
same  description,  but  was  not  very  pushing  in  his  busi- 
ness methods,  preferring  to  jog  along  in  the  old  conser- 
vative way. 

The  methods  of  the  newcomer,  however,  caused  the 
old  trader  to  wake  up,  and,  with  the  spirit  of  original- 
ity strong  upon  him,  he  affixed  a  notice  over  his  shop 
with  the  words.  "Established  fifty  years,"  painted  in 
large  letters. 

Next  day  the  American  replied  to  this  with  a  notice 
over  his  shop  to  the  following  effect : 

"Established  yesterday;  no  old  stock." 
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OUR  QUESTION  BOX 

The  Retail  Druggist  solicits  yout  Inquiries.     This 
column  is  for  i/our  use,    IVe  are  at  uour  service 


gallon  of  water  for  ten  minutes.  Add  1  pound  of  chlor- 
ide of  lime  and  stir  well — having  same  free  from  lumps. 
When  cold,  strain  off  and  keep  tightly  corked. 

In  using  javelle  water,  one  teacupful   is  nsod   with 
(-aeh  boiler  of  clothes. 


PEROXIDE    OF   HYDROGEN   EXEMPT   FROM 
WAR  TAX 

A  druggist  has  enquired  from  us  if  a  war  tax  stamp 
should  be  placed  on  peroxide  of  hydrogen.  The  regu- 
lations state  that  "any  medicinal  preparation  or  com- 
position recognized  by  the  British  or  U.  S.  Pharma- 
copoeia as  officinal,"  is  excluded.  Since  peroxide  of 
hydrogen  is  a  pharmacopoeal  preparation,  being  known 
in  the  B.P.  as  liquor  hydrogenii  peroxidi.  it  is  exempt 
from  the  war  tax. 

Some  druggists  state  that  they  are  putting  the  stamp 
on  the  article  put  up  under  the  branded  name  of  Dioxy- 
gen,  which  contains  a  slightly  higher  percentage  of 
available  oxygen  than  the  maximum  fixed  by  the 
pharmacopoeias,  thus  raising  the  ([uestion  of  whether  it 
can  be  described  as  a  pharmacopoeal  preparation. 


WHAT  TRADING  STAMPS  INCLUDE 

G.N.C. — In  answer  to  your  enquiry,  according  to  the 
Trading  Stamp  Act,  passed  by  the  Dominion  Govern- 
ment in  1905,  trading  stamps  include  "besides  trading 
stamps,  commonly  so  called,  any  form  of  cash  receipt, 
receipt,  coupon,  premium  ticket,  or  other  device,  signed 
or  intended  to  be  given  to  the  purchaser  of  goods  by 
the  vendor  thereof,  or  his  employe  or  agent,  and  to 
represent  a  discount  on  the  price  of  such  goods,  or  a 
premium  to  the  purchaser  thereof." 

COLLINS'  COURSE  IN  SHOW  CARD  WRITING 

The  Retail  Druggist: 

Ts  Collins'  course  in  show  card  writing,  which  is  run- 
ning in  The  Retail  Druggist,  published  in  book  form? 

Hanna,  Alberta.  JOS.  WILDER. 

Editorial  Note — Collins'  course  in  show  card  writing 
is  not  published  in  book  form.  This  series  of  articles 
is  being  specially  prepared  for  The  Retail  Druggist  by 
an  expert  show  card  writer.  It  is  worth  following  by 
those  who  desire  to  become  efficient  in  this  important 
work. 

FORMULA  FOR  FACE  POWDER 

The  Retail  Druggist : 

Will  you  be  kind  enough  t«  publish  in  your  next  issue 
a  formula  for  a  face  powder  (not  too  expensive),  and 
another  one  for  the  commercial  javelle  water. 

Ottawa.  SUBSCRIBER. 

Editorial  Note — We  append  herewith  formulas  for 
two  face  powders : 

Talcum 1  ounce 

Magnesium  carbonate   1  ounce 

Zinc  carbonate    1  ounce 

Otto  of  roses   .5  drops 

Mix  and  sift. 

Magnesium  carbonate V2  pound 

Talcum 1  pound 

Oil  of  rose 8  drops 

Oil  of  neroli   20  drops 

Extract  of  musk 10  drops 

Mix  and  sift. 

Javelle  Water 

To  make  javelle  water  boil  4  pounds  of  sal  soda  in  1 


SHAMPOO  POWDER 

H.  K.  W.  writes:  "T  want  a  formula  for  a  powder  to 
be  dissolved  in  water  for  shampooing  women's  hair." 

Editorial  Note — Either  one  of  the  following  prepara- 
tions should  meet  your  requirements : 

(1 )  Castile  soap,  powdered 1  ounce     • 

Borax,  powdered 1  ounce 

Potassium   cai^bonate   1  drachm 

Sodium  bicarbonate   1   drachm 

Oil  of  rosemary 20  drops 

Mix  well  and  divide  into  20  powders,  wrapping  them 
in  waxed  or  paraffined  paper.  One  powder,  when  dis- 
solved in  water,  is  sufficient  for  one  shampoo. 

(2)  Potassium  carbonate 1  ounce 

Powdered  borax   1  ounce 

Castile  soap,  powdered V2  ounce 

Mix  and  put  into  a  wide-mouthed,  securely  stoppered 
bottle.  The  powder  is  to  be  dissolved  in  one  quart  of 
soft  water,  before  using  as  a  shampoo. 

The  addition  of  10  drops  of  oil  of  rose  geranium  im- 
parts a  suitable  odor  to  the  powder. 


FORMULA  FOR  CLEANSING  CREAM. 

The  Retail  Druggist : 

Will  you  publish  a  formula  for  a  cleansing  cream 
that  "rubs  in  and  out  of  the  skin"? 

J.  J.  W. 

The  following  is  claimed  to  produce  a  satisfactorj- 
preparation : 

Stearic  acid,  pure   18.0 

Sodium  carbonate 2.0 

Borax   5.0 

Lanolin  (or  ol.  theobromae)   5.0 

Glycerin 30.0 

Distilled  water 100.0 

Solution  of  carmine  .  . .  .sufficient  to  tint. 

Heat  the  stearic  acid,  sodium  carbonate,  borax,  glv- 
eerin  and  water  on  a  water  bath  until  effervescence 
ceases,  for  about  half  an  hour,  permitting  the  loss  of 
water  by  evaporation  from  time  to  time ;  then  add  the 
lanolin,  remove  the  cream  from  the  water  bath,  and  stir 
at  intervals  until  cooler,  add  the  carmine  solution,  and 
then  mix  it  in  a  mortar  with  an  egg-beater  to  a  smooth 
cream  until  cold. 

If  desirable,  a  suitable  perfume  may  be  worked  into 
the  cream  after  it  has  cooled. 

Hand  Cleaner 

Powdered  castile  soap  5       ounces 

Pumice  powder  Y^  ounce 

Kaolin 71/2  ounces 

Sodium  perborate 3V2  ounces 

Mix.    Only  a  little  water  is  ref|uired  with  the  smallest 

quantity  of  the  powder  to  thoroughly  clean  and  bleach 

the  hands. 


Throwing  goods  down  and  leaving  the  customer  to 
take  them  or  leave  them  is  about  as  apt  to  make  sales 
as  throwing  the  bare  hook  intp  the  water  is  to  eatch 
fish. 
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Comment  on  Topics  of  Interest  to  Druggists 


:  By  W.  L.  EDMONDS  : 


Improved  Outlook       That  businuss   conditions  in   the 
in  the  West.  Prairie  Provinces  are  gradually 

becoming  more  satisfactory  there 
can  be  no  doubt.  In  fact,  it  is  only  in  certain  of  the 
larger  towns  and  cities  in  which,  as  a  rule,  really  bad 
conditions  still  obtain.  In  the  villages  and  smaller 
towns  the  situation  is  getting  close  to  the  normal  point. 

The  high  prices  which  have  ruled  on  agricultural 
products  since  the  war  broke  out  have  naturally  con- 
tributed to  the  welfare  of  the  farming  community.  As 
a  result  the  financial  position  of  the  farmers  is  much 
better  on  the  whole  than  it  was  a  year  ago. 

But  the  hope  of  the  West  just  now  is  of  course  in 
the  next  crop.  The  more  it  is  investigated  the  more 
certain  does  it  appear  to  be  that  the  acreage  under 
cultivation  is  from  20  to  25  per  cent,  larger  than  in 
1914. 

It  is  estimated  that  more  than  28.500.000  acres  will 
be  under  cultivation  in  the  tliree  Prairie  Provinces. 
This,  compared  with  last  year,  is  an  increase  of  some- 
thing like  four  million  acres. 

What  this  increase  in  acreage  means  may  be  gathered 
from  the  fact  that  it  is  nearly  eijual  to  one-half  of  the 
total  area  under  hay  and  clover  in  the  whole  of  Canada 
five  years  ago. 

And  then  plus  this  increase  in  acreage  are  the  better 
and  more  diversified  agricultural  methods  which  the 
farmers  of  the  West  are  this  year  practising.  This  is 
possibly  as  important  as  the  increase  in  acreage.  At 
any  rate  it  is  so  considered  by  agricultural  experts. 
«     «     • 

Two  promising  features  charac- 
terize the  crops  in  Ontario  this 
spring.  The  one  is  the  condition 
of  the  fall  wheat.  The  other  is  the  increase  in  the 
area  of  land  under  cultivation. 

Fall  wheat  has,  on  the  whole,  come  through  the 
winter  in  excellent  condition.  The  early  spring  has 
greatly  stimulated  growth,  and  authorities  who  have 
recently  traveled  through  the  province  say  that  they 
never  saw  a  more  promising  crop.  Rye  has  also  come 
through  the  winter  in  excellent  condition.  Owing  to 
the  dryness  of  last  summer  clover  was  not  in  as  good 
shape  for  the  trying  open  spring  weather  as  u.sual, 
but  the  favora'ble  weather  of  the  last  few  weeks  has 
greatly  stimulated  its  growth. 

Although  the  lightness  of  the  hay  crop  last  summer 
militated  to  some  extent  against  the  favorable  winter- 
ing of  the  live  stock,  yet.  thanks  to  good  root  crops,  they 
have  come  through  the  winter  in  fairly  good  condition. 

As  a  result  of  the  "Patriotism  and  Production" 
propaganda  th^re  is.  according  to  an  official  statement 
of  the  Ontario  Department  of  Agriculture,  certain  to 
"be  a  substantial  gain  in  the  f|uantity  of  most  of  the 
commodities  raised  this  year  on  Ontario  farms."  This 
same  authority  says  that  "fall  wheat  already  shoM's  a 
decidedly  increased  area." 

Fruit  trees  and  fruit  bushes,  particularly  where  care 
has  been  given  the  orchards,  have  come  through  the 
winter  in  good  condition. 

Nature  certainly  seems  to  be  doing  its  best  for 
Canada. 


Crop  Conditions 
in  Ontario. 


Healthy  Condition 
of  the  Banks. 


As  to  the  healthy  condition  of 
the  banks  of  Canada  there  can  be 
no  doubt.  The  rates  of  their 
available  liquid  a.ssets  to  their  liability  to  tihe  public  is 
2.47  higher  than  a  year  ago,  now  standing  at  29.07,  com- 
pared with  26.60  in  March.  1914.  Another  indication 
of  the  prosperous  condition  of  the  banks  is  the  fact 
that  when  they  distribute  their  dividends  a  week  or 
two  hence  they  will,  as  a  rule,  measure  pretty  well  up 
to  the  average  of  previous  years,  while  those  who  in 
the  past  have  distributed  bonuses  will  be  able  to  repeat 
the  operation. 

Like  all  other  business  institutions  the  banks  of 
(Janada  have  had  to  bear  their  share  of  tftie  trade  de- 
pression of  the  past  year.  But  if  there  is  an  institution 
in  the  management  of  which  a  high  degree  of  efficiency 
is  exercised  it  is  the  average  bank.  And  therein  lies  a 
lesson  for  the  average  business  man,  in  spite  of  the  fact 
that  the  different  conditions  under  which  banking  and 
merchandising  are  carried  on  do  not,  of  course,  permit 
of  a  strict  comparison  being  made  between  the  two. 

*  •     • 

Increasing  Supply  The  accumulation  of  funds  in  the 
of  Money.  vaults  of  the  chartered  banks  in 

Canada  is  still  the  most  outstand- 
ing feature  of  the  monthly  Government  returns. 

According  to  the  March  statement  recently  issued 
the  .savings  deposits  increas<>d  $5,787,177  during  the 
month,  while,  compared  with  a  year  ago.  they  are 
$30,732,186  larger. 

Although  this  indicates  ability  on  the  part  of  the 
Canadian  people  to  save  money,  it  indicates  something 
tliat  is  of  still  greater  interest  to  the  business  men  of 
the  country.  And  that  is  the  prospect  for  both  a  larger 
supply  of  available  funds  and  lower  rates  of  interest. 

The  same  laws  that  govern  commodities  govern 
money.  When  business  is  booming  and  industrial  ex- 
pansion large  the  demand  for  funds  gradually  over- 
takes the  supplj'.  That  is  the  beginning  of  tight  money, 
and  in  time  reacts  upon  business,  gradually  causing  a 
curtailment  until  a  point  is  reached  where  funds  again 
become  plentiful  and  bu.siness  in  turn  gradually  ex- 
pands again. 

That  the  point  has  been  reached  in  Canada  wliere 
funds  begin  to  accumulate  there  can  be  no  doubt.  If 
is  also  certain  that  the  ebbing  tide  in  Canada's  trade 
is  now  giving  place  to  a  flowing  tide. 

•  *     • 


Investigating  the 

Resale-Price 

Problem. 


The  committee  of  the  Chamber  of 
Commerce   of  the   United   States 
appointed    to    consider    the    pros 
and  eons  of  the  resale  price  prob- 
lem has  delegated  the  preliminary  work  to  two  sub- 
committees.   The  duty  of  the  one  is  to  investigate  the 
pros  and  that  of  the  other  the  cons. 

No  doubt  a  great  deal  of  information  will  be  gathered 
which  should  prove  of  interest  to  business  men  in 
Canada,  as  well  as  to  those  in  the  United  States. 

In  the  United  States  the  decision  of  the  Supreme 
Court  has  put  the  stamp  of  illegality  upon  the  attempt 
of  manufacturers  to  establish  the  price  at  which  an 
article  should  be  sold  by  the  retail  dealer,  hence  the 
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movi'iiioiit  to  secure  legislation  which  will  remove  this 
restriction. 

The  resale-price  question  may  have  its  pros  and  its 
t'ons.  but  it  does  seem  that  in  the  final  analysis  a  manu- 
i'aeturer  should  not  be  denied  the  right  to  determine, 
should  he  so  desire,  the  price  at  which  the  article  he 
produces  shall  be  sold  to  the  consumer.  Tf  the  terms 
and  conditions  are  not  satisfactory  to  the  retailer  he  is 
not  compelled  to  handle  a.  line  which  is  sold  under 
resale-price  contract.  That  is  the  manufacturers'  look- 
out. But  wheji  a  retaijer  buys  an  article  under  the 
terras  and  conditions  of  the  resale-price  he  should  make 
no  attempt  to  depart  from  them. 

One  thing  the  resale-price  system  undoubtedly  does, 
and  that  is.  it  tends  to  diminish  the  price-cutting  evil. 

The  moment  someone  begins  to  cut  the  price  of  an 
article  of  merchandise  a  force  is  set  in  operation  Which 
tends  to  deter  others  from  handling  it.  And  the  more 
general  this  cutting  the  more  unpopular  does  the  article 
become  with  the  retail  trade.  Price  maintenance  is, 
therefore,  to  the  interest  of  the  r(>tailer  as  well  as  that 
of  the  manufacturer. 


Late  Senator  Pul-  The  daily  papers  announce  that. 
ford's  Beneficence.  according  to  the  will  of  the  late 
Senator  Fulford.  $400,000  is  to 
be  paid  in  October  to  the  Brockville  General  Hospital, 
for  the  purjiose  of  erecting  and  maintaining  an  aged 
women's  home. 

Of  all  the  many  munificences  of  the  late  Senator  Ful- 
ford. whose  large  fortune  was  the  result  of  the  skill 
and  ability  with  which  he  conducted  his  business  as  a 
manufacturer  of  patent  medicines,  none  transcends  this. 

Xothing  in  the  world  is  more  pathetic  than  a  woman 
who.  toward  the  close  of  life,  through  misfortune  of 
one  kind  or  another,  is  placed  in  a  position  of  destitu- 
tion. 

Canada  cannot  have  too  many  men  witli  the  bene- 
ficent spirit  of  the  late  Senator  Fulford. 


Good  Outlook  for  Tourist  trade  in  Canada  this 
Tourist  Trade.  summer  ought  to  be  exceptionally 

good.  Many  Americans  v/ho  for- 
merly spent  their  vacation  in  Europe  will  either  have  to 
visit  Canada  or  stiay  within  the  boundaries  of  their 
own  country.  A  great  many  will  doubtless  .iourney  to 
the  Panama  Exhibition  in  California,  but  the  nuniber 
wTio  will  do  this  will  necessarily  be  relatively  small. 

For  those  who  do  not  spend  their  summer  vacation 
in  their  own  country,  Canada  is  practically  the  only 
available  territory  on  the  North  American  Continent. 

Authorities  in  the  United  States  estimate  that  the 
amount  annually  spent  in  Europe  by  Americans  who 
visit  that  part  of  the  world  on  pleasure  bent  is  between 
$75,000,000  and  $100,000,000. 

That  the  expenditure  of  such  a  large  sum  of  money 
will  be  transferred  to  Canada  no  one  for  a  moment 
believes.  But  that  a  good  portion  of  it  will  be  spent 
here  is  well  within  the  realm  of  possibility.  As  a 
matter  of  fact,  this  is  assured,  as  the  bookings  which 
have  been  made  by  Americans  for  accommodation  at 
the  leading  summer  hotels  in  this  country  are  already 
much  in  excess  of  that  of  previous  years. 

Retail  merchants,  and  particularly  those  whose  place 
of  business  is  located  in  the  regular  routes  of  travel 
and  at  distinctively  summer  resorts,  are  naturally  not 
without  interest  in  the  promised  increased  invasion  of 
American  tourists.  Benefit  accrues  to  them  as  well  as 
to  the  hotelkeepers  and  the  transportation  companies. 


To  those  who  make  the  best  efforts  to  get  the  business 
which  arises  from  the  tourist  class  will  naturally  come 

the  best  results. 

•     *     • 

Possibilities  of  the  It  pays  to  look  after  the  tourist 
Tourist  Trade.  trade,  not  only  for  the  immediate 

benefits  which  result  therefrom 
to  the  business  men  of  the  country,  but  for  the  possi- 
bilities of  the  future. 

All  over  this  country  there  are  places  to  which  Amer- 
icans return  year  after  year  because  of  the  treatment 
which  has  been  accorded  them  in  the  past. 

There  is  one  town  in  Ontario  which,  during  the  sum- 
mer months,  is  practically  owned  by  Americans  from 
the  Southern  States.  That  town  is  Cobourg.  And  the 
origin  of  their  coming  is  interesting.  It  got  its  start 
some  fifty  years  ago,  when,  at  the  outbreak  of  the  war 
between  the  North  and  the  South,  a  number  of  well- 
to-do  men  in  the  latter  part  of  the  Union  sent  their 
families  to  Cobourg  in  order  that  their  safety  might 
be  assured.  They  found  the  conditions  so  congenial  that 
many,  year  in  and  year  out,  after  the  war  closed,  spent 
their  vacation  in  the  place  of  their  original  sojourn. 
And  the  generations  which  have  succeeded  them  have 
kept  up  the  practice.  Some,  in  fact,  have  become  per- 
manent residents. 

That  it  pays  to  cultivate  the  trade  of  the  tourist  as 
well  as  that  of  the  regular  customer  there  can  be  no 
doubt. 


SOME  STORE  PHILOSOPHY 

Just  because  people  do  not  fall  over  one  another  to 
buy  immediately  the  goods  you  show  in  the  window 
is  no  sign  window  displays  are  not  profitable. 

When  collections  are  slow,  all  the  more  reason  for 
keeping  after  the  debtor  rather  than  getting  discour- 
aged ajid  giving  up. 

Plug  up  the  little  leaks  as  fast  as  you  find  them 
rather  than  let  them  go  while  you  look  for  bigger 
ones. 

It  is  easy  enough  to  work  hard  on  a  plan  while  it  is 
new,  but  the  good  man  is  the  one  who  sticks  to  his 
!)Ian  after  the  novelty  has  worn  off. 


Passing  Thoughts  on  Business. 

BY  W.  L.  E. 

The  value  of  the  show  •window  is  in  proportion 
to  the  use  that  is  made  of  it. 

A  neglected  show  window,  like  a  bad  reputation, 
is  more  of  a  liability  than  an  asset. 

The  soda  fountain  isn't  a  drug,  even  though  it  be 
in  a  drug  store. 

He  who  booms  his  town  is  furthering  the  interest 
of  his  own  business. 

With  the  advent  of  Spring  comes  the  necessity 
for  disinjectants.  It  pays  to  remind  customers  of 
the  fact. 

Hot  weather  makes  the  soda  fountain  sjveat,  but 
it  never  gets  tired  of  its  job,  or  the  druggist  tired 
of  raking  in  the  dimes. 
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Collins'  Course  in  Show  Card  Writing 


One  of  a  series  of  articles 
specially  prepared  for  this 
iournal. 


<* 


THE  securing  of  patterns  for  fountain  air  brush  de- 
signs is  not  so  difficult  as  one  would  first  imag- 
ine. A  glance  over  the  advertising  pages  of  vari- 
ous magazines  will  often  bring  to  your  notice  sugges- 
tions for  designs  that  you  can  readily  adapt  to  card 
use.  Or  by  keeping  your  feyes  open  you  may  often  ob- 
tain ideas  from  show  bills,  street  posters  and  billboards 
that  can  be  turned  to  use  in  card  work.    By  using  your 


Maybe  themdnwiia3ehome7ou 
||nvYmo$tbuf$hi$Aimitiire  here 

m^lm^^-^  -     _. .._!._ 

Kig.  19.— Completed. 

own  ingenuity  you  may  take  one  part  of  a  design  and 
work  it  into  some  other  part  of  another  design  and 
evolve  something  neAV  of  your  own. 

■The  sketching  of  patterns  is  quite  simple.  We  have 
chosen  for  illustration  the  card  shown  in  Pig.  19.  This 
is  a  uniform  design.  That  is  the  four  quarters  of  the 
design  are  all  the  same.  To  make  the  pattern,  take  a 
piece  of  paper  that  is  not  too  heavy.  Ordinary  plain 
white  news  paper  or  wrapping  paper  will  do.  Fold  it 
twice  as  shown  in  Fig.  A.  The  folds  shown  in  the  draw- 
ings are  exaggerated  to  show  how  they  should  go.  Of 
course,  when  you  are  working  them  they  will  lie  per- 
fectly flat.  The  dotted  lines  in  Fig.  B  show  where  the 
folds  should  go.  After  folding  the  paper,  take  suffi- 
cient carbon  paper  and  place  inside  so  the  carbon  side 
will  cover  the  entire  surface  of  the  paper.  This  may  be 
better  understood  by  a  glance  at  Pig.  B.  The  carbon 
surface  should  be  sufficient  to  cover  the  entire  design. 
After  inserting  the  carbon  paper,  lay  the  folded  paper 
on  a  smooth,  flat  surface  and  trace  one-fourth  of  the  de- 
sign as  in  Pig.  A.  Then  open  the  paper  and  you  will 
have  the  four  quarters  or  the  entire  design  traced  out 
ccrmplete  as  in  Pig.  B. 

Secure  a  heavy  piece  of  manilla  paper,  or,  if  you  have 
many  of  the  same  design  to  do,  take  a  piece  of  thin 
sheet  lead,  and  lay  the  pattern  on  it  and  trace  with 
carbon  paper.  With  a  sharp  knife  cut  the  design  out, 
being  careful  to  preserve  the  outside  mat.     Make  an- 


other pattern  of  the  inner  line  cutting  it  the  same  way, 
but  you  need  not  be  careful  of  the  mat  in  this  one. 

Working  the  Design  With  the  Fountain  Air  Brush. 

It  is  a  very  simple  matter  now  to  operate  the  fountain 
air  brush  with  this  design.  Lay  the  larger  pattern  on 
the  card  and  air  brush  around  it.  It  is  always  well  to 
spray  lightly  and  go  over  it  several  times  as  the  effect 
is  much  better  than  a  larger  spray  put  on  quickly.  Use 
whatever  color  you  desire  for  the  card  you  have  to  do. 
Remove  the  pattern  and  place  the  smaller  or  inside  pat- 
tern on  the  card,  and  air  brush  around  the  edges  light- 
ly. This  will  give  a  bevelled  effect  to  the  desisin.  Leave 
this  inside  pattern  in  place  and  lay  the  outside  mat  on. 
This  will  permit  only  the  bevel  part  or  edge  of  the  de- 
sign to  show.  Next  hold  a  piece  of  straight  edged  card 
at  the  various  corners  of  the  design  and  with  air  brn.sli 
darken  as  shown  in  Fig.  19.    It  will  be  necessarv  in  do- 


r,^.  B, 


Fie.  19.— How  to  make. 


ing  this  to  assume  that  the  light  comes  from  the  upper 
left-hand  corner.    This  will  throw  the  darker  shades  on 
the  lower  and  right-hand  sides.    Remove  your  patterns 
and  your  design  is  completed. 
The  design  of  Fig.  20  is  laore  difficult  to  execute.  The 
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tracing  is  done  the  same  as  described  above  with  the 
exception  that  there  is  only  one  fold  instead  ot!  two.  A 
glance  at  Pig.  C  will  show  how  to  lay  it  out.  In  this 
design  the  three  parts,  1,  2,  3,  should  be  cut  separately. 
These  should  be  hooked  together  just  as  shown  in  the 
pattern  and  turned  upside  down  on  the  card  to  be 
worked.  This  will  bring  the  "hooked"  parts  just  the 
reverse  of  the  way  you  want  them.    This  is  done  be- 


Fig.  20.— A  little  more  difflcult  example. 

cause  when  one  pattern  is  laid  over  or  on  top  of  the 
other  it  is  raised  a  little  from  the  card.  This  permits 
a  little  spray  from  the  air  brush  to  go  underneath  and 
which  will  bring  the  spray  to  the  right  places  under  the 
card.  After  spraying  with  the  air  briish  all  around  the 
pattern,  remove  the  patterns  and  hold  one  of  them  in 
place  and  spray  carefully  around  the  different  parts  to 
give  the  effect  of  overlapping  as  shown  in  the  finished 
card.  You  will  need  to  exercise  a  little  care  at  first  to 
get  this  just  right.  After  finishing  all  the  corners  spray 
all  the  edges  all  the  way  around  the  design  to  give  it 
the  rounded  effect. 

In  Fig., 21  you  have  a  different  design  from  either  of 
the  other  two.  It  is  quite  irregular,  which  will  not  per- 
mit it  to  be  drawn  like  the  others.  None  of  the  four 
corners  are  the  same.  Cut  the  design  from  the  same 
kind  of  pattern  material.  Lay  it  on  to  the  card  and  air 
brush  the  background  with  any  dark  color  you  desire. 
The  oval  is  cut  out  of  the  pattern  and  air  brushed  on 
the  inside  edge.  The  panels  are  made  by  cutting  strips 
of  cardboard  and  laying  them  on  as  shown  in  the  design 
and  air  brushing  around  them.    The  top  will  need  two 


curved  pieces  cut  the  proper  size  and  shape  and  laid  on 
and  air  brushed  at  the  lower  edges.  This  is  a  very  ef- 
fective card. 

Alphabets' 

The  alphabets  this  month  are  a  practical  design  suit- 
able for  one  or  two  lines  or  a  word  that  needs  to  be  ac- 
centuated on  a  card.  They  are  fancy  spurred  Roman 
upper  and  lower  case. 


WHO  INVENTED  ICE  CREAM? 

New  York  claims  ice  cream  was  invented  in  that  city 
about  100  years  ago,  and  that  the  inventor  was  Sam 
Jackson,  a  negro,  and  a  confectioner  by  profession. 

He  made  the  discovery  by  pure  accident.  And  the 
thing  he  discovered  was  nothing  like  the  ice  cream  of 
to-day.  It  was  just  frozen  custard.  Custards  were 
Jackson's  specialty,  and  one  hot  day  he  put  his  custard 


Fig.  21.— Sample  of  an  air  brush  design. 

in  a  tin  and  the  tin  in  a  bucket  of  cracked  ice,  to  cool 
it.  He  packed  the  ice  very  tight,  and  lo!  and  behold, 
when  he  took  his  custard  out,  it  was  frozen ! 

They  say  that  Jackson  tasted  the  frozen  custard,  and 
then  ate  it  all,  made  more  and  more  and  ate  it,  until, 
when  he  finally  gave  his  discovery  to  an  astounded  and 
delighted  world,  he  had  perfected  it.  He  sold  it  in 
quart  tins  at  $1  a  tin.    He  died  a  wealthy  man. 
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Plate  4i,— Fancy  spurred  Roman,  lower  case. 
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For  the  Man  Behind  the  Counter 


A  Department  of 
Salesmanship 


Inducing  Lookers  to  Buy 

IT  is  impossible  to  sell  to  every  person  who  comes  in 
and  looks  at  the  goods.  It  has  been  estimated  that 
half  the  people  who  enter  the  department  stores 
have  no  intention  of  buying  anything  When  they  go  in. 
They  are  "lookers,"  and  it  remains  for  the  sales  force 
to  sell  this  looking  class  something.  The  "lookers" 
certainly  give  the  salesman  something  to  rehearse  on, 
and  when  business  is  dull  and  but  few  sales  are  being 
made,  the  salesmen  would  get  out  of  practice  were  it 
not  for  the  "lookers."  More  "lookers"  who  do  not 
buy  inspect  goods  in  the  department  stores  than 
they  do  in  the  exclusive  stores.  They  seem  to  feel  more 
at  liberty  in  the  department  stores.  Many  of  them  go 
to  these  stores  to  while  away  a  little  time.  Many  are 
satisfied  to  walk  through  the  various  departments  with- 
out taking  any  of  the  time  of  the  sales  force,  while 
others  ask  prices  and  lead  salesmen  to  believe  they 
actually  intend  to  buy,  when  they  have  no  such  inten- 
tions.   They  are  jusrt  "lookers"  in  disguise. 

The  Chance  for  the  Real  Salesman 

"Lookers"  are  apt  to  cause  some  salesmen  to  give  up 
hope.  They  are  too  apt  to  class  as  a  looker  every  per- 
son who  enters  the  store.  The  salesmen  who  give  up 
to  this  thought  are  not  salesmen.  As  has  often  been 
said — ^they  are  only  order  takers.  Salesmen  should  be 
glad  of  an  opportunity  to  talk  with  anybody  who  enters 
their  store.  Each  one  of  them  is  a  prospective  cus- 
tomer. The  sale  may  not  be  made  to-day,  but  it  will 
be  made  to-mOrrow.  The  things  a  "looker"  looks  at  he 
or  she  is  interested  in,  and  hopes  to  buy  some  time. 

Here  is  where  the  salesman  in  a  store  has  the  advan- 
tage over  the  traveling  salesman.  The  store  salesman's 
customers  come  in  to  give  him  a  chance  at  them,  and 
the  men  who  should  be  customers  of  the  traveling  sales- 
men sit  behind  a  mahogany  partition  and  send  out  word 
that  they  are  busy.  ' '  Oh,  if  I  could  only  get  a  chance 
at  him,"  is  the  wail  of  the  traveler,  while  the  store 
salesman  is  apt  to  complain  because  the  men  and  women 
come  in  to  look.  The  traveling  salesman  believes  he 
has  his  battle  half  won  when  the  buyer  agrees  to  look 
at  his  samples. 

Some  Advice  for  Clerks 

Salesmen  employed  in  the  store  often  remind  one  of 
an  automatic  apparatus  that  hands  out  something  when 
you  drop  a  coin  in  the  slot.  It  often  happens  that  in 
order  to  ginger  up  the  store  owners  offer  prizes  to  the 
salesman  showing  the  greatest  percentage  of  increase 
in  sales  in  a  certain  time.  This  should  never  be  neces- 
sary. Every  salesman  should  enter  into  a  contest  with 
himself  every  day.  He  should  set  a  peg,  and  see  if  he 
can't  boost  the  peg  a  little  farther  the  next  day.  The 
mlan  who  enters  into  competition  with  himself  is  quite 
apt  to  be  the  one  the  others  will  want  to  hang  a  handi- 
cap on  when  the  real  contest  comes  off.  If  the  sales 
force  worried  half  as  much  about  the  pay  roll  as  the 
boss  does  the  pay  roll  would  be  larger.  No  pay  roll  can 
exist  long  unless  the  sales  force  does  its  share.  No 
salesman  can  hope  to  receive  his  filled  envelope  unless 
be  does  his  part  toward  seeing  that  there  is  something 


in  the  till  to  fill  it  with.  "Plan  your  work — then  work 
your  plan ' '  isn  't  a  bad  slogan. 

Every  salesman  must  have  an  aim.  He  can't  sell  all 
the  lookers  but  he  can  at  least  pay  attention  to  them. 
He  can  show  his  goods  and  talk  their  good  points.  If 
the  sale  isn't  made  that  day  it  may  be  made  the  next. 
Don't  insist  on  the  customer  buying.  But  talk  your 
?tuff. 

There  are  plenty  of  interesting  things  in  your  stock 
to  talk  about. 


Appearance  a  Big  Factor  in 
Salesmanship 

By  Patrick  Dougall 

IF  you  were  to  ask  one  hundred  people  what  a  sales- 
man is,  ninety  of  that  hundred  would  probably  tell 
you  that  a  salesman  is  a  man  who  sells  something. 
They  are  right  as  far  as  they  go,  but  they  don't  go  far 
enough.  A  salesman  is  a  man  who  sells  goods  at  a 
profit.  The  ninety  people  left  out  the  most  important 
part  of  a  salesman's  duty — to  sell  goods  at  a  profit. 
You  will  notice  there  is  no  limit  to  the  quantity  of 
goods  sold,  so  the  salesman  sells  as  much  as  he  can  at  a 
profit. 

Now,  how  are  we  to  get  th6  best  results  as  salesmen? 
In  the  first  place,  appearance  plays  a  very  prominent 
part.  Why?  Because  no  customer  will  listen  to  a 
salesman  who  has  not  a  clean  appearance.  A  slovenly 
salesman  will  repel  a  customer  rather  than  attract  one. 
But  to  go  a  little  deeper  into  appearance,  what  is  it 
really  composed  of?  How  does  it  help  the  salesman  to 
be  successful  with  his  customer? 

Why  Appearance  is  Important 

A  salesman  with  good  fitting  clothes,  clean  linen,  well 
brushed  hair,  clean  teeth,  and  unaffected  breath  is  at 
leisure  to  talk  practically  as  long  as  he  desires  to  his 
customers.  It  is  a  pleasure  for  the  customer  to  listen 
to  him,  while  on  the  other  hand,  a  clerk  or  salesman 
with  dirty  hands  or  face,  foul  breath,  and  dirty  linen 
never  experiences  the  pleasure  of  being  able  to  make 
an  extra  sale,  for  the  customer  will  never  buy  more 


MAKING  YOUB  BMPLOTBB'S  INTBRESTS  YOURS 

It's  all  right  to  keep  Saturday  night  and  pay  day  in 
mind,  but  look  even  farther  ahead — into  your  own  fu- 
ture. It  will  bring  you  back  to  the  present  and  the 
realization  of  the  need  of  putting  forth  your  best  ef- 
forts if  you  expect  to  achieve  success  and  independence 
some  day. 

A  means  towards  that  end  is  to  constantly  make  your 
employer's  interests  your  own,  striving  to  accomplish 
the  best  results  in  the  matter  of  sales  and  profits,  just 
as  if  the  business  were  your  own.  It  will  make  you  of 
greater  value  to  your  employer,  and  put  you  in  a  posi- 
tion to  earn  more  money.  In  addition,  you  will  have 
the  satisfaction  of  having  done  your  best — and  that  is 
something  of  much  value. 
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than  what  she  actually  riMiuiros  when  waited  upon  by 
the  slovenly  salesman. 

A  clean  and  neat  appearance  seems  to  make  a  sales- 
man better  able  to  talk  because  he  has  not  the  inclina- 
tion to  hurry  the  customer  away,  while  when  one  is  not 
clean  it  is  natural  to  keep  out  of  sight  as  much  as  pos 
sible.  He  is,  by  the  help  of  his  cleanliness,  able  to  talk 
fluently  and  usually  able  to  talk  right  to  the  point 
Take  the  best  salesman  in  Toronto,  put  a  dirty  collar 
and  tie  on  him.  and  he  will  be  under  a  great  disadvan- 


No  business  ever  higher  soars 

Than  he  who  runs  it  mounts. 
No  matter  what's  inside  the  doors, 
It's  the  man  who  counts. 


tage.  He  simply  cannot  work  as  before,  because  the 
dirty  collar  and  tie  is  uppermost  in  his  mind,  and  he 
cannot  forget  the  fact,  which  gives  him  very  little  time 
to  think  of  his  work.  That  is  easily  remedied,  you  say. 
Yes  it  is,  but  how  often  is  it  that  when  you  go  into  a 
store  you  will  find  the  clerks  untidy?  Appearance, 
after  all,  is  a  great  thing,  and  it  would  be  a  good  thing 
for  us  to  pay  attention  and  take  heed  if  we  wish  to  be 
classed  as  salesmen  and  be  able  to  dispose  of  goods 
at  a  profit. 

HOW  CLERK  CAN  HELP  WHEN  TRADE  IS  QUIET 

When  times  are  a  trifle  dull,  the  dealer  has  to  look 
after  the  expense  account,  and  in  this  the  clerk  can 
help  him  to  a  considerable  extent.    Here  are  some  hints. 

Lighting  bills  may  be  cut  down  by  a  little  thought. 
Lower  the  gas  light  or  shut  off  the  electric  light  when 
not  in  use.  This  precaution  applies  more  particularly 
to  the  basement  or  the  storeroom  or  the  cooler.  Get 
the  habit. 

Before  you  realize  it  you  will  be  as  economically  in- 
clined in  the  store  as  you  are  at  home,  where  expense 
touches  your  own  inside  pocket. 

"Even  balance  is  just  weight."  When  you  live  up 
to  that  you  are  doing  justice  to  two  people.  The  habit 
of  correct  weighing  is  one  of  tho  very  important  habits 
to  form.  It  means  a  lot  to  your  employer.  It  means 
a  lot  to  you  if  you  desire  to  keep  your  self-respect. 

Increasing  volume  means  lowering  expense.  It's  an- 
other phase  of  it,  of  course.  A  new  customer  repre- 
senting a  family  of  half  a  dozen  is  a  big  help.  T17  and 
get  that  new  customer. 


ADVERTISING  FLOAT  ARRANGED  BY  CLERK 

In  a  certain  small  town  in  Ontario,  Dominion 
Day  is  always  celebrated,  a  big  feature  of  the  day 
being  a  monstrous  procession  in  which  the  local  mer- 
chants generally  have  floats.  This  clerk  built  a  big 
canvas  shaped  arrangement  to  fit  on  the  delivery 
wagon  and  on  this  painted  a  number  of  rhyming  verses 
which  he  composed  himself  on  various  lixies  of  goods 
handled  by  the  store. 

In  those  towns  where  any  big  days  are  celebrated  by 
a  procession  of  merchants'  floats,  the  clerk  will  find  the 
arrangement  of  these  floats  intei-esting  work  as  well 
as  good  advertising  for  the  store.  Keep  this  in  mind, 
Mr.  Clerk,  and  when  you  get  a  chance,  please  the  boss 
by  suggesting  that  he  allow  you  to  arrange  a  float 
for  the  store.  When  you  get  his  permission  go  into 
the  work  with  all  your  heart,  to  show  the  bo.ss  .just  what 
you  can  do! 


PITHY  POINTERS  FOR  THE  CLERK 

THE  clerk  who  always  has  a  pleasant  smile  for  a 
customer  is  worth  twice  the  salary  of  the  one  with 
a  chronic  grouch.    In  the  big  scheme  of  the  uni- 
verse there  may  be  some  place  for  the  grouch,  but  that 
place  certainly  is  not  behind  the  counter  of  a  store.    Tl 

pays  to  be  pleasant. 

•  •     • 

The  right  way  of  doing  things  may  be  harder  to 
learn,  but  it  is  easier  to  do  after  it  is  learned,  and  it  is 
a  big  time-saver  in  the  end. 

•  •    * 

New  people  are  coming  to  your  town.  Do  you  know 
that  the  winning  of  these  people  is  largely  in  the  hands 
of  your  boys?  Personal  attention  to  the  filling  of  their 
orders  and  courtesy  at  all  times  will  help  you  win. 

•  •     • 

There  are  not  enough  show  cards  used  in  the  ma- 
jority of  stores.  Why  don't  you  see  that  more  are 
used?  Even  if  the  work  is  not  the  best,  it  is  better 
than  none.  In  the  meantime,  follow  our  course  on 
show  card  writing  and  try  to  improve  your  efficiency 

in  this  direction. 

•  •     • 

The  clerk  who  regards  himself  as  a  part  of  the  firm 
may  seem  to  his  fellows  to  take  himself  too  seriously, 
but  he  will  get  ahead  when  the  others  are  lagging  be- 
hind. 

•  •     • 

If  your  store  or  your  windows  do  not  seem  light 
enough,  it  may  not  be  more  light  that  is  needed,  hut  a 
better  distribution  of  what  light  you  have. 

•  •     • 

If  you  want  more  wages  or  salary,  just  bear  in  mind 
that  the  burden  of  proof  is  on  you.  You  must  first 
show  your  employer  you  are  worth  it. 

•  •     • 

Never  slight  a  stranger's  trade  just  because  he  is  a 
stranger.  You  never  know  who  a  stranger  is  or  what 
he  may  be  able  to  do  for  you. 

•  •     • 

Don't  give  your  show  windows  any  days  oflf.  They 
ask  none  and  need  none.     They  are  willing  to  work 

every  day  and  all  day. 

•  #     • 

No  matter  how  anxious  you  may  be  to  make  the  sale, 
don't  say  anything  that  may  result  in  dissatisfaction 
when  the  goods  are  used. 


THE   BUSINESS   GAME  AS   I  SEE   IT. 
Observaliom  of  the  delivery  boy 

Conitenbment  is  desirable  providing  it  doesn't  de- 
velop into  lack  of  ambition. 

"Mon"  day  sihouM  be  a  good  da.y  for  collections,  but 
"  pa.v  day"  is  better. 

Loafing  beliind  tlie  eountPT  is  hard  on  the  feet  and 
bad  for  sales. 

An  employer  doesn  't  generally  throw  out  anything 
that  is  fresh,  except  it  be  a  "fresh"  clerk. 

It's  the  amount  of  goods  that  leaves  .vour  store  and 
not  the  amount  that  enters  that  really  counts. 

Tf  you  tihink  tihat  dirt  in  your  store  is  not  noticed  b.v 
customers,  I  think  you  must  have  an  undesirable  lot  of 
I'UsitOTners. 

The  clerk  who  is  always  waiting  for  a  chance  to 
make  gocjd,  will  see  many  men  go  by  who  have  huntod 
up  their  own  chances. 

Kepipdng  track  O'f  the  baseball  stabisti'Cs  is  such  a 
tax  on  tJi«  •meintal  capacity  of  some  clerks  that  their 
ability  for  corvwt  price  figuring  is  greatly  handi- 
capped. 
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Successful  Students  at  Pharmacy  Examinations 


In  Ontario,  Quebec  and  British  Columbia 


RESULTS  OF  THE  ONTARIO  COLLEGE  OP 
PHARMACY  EXAMINATIONS 

The  results  of  the  Ontario  College  of  Pharmacy  final 
examinations,  held  in  May,  are  as  follows : 

General  proficiency:  College  Gold  Medal — ^Orville  P. 
Watson,  Vernon,  B.C. 

College  Silver  Medal — Victor  0.  Sawyer,  Toronto. 

John  Roberts  Scholarship  (one  hundred  dollars) — 
Orville  P.  Watson,  Vernon,  B.C. 

John  Roberts  Gold  Medal  (chemistry  and  pharmacy) 
■ — Orville  P.  Watson.    By  reversion,  Victor  0.  Sawyer. 

Subject  medals:  D 'Avignon  Gold  Medal  (dispens- 
ing), H.  I.  Johnston,  Windsor,  Ont. 

Heebner  Gold  Medal  (pharmacy),  L.  G.  J.  Watson, 
Exeter,  Ont. 

Chambers  Gold  Medal  (chemistry),  E.  N.  Porter, 
Peterboro,  Ont. 

Fotheringham  Gold  Medal  (materia  medica),  J.  H. 
Keith,  Orangeville,  Ont. 

Scott  Gold  Medal  (botany),  0.  Upshall,  London,  Ont. 

Passed  with  Honors 

Those  who  passed  with  honors  are  given  in  order  of 
merit  as  follows:  0.  P.  Watson,  Vernon,  B.C.;  V.  0. 
Sawyer,  Toronto ;  E.  N.  Porter,  Peterboro ;  F.  E.  Snet- 
singer,  Cornwall;  Ernest  Rumford,  Fort  William;  T. 
jV-  M.  Ferguson,  Toronto ;  R.  W.  Redman,  Bowmanville : 
E.  T.  Weir,  Ashcroft,  B.C.;  R.  D.  Boyle,  London;  H. 
Johnston,  Windsor;  J.  Anguish,  Muirkirk;  L.  G.  J. 
Watson,  Exeter,  C.  W.  Holbrook,  North  Bay,  equal; 
A.  F.  McKibbin,  Pakenham ;  F.  J.  Powers,  Ottawa ;  M. 
S.  Mirochnick,  Toronto ;  J.  W.  Ford,  Dunnville ;  G.  H. 
Grant,  Toronto;  C.  H.  McAvoy,  Exeter;  F.  P.  Homuth, 
Wingham;  P.  L.  Park,  Delhi;  C.  H.  Whiteloek,  Hamil- 
ton, and  0.  S.  Upshall,  London,  equal;  X.  P.  Taist, 
Welland ;  J.  A.  Dickie,  Vancouver,  B.C. ;  A.  R.  Wilkins, 
Toronto;  Edward  Vogelman,  Dunnville,  and  W.  C. 
Seaton,  Forest,  equal ;  V.  H.  Wilson,  London ;  C.  W.  Mc- 
Dermid.  Collingwood:  E.  P.  Foster.  Medicine  Hat. 
Alta. ;    E.  A.  Simmons.  Hamilton;  W.  H.  Kirk.  Tweed; 


J.  H.  Keith,  Orangeville;  L.  S.  Haight,  Wellington; 
Jas.  W.  Wilson,  Sarnia ;  G.  C.  Hodgkins,  Niagara  Falls ; 
Fred  Bawden,  London;  L.  P.  Keene,  Toronto;  H.  C. 
Keller,  Chatham ;  M.  McCormick,  Harrow ;  W.  R.  Free- 
man, Brighton;  E.  E.  Barber,  Vancouver,  B.C.;  R.  L. 
Roach,  Toronto;  C.  W.  Fleming,  Hagersville;  C.  B. 
Reed.  Fort  William,  and  W.  K.  Buckley,  Sydney,  C.B., 
equal ;  W.  F.  Walther,  Mitchell ;  A.  J.  Bulgin,  Guelph'; 
J.  L.  Halpenny,  Ottawa ;  A.  C.  Struthers,  Owen  Sound, 
and  W.  E.  Mackenzie,  New  Westminster,  B.C.,  equal; 
W.  J.  Troy,  Chatham,  N.B. ;  J.  M.  Strang,  Lanark,  and 
M.  R.  Nieol,  Norwood,  equal. 

Pass  List  (Alphabetically) 

G.  L  Agnew,  Victoria,  B.C. ;  T.  A.  Allan,  Durham;  H. 
M.  Betters,  Moose  Jaw,  Sask. ;  Clayton  Butchart,  Ed- 
monton, Alta. ;  R.  S.  Coventry,  Moose  Jaw,  Sask. ;  W.  H. 
Davis,  Toronto ;  G.  A.  Dawson,  Leamington  ;  I.  R.  Doug- 
las, Meaford;  P.  P.  Boyle,  Belleville;  0.  B.  Fish,  Jr.. 
Moose  Jaw,  Sask. ;  R.  E.  Garvis,  Acton ;  H.  J.  Gimblett, 
Whitby;  A.  R.  Goodeve.  Orangeville;  V.  W.  Graham. 
Cobden ;  W.  H.  Ireland,  Toronto ;  Jos.  F.  Keating,  Van- 
couver, B.C. ;  G.  E.  Kidd.  Warsaw ;  J.  S.  Lawson, 
Guelph;  C.  T.  Lee,  Toronto;  J.  W.  Lowe.  Stratford;  H. 
W.  Magee,  Toronto ;  E.  A.  Mann,  Prince  Rupert,  B.C. ; 
W.  J.  Marshall,  Shelburne;  E.  J.  Myers.  Port  Arthur; 
W.  N.  Moore,  Cobalt ;  F.  K.  Moran,  Vancouver,  B.C. : 
N.  R.  Moyer,  Moose  Jaw,  Sask. ;  R.  G.  Mclntyre,  Har- 
row ;  T.  McGrory,  Prescott ;  J.  A.  McPherson.  Ridge- 
town;  Thomas  Nelson,  Toronto;  George  Pinder.  Mit- 
chell ;  W.  H.  Pole,  Sarnia ;  H.  C.  Quarrington.  Toronto  ; 
J.  T.  Robb,  Owen  Sound ;  F.  L.  Rolston,  Owen  Sound ; 
R.  H.  Sandercoek.  Woodstock;  G.  L.  Sinclair.  Graven- 
hurst;  Jos.  Spring,  Toronto;  W.  P.  Sullivan,  Sydney. 
N.S. ;  F.  W.  Thompson.  Lindsay:  J.  Russell  Whit"e. 
Walkerton;  E.  L.  Wing,  Berlin:  D.  H.  Wray.  New- 
market; H.  Zilliax,  Listowel. 

Passed  in  five  subjects :  C.  B.  Forrest.  Vancouver. 
B.C.  (dispensing,  theor.  pharmacy,  pract.  pharmacy, 
materia  medica,  and  botany)  ;  J.  McCallum,  Edmonton. 


Orville  P.  Watson. 


B.  0.  MAN  WINS  GOLD  MEDAL  AT  0.  C.  P. 

THE  gold  medal  for  general  proficiency  at  the  Ontario  College  of 
Pharmacy  this  year  was  won  by  Orville  Pearce  Watson,  of  Vernon, 
B.C.  This  is  the  first  time  that  the  gold  medal  has  been  awarded 
outside  of  Ontario,  and  it  is  rather  unique  that  it  should  be  carried  off 
by  the  student  coming  the  greatest  distance  to  attend  the  Ontario  institu- 
tion. Mr.  Watson  was  also  the  winner  of  the  John  Roberts  Scholarship 
(value  of  $100),  as  well  as  the  John  Roberts  Gold  Medal,  for  the  highest 
number  of  marks  in  chemistry  and  pharmacy. 

Mr.  Watson,  whose  photograph  is  reproduced  here,  was  bom  in  1890, 
in  the  province  lying  nearest  the  setting  sun.  He  received  his  public 
school  education  in  Illinois  and  Ontario,  returning  to  B.C.,  where  he 
matriculated  from  the  Armstrong  High  School  in  1908.  After  teaching 
for  two  years  in  the  wilds  of  British  Columbia,  he  was  lured  into  the 
drug  business  by  R.  E.  Berry,  of  Vernon,  B.C.,  whose  fine  new  store 
many  readers  will  remember  seeing  in  The  Retail  Druggist  last  October. 
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VICTOR  SAWYER  SILVER  MEDALIST  AT  0.  0.  P. 

THE  silver  medal  for  general  proficiency  at  the  Ontario  College  of 
Pharmacy  this  year  was  won  by  Victor  Sawyer,  of  Toronto,  who, 
for  the  past  two  and  a  half  years   previous  to   attending  college, 
was  with  Richard  M.  Tuthill,  of  1313  King  St.  W.,  Toronto. 

"Vic"  was  born  in  1891,  and  put  in  his  collegiate  days  in  London, 
Ont.  After  matriculating  in  1910.  he  entered  pharmacy  and  was  a  prom- 
inent student  at  the  O.C.P.  during  the  past  year. 

Mr.  Sawyer  has  again  associated  himself  witn  his  previous  employer, 
H.  M.  Tuthill. 


Victor  Sawyer,  Toronto. 


Alta.  /prescriptions,  pract.  chemistry,  theor.  phar- 
macy, praet.  pharmacy,  materia  medica) ;  W.  C.  Nobes, 
Kingston  (prescriptions,  pract.  chemistry,  theor.  phar- 
mac}',  pract.  pharmacy  and  materia  medica) ;  V.  A. 
Richard,  St.  Louis,  N.B.  (dispensing,  praet.  chemistry, 
pharmacy,  praet.  pharmacy,  materia  medica). 


SUCCESSFUL  STUDENTS  AT  EXAMINATIONS  OF 
QUEBEC  ASSOCIATION 

The  following  were  the  successful  students  at  the 
semi-annual  examinations  of  the  Pharmaceutical  Asso- 
ciation of  the  Province  of  Quebec,  held  during  the  week 
of  Apr.  19  to  23,  given  in  order  of  merit. 

Major  Examinations 

Entitling  the  student  to  a  diploma  as  chemist  and 
druggist :  Messrs.  L.  J.  A.  Trempe,  A.  Bourgeois,  L.  0. 
Joubert,  H.  Forget,  A.  Jette,  J.  R.  A.  Cofsky ;  Miss  Dora 
Schaeher;  Messrs.  V.  Roberge,  Isidore  Getz,  Harry 
Gold,  J.  E.  Chevalier,  V.  Boucher,  F.  H.  Budd,  J.  A. 
Leclerc  and  E.  Bedard,  equal. 

Minor  Examinations 

Carrying  with  them  a  diploma  of  certified  clerk: 
Messrs.  J.  Eidlow  and  P.  Gadbois,  equal ;  A.  Montpetit, 
Louis  Robert.  A.  J.  Laurance,  Max  Getz,  Omer  Frigon, 
L.  Lightstone,  A.  Perrin,  Paul  Chouinard,  G.  Chevalier. 

The  examiners  and  their  subjects  were  as  follows: 
Pharmacy  (theoretical  and  practical),  Prof.  Alex  B.  J. 
Moore;  practical  chemistry.  Prof.  H.  R.  Lanctot; 
materia  medica,  0.  St.  Amour;  botany,  Arthur  Farley; 
chemistry,  W.  H.  Chapman;  dispensing,  0.  H.  Tansey; 
John  E.  Tremble,  chairman ;  H.  J.  Pilon,  secretary  to 
the  board. 


RESULTS  OF  B.  C.  EXAMINATIONS 

The  following  is  the  report  of  the  examiners  on  the 
British   Columbia   examinations: 

AS  CERTIFIED  APPRENTICES--Charles  Harold 
Andres,  Wilbur  Gordon  Smith,  Wilfrid  Brick  Fawcett, 
Fred.  J.  Hillhouse,  Judson  B.  Warner.  Laurence  Bell, 
Edgar  H.  Lyle,  Russell  L.  Solloway.  Leonard  F.  Tepoor- 
t«n,  John  E.  Booker,  Arthur  W.  Barr,  Hugh  S.  Cunning- 
ham. 

With  Latin  qualification  papers  to  come :  Hubert 
Douglas  Wallis. 

With  full  ([ualification  papers    to    come:    Pomeroy 


Pitzer;  John  Alexander  McKay,  William  Saxton,  Bes- 
sie Beattie. 
As  Certified  Clerks — H.  H.  Jones,  A.  V.  Johnstone. 

Major  Examination 

Passed  (in  order  of  merit) — ^H.  H.  Jones,  Vancouver; 
C.  W.  Bradshaw-Cochrane,  Vancouver;  R.  Dubeau, 
Victoria ;  A.  W.  Scott,  Vancouver ;  L.  G.  Couzens,  Van- 
couver. 

Passed  now  and  on  previous  occasions — E.  F.  Lesage, 
Vancouver;  David  Dick,  Vancouver;  F.  W.  Steaey, 
Vancouver;  J.  T.  Crawford,  Vancouver. 

Starred  in  subjects — Hartley  Battson,  New  Westmin- 
ster, pharmacy;  Earl  Harcus,  Vancouver,  materia 
medica ;  R.  A.  Royston,  Duncans,  botany ;  H.  C.  Betts, 
Vancouver,  chemistry  and  materia  medica;  B.  A. 
Emery,  Victoria,  chemistry;  J.  F.  Harling,  Kamloops, 
prescriptions  and  botany;  Walter  Jaynes,  Kelowna, 
prescriptions  and  botany;  J.  H.  Lemmax,  Victoria, 
chemistry  and  botany ;  C.  C.  Miner,  Vancouver,  materia 
medica  and  botany;  Hugh  Polonis,  Vancouver,  materia 
medica  and  botany ;  J.  F.  Smith,  Vancouver,  chemistry 
and  botany;  A.  J.  Teiflfel,  Vancouver,  materia  medica 
and  botany. 

Minor  Examination 

Passed  in  order  of  merit — N.  G.  Watson,  Armstrong; 
J.  G.  Walker,  Vancouver;  E.  H.  Lyle,  Vancouver;  L.  H. 
Mawhinney,  New  Westminster;  F.  B.  Walker,  Kam- 
loops; Robert  Barton,  Vancouver;  H.  R.  Gosse,  Victoria. 

Passed  now  and  on  previous  occasions — Ormond  Mc- 
Donald, Victoria. 

Starred  in  subjects — A.  G.  Caswell,  Victoria. 


DEATH  OF  J.  H.  McKINNON,  OF  TORONTO 

J.  H.  MeKinnon,  who  held  the  position  of  vice-presi- 
dent with  the  Northrop  &  Lyman  Co.  for  a  number  of 
years,  died  recently  at  his  residence,  506  Jarvis  Street. 
He  had  been  living  in  Bermuda  during  the  past  season 
in  an  effort  to  recuperate  his  failing  health.  He  was 
born  in  Smiths  Falls  sixty-seven  years  ago,  and  after 
living  in  Durham  County  for  some  time  came  to  To- 
ronto in  1873,  where  he  has  lived  ever  since.  In  1870 
he  joined  the  firm  of  Northrop  &  Lyman.  He  is  sur- 
vived by  his  wife  and  one  daughter. 


A  sense  of  humor  is  what  makes  you  laugh  at  some- 
thing that  happens  to  somebody  else  which  would  make 
you  mad  if  it  happened  to  you. 
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NEWS  OF  THE  TRADE 

From  Coast  to  Coast 


Maritime  Provinces 

J.  E.  Gallant,  of  Tiguish,  P.HT.,  will  erect  a  new 
store  to  replace  that  recently  destroyed  by  fire. 

A  new  business  has  been  commenced  in  Liverpool, 
X.S.,  by  C.  B.  Trites. 

R.  D.  Stiles  has  succeeded  J.  D.  B.  Fraser  &  Sons, 
Pictou,  N.S. 

Frank  E.  Craibe,  of  A.  C.  Smith  &  Co.,  of  St.  John, 
N.B.,  and  one  of  the  city's  best  known  druggists,  died 
suddenly. 

Daniel  A.  Barry,  druggist,  of  Pictou,  N.S.,  has  reg- 
istered as  J.  D.  B.  Fraser  &  Son. 

Quebec 

C.  P.  Marehesseault  has  taken  ov<»r  the  Ontario 
Pharmacy,  Montreal. 

The  Hofman  Drug  &  Chemical  Company,  of  Montreal, 
has  registered. 

The  Dr.  Charles  Medical  Company,  of  Montreal,  has 
registered. 

The  drug  store  of  Dr.  J.  L.  Bonill*^,  St.  Anne  dela 
Parade,  Que.,  was  destroyed  b,y  fire. 

Paquin  Freres,  druggists,  of  Montreal,  have  dissolved. 

The  Auto-Strop  Safety  Razor  Co.,  Ltd.,  has  registered 
in  Quebec. 

The  De  Luxe  Cosmetic  Co.,  of  Montreal,  has  regis- 
tered. 

The  business  formerly  conducted  by  Dr.  J.  A.  Paten- 
aude.  121  Ontario  St.,  Maisonneuve,  Montreal,  has  been 
purchased  by  Emile  Delabarre. 

Joseph  0.  Qnenneville.  Hercule  Guerin,  Donat  T5i'l- 
anger,  Arthur  R.  Farley  and  Gaspard  Hemond,  drug- 
gists, of  Montreal,  have  registered  as  Qnenneville  & 
Guerin. 

Ontario 

R.  H.  Nixon,  formerly  of  Georgetown,  has  taken  a 
position  as  manager  of  one  of  F.  C.  Weber's  stores  in 
Peterboro. 

C.  V.  Pratt  has  taken  a  position  as  manager  of  the 
drug  store  of  W.  M.  Maltby,  at  1734  St.  Olair  Ave.  "W., 
Toronto. 

Robertson's  Drug  Store,  Brantford,  Out.,  is  moving 
into  new  premises  in  the  Temple  Building.  Dalhousie 
Street.  Their  new  store  is  large,  airy,  and  finely 
equipped. 

E.  L.  Taylor,  druggist,  of  Gowganda,  ha?  sold  to  W, 
H.  Craig. 

Hawkins,  Ltd.,  of  Hamilton,  have  sold  their  Barton 
Street  branch. 

Tamblyn,  Ltd.,  of  Toronto,  have  opened  another  store 
at  the  corner  of  Bloor  and  Doverconrt.  This  is  their 
twelfth  store  and  is  in  charge  of  T.  G.  Heard. 

The  druggists  of  St.  Catharines  attended  the  funeral 
of  Albert  J.  Greenwood  in  a  body. 

A.  J.  Coyne,  of  St.  Catharines,  who  purchased  the 
Randall  Pharmacy  at  Niagara-on-the-Lake.  a  year  ago, 
has  recently  improved  the  building  and  added  new 
stock  and  fixtures. 

Capt.  C.  H.  Watson,  son  of  T.  G.  Watson  druggist,  of 
Port  Hope,  is  among  those  who  were  recently  injured  at 
the  front. 


Three  of  the  sons  of  C.  M.  S.  Thomas,  of  Amherst- 
burg,  Ont.,  are  now  at  the  Front  and  the  fourth  is 
enlisting. 

W.  Roy  Lutz,  of  Richmond  St.,  London,  is  moving 
across  the  street  to  new  premises  with  up-to-date  fix- 
tures. 

Harold  Hicks,  the  nine-year-old  son  of  D.  V.  Hicks, 
druggist,  of  Chatham,  was  drowned  recently  when  he 
fell  into  the  water  from  a  sand  scow. 

E.  D.  Pjgar,  druggist,  of  Toronto,  has  sold  to  0.  M. 
Patterson. 

Manitoba  and  Saskatchewan 

A.  W.  Lloyd,  formerly  of  the  Wheat  City  Pharmacy, 
Brandon,  Man.,  has  .joined  the  Brandon  News  Agency. 

L.  A.  Rice,  druggist,  of  Kildonan  West  ]\Ian.,  has 
moved  to  St.  James. 

The  Wakaw  Pharmacy  has  been  opened  at  Wakaw, 
Sask. 

Bruce  Goodhand.  previously  with  Robson's  Drug 
Store,  Dauphin,  is  now  with  M.  E.  Eby,  Yorkton. 

E.  J.  Finnerty,  druggist,  of  Hanley,  Sask.,  has  sold 
to  A.  E.  Cantelon. 

E.  H.  Grijfiths,  druggist,  has  started  in  business  at 
Melfort,  Sask. 

Mr.  Robertson,  of  Regina,  has  taken  over  the  man- 
agement of  the  Elko  Drug  Co.,  Elko.,  succeeding  Capt. 
R.  J.  Pake,  who  has  .joined  the  Army  Medical  Corps. 

Alberta 

The  Gadsby  Drug  Co.,  of  Gadsby,  Alberta,  has  been 
succeeded  by  H.  A.  Hart. 

The  Strome  Pharmacy,  Strome,  h>is  been  succeeded 
by  Sherran  &  Co. 

The  Veteran  Drug  Co.,  of  Veteran.  Alberta,  has  been 
succeeded  by  E.  C.  Hogarth. 

Moor's  Drug,  Ltd.,  of  Calgary,  h.is  been  incorpor- 
ated with  a  capital  stock  of  .>f;2d,000. 

Arthur  Higinbotham  was  elected  president  and  T. 
II.  McCready  secretary-treasurer  of  the  Association  of 
Retail  Druggists  of  Lethbridge.  It  was  decided  to 
restore  the  summer  hours  of  closing — 8  instead  of 
9  p.m. 

British  Columbia 

Pineo  &  Barkei',  of  Victoria,  hav"  dissolved,  W.  J. 
Barker  continuing  the  business  under  the  name  of  "The 
Fernwood  Pharmacy."     Holmes  D.  Pineo  is  retiring. 

E.  P.  Yarwood  and  Marshall  Pineo.  formerly  of  Vic- 
toria, have  taken  |)ositions  with  the  Fort  George  Drug 
Co.,  Fort  George. 

Harry  J.  Rogers,  formerly  of  the  Georgia  Pharmacy, 
Vancouver,  is  now  with  Campbells,  Ltd. 

John  H.  Williams,  druggist,  of  Sidney,  B.C.,  passed 
away  in  April.  He  was  in  the  drug  business  in  Eng- 
land for  25  years. 

The  annual  convention  of  the  B.  C.  Pharmaceutical 
Association  takes  place  at  Victoria  on  Thursday,  June 
10,  as  previously  announced  in  these  columns.  The 
proposed  by-laws  will  be  the  chief  subject  of  conversa- 
tion. The  subject  of  a  distinctive  bottle  for  the  sale 
of  carbolic  acid  will  probably  come  up  for  discussion. 


INSPECTION  OF  UNFERMENTED  GRAPE  JUICE 

A  bulletin  has  been  issued  bj'  the  Inland  Revenue  De- 
partment on  unfermented  grape  juice,  inspection  show- 
ing, for  the  most  part,  that  it  is  true  to  its  name.  With 
very  few  exceptions,  the  alcohol  content  is  below  the 
legal  limit  of  2  per  cent,  volume,  and  in  many  instances 
mere  negligible  traces  are  found. 
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TWO   DRUGGISTS  INCLUDED  IN   OFFICERS   OF 
NEW  BRUNSWICK  R.  M.  A. 

AT  the  annual  convention  of  tlie  New  Brunswick 
Branch  of  the  R.M.A.,  held  at  St.  John,  N.B., 
last  mouth,  Dr.  E.  0.  Steves,  of  Moncton,  was 
elected  2nd  vice-president  and  Wm.  Hawker,  of  St. 
John,  N.B.,  treasurer  of  the  association.  This  was  the 
tirst  convention  of  the  New  Brunswick  Branch,  which 
has  only  been  organized  during  the  past  year.  N.  C. 
Cameron  is  pi"ovincial  secretary. 

The  election  of  otTicers  resulted  as  follows: 
Presideut:  A.  0.  Skinner,  St.  John. 
Vice-President :  A.  E.  Murray,  Fredericton. 
2nd  Vice-President:  Dr.  E.  0.  Steves,  Moncton. 
Treasurer:  Wm.  Hawker,  St.  John. 
Secretary :  N.  C.  Cameron. 

Smugfgliug  Discussed 

A.  0.  Skinner  presided  at  the  meetings.  The  ques- 
tion of  smuggling  was  one  that  came  in  for  considerable 
discussion,  and  a  resolution  was  passed  that  the  Do- 
minion board  take  the  matter  up  with  the  Minister  of 
Customs  and  endeavor  to  have  the  evil  remedied.  The 
Dominion  board  will  also  be  asked  to  take  up  the  ques- 
tion of  remuneration  to  municipalities  from  mail  order 
houses  for  the  privilege  of  doing  business,  as  well  as 
the  fiuestion  of  advisability  of  having  a  Bulk  Sales  Act 
applicable  to  the  whole  Dominion  and  placed  upon  the 
Dominion  statutes. 

Many  Resolntions  Passed 

Resolutions  were  passed  in  favor  of  the  albolisbment 
of  all  lottery,  guessing  and  voting  contests,  as  well  as 
premiums  placed  in  or  on  products  by  manufacturers; 
in  favor  of  an  amendment  to  the  Garnishee  Act,  where- 
by small  accounts  can  be  garnisheed;  in  favor  of  the 
daylight  saving  scheme ;  asking  for  better  enforcement 
of  "Peddlers'  License  Act"  throughout  the  province 
that  a  license  fee  be  charged  by  the  Provincial  Govern- 
ment to  all  peddlers,  and  that  a  portion  of  it  be  given 
to  each  municipality  to  see  that  the  law  is  enforced; 
recommending  a  Minister  of  Trade  for  the  province; 
that  newspapers  in  the  province  publishing  wholesale 
prices  of  foodstuffs  or  other  merchandise  be  urged  to 
discontinue  same,  as  it  is  of  no  value  to  either  the  retail 
merchant  or  the  consuming  public,  and  it  creates  an 
impression  among  consumers  that  retail  merchants 
should  sell  at  the  prices  advertised.  This  is  an  injus- 
tice to  the  retail  merchant. 


TORONTO  DRUG  CLERK  WOUNDED  AT  FRONT 

Private  James  Nagle,  of  the  48th  Highlanders,  To- 
ronto, has  been  officially  reported  wounded  in  France. 
Previous  to  enlistment,  Mr.  Nagle  was  employed  as 
clerk  in  the  Cro-vvn  Drug  Store,  560  Queen  St.  West, 
Toronto,  with  whom  he  had  been  for  over  a  year.  He 
c».me  out  to  Canada  from  Ireland  three  years  ago.  His 
parents  reside  in  Cork.  ♦ 


DRUG  TRADING  CO.  HOLDS  ANNUAL 

The  annual  meeting  of  the  Drug  Trading  Co.,  of  To- 
ronto, was  held  on  May  5,  when  the  following  board 
of  directors  was  re-elected:  W.  H.  Worden,  Geo.  Mar- 
shall, T.  N.  Sampson,  S.  Hollingworth,  W.  A.  Har- 
greaves,  A.  E.  Walton,  and  T.  Curry.  The  outside  ad- 
visory board  consists  of  J.  H.  H.  Jury,  J.  R.  Y.  Brough- 


ton,  and  W.  Madill.     In  the  evening  a  banquet  was 
held  at  the  Carls-Rite  Hotel. 

The  Drug  Trading  Co.  and  the  Druggists'  Corpora- 
tion have  made  an  agreement  whereby  these  two  or- 
ganizations—one jobbing  and  the  other  manufacturing 
— become  more  closely  identified  for  the  purpose  of 
promoting  their  interests. 


ONTARIO  COLLEGE  OF  PHARMACY  NOTES 

The  semi-annual  meeting  of  the  Ontario  College  of 
Pharmacy  begins  on  Monday,  June  7. 

Dean  Chas.  F.  Heebner,  of  the  Ontario  College  of 
Pharmacy,  Toronto,  has  just  returned  from  a  "back  to 
nature"  jaunt  to  his  summer  home  in  the  Parry  Sound 
district. 

Wm.  A.  Gardiner,  of  the  class  of  1913-14  of  the 
O.C.P.,  is  now  located  at  Jersey  City,  N.J. 

Forty-one  druggists  presented  themselves  for  the 
examinations  for  the  degree  of  Phm.B.,  at  the  Univer- 
sity of  Toronto  this  year.  The  results  are  expected  to 
be  announced  shortly. 


WILFRED  KEEBLE,   OF  A.  McKIM,  LTD.,   SAFE. 

Wilfred  Keeble  and  wife,  who  sailed  on  the  Luai- 
tania,  were  saved.  Mr.  Keeble  is  the  manager  of  the 
London,  Eng.,  branch  of  A.  McKim,  Ltd.,  advertising 
agents,  and  had  just  been  to  Canada  on  a  honeymoon 
trip.  Mr.  Keeble  is  well  known  in  Canada,  having 
spent  three  years  here  as  manager  of  the  Oxo  Company. 


An  Unwarranted  Insinuation  on 
Drug  Trade. 


AN  unwarranted  insinuation  on  retail  druggists  is 
made  in  the  recent  report  to  the  Deanery  of 
Toronto  by  a  special  committee  on  certain  vital 
moral  (luestions.  One  clause  in  that  report  in  regard  to 
abortion  goes  on  to  recommend  "that  the  Ontario  Col- 
lege of  Pharmacy  be  asked  to  see  that  the  stringent  pro- 
visions of  the  law  forbidding  the  sale  of  drugs  and  in- 
strnments  be  made  known  to  all  drnggi.sts,  and  strict 
observance  requested." 

Outside  of  a  recommendation  that  hospitals  record 
every  case  in  which  abortion  has  been  induced  or 
attempted,  no  mention  is  made  in  this  report  of  the 
medical  profession,  which,  more  than  any  other,  has 
been  connected  with  cases  of  this  kind,  while  drug- 
gists have  very  seldom  been  connected  with  such  mat- 
ters— and,  as  court  records  plainly  show,  few  convic- 
tions of  druggists  on  this  score  have  been  made. 

Yet  this  committee  has  seen  fit  to  taint  the  good 
name  of  the  drug  trade,  leaving  the  big  offenders  out. 
It  certainly  seems  as  if  this  committee  was  trying  to 
make  the  drug  trade  the  "goat."  At  any  rate  they 
have  been  most  unjust  to  the  druggists  in  giving  such 
undesirable  publicity  as  was  secured  by  the  publica- 
tion of  this  insinuating  clause  in  the  daily  press.  The 
indignation  that  druggists  have  expressed  at  this  un- 
fairness is  certainly  well  warranted. 


An  electric  fan  will  be  found  a  valuable  aid  in  keep- 
ing the  store  cool  on  warm  days.  The  big  stores  use 
them  extensively,  and  many  of  the  smaller  ones  too. 
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THE  STATIONERY  DEPARTMENT 


A  department  devoted  to  stationery,  hooks,   post  cards  and  associated  lines 


DEALER  USES 


"BOOK  CHATS' 
SALES. 


TO   INCREASE 


A  druggist  who  handles  books  makes  a  practice  of 
preparing  "Book  Chats"  on  show  cards  for  use  in  win- 
dow and  interior  displays.  Each  of  these  cards  deals 
with  some  particular  book — generally  a  new  one — and 
proves  an  excellent  meaas  of  arousing  the  interest  of 
book  lovers. 

These  "Book  Chats"  are  usually  short  reviews  or  out- 
lines of  some  principal  feature  of  the  book.  Here  are  a 
couple  of  sample  reading  notices. 

Sample  "Book  Chats." 

THE  LAND  OF  PROMISE.— Tvosing  her  means  of 
support  in  England,  Nora  Marsh  comes  to  Canada,  to 
live  with  her  brother.  Not  being  able  to  fit  into  the 
household  routine,  she,  in  a  fit  of  anger,  marries  one  of 
the  farmhands  and  goes  to  live  in  a  shack  on  his  newly 
acquired  land.  Many  dramatic  situations  arise  from 
these  unusual  conditions,  and  they  are' well  told. 

YEARS  OF  DISCRETION.— A  "beautiful  woman  who 
has  led  a  subdiied  and  decorous  life  finds  herself  at 
forty-eight  still  youthful  looking,  and  with  a  desire 
which  she  has  never  satisfied  to  have  one  good  romantic 
time.  Equipped  with  dashing  Paris  gowns  and  various 
other  adventitious  aids  to  youthful  looks,  she  journeys 
to  New  York  and  enjoys  the  good  time  of  her  dreams 
and  marries  a  gay  young  fellow  of  fifty.  So,  at  the  end 
of  a  very  clever  and  entertaining  novel,  they  arrive  at 
years  of  discretion. 

FINE  FEATHERS.— Fine  feathers  make  fine  birds, 
and  for  the  sake  of  his  wife,  who  had  a  pretty  woman's 
natural  longing  for  costly  apparel  and  luxurious  liv- 
ing. Bob  Reynolds  consented  to  take  the  wages  of  dis- 
honesty and  unrighteousness.  For  a  time  he  prospered, 
but  the  wage  of  sin  is  death,  and  so  when  the  awful  re- 
sult of  his  wi-ong-doing  appeared  in  blazing  headlines 
in  the  public  press  he  paid  the  price. 

These  are  only  sample  talks.  The  dealer  can  gener- 
ally easily  secure  a  short  review  of  any  of  the  books 
he  handles  for  this  purpose.  These  short  reviews  are 
also  valuable  for  use  in  book  advertisements  in  the  local 
paper. 


Pretty  Small  Man. 

The  little  girl  rushed  into  the  drug  store,  handed  the 
druggist  a  note,  and  said : 

"Maw  wants  this  quick." 

And  the  druggist  opened  the  note  and  read : 

"Please  send  me  a  dime's  worth  of  calomel  and  soda 
for  a  man  in  a  capsule." 


BOOSTINQ  MORNING  SALES. 

In  order  to  increase  its  Saturday  morning  sales,  a 
store,  which  catered  especially  to  suburban  trade,  ad- 
vertised that  it  would  give  a  lunch  check  free  with 
every  purchase  totaling  over  a  certain  amount,  pro- 
vided that  it  was  made  before  noon.  These  checks 
were  good  in  the  week  following  at  a  designated  restau- 
rant, reads  the   announcement  of  a   Western   dealer. 


A  $3  purchase  entitled  the  customer  to  a  25-cent  lunch 
and  5  cents  was  added  for  each  additional  dollar  spent. 
Where  formerly  about  a  quarter  of  the  Saturday  buy- 
ing was  done  before  12  o'clock,  nearly  half  of  the  trad- 
ing is  now  done  in  the  morning  hours. 


PAPER  NAPKINS  SELL  WELL. 

Druggists  will  find  paper  napkins  a  good  selling  line, 
because  they  are  coming  into  greater  favor  with  house- 
wives, and  are,  in  many  instances,  proving  a  boon. 
They  are  invaluable  in  piittiag  up  school  lunches,  and 
during  the  summer  are  much  in  demand  for  picnics 
and  camping,  and  should  be  suggested  by  window  or 
counter  display  for  this  purpose.  The  suggestion  can 
be  ofl'ered  by  means  of  a  show  card. 

They  prove  just  the  right  article  for  church  sup- 
pers and  certain  public  spreads,  and  save  the  women 
much  work  and  worry  in  keeping  account  of  linen 
napkins  that  must  be  laundered  "just  so"  to  appear 
in  public. 

They  come  in  different  sizes,  in  plain  white,  and 
with  a  great  variety  of  decorations  and  colors.  And 
can  be  had  to  sell  at  whatever  price  a  dealer's  trade 
demands. 


A  New  Way  of  Fooling  Them. 

Two  men  were  shooting  birds  in  a  field.  A  constable 
passing  at  the  time,  and  not  being  particularly  busy, 
demanded  with  officious  dignity  to  see  their  licenses. 

Immediately  one  of  the  men  turned  and  ran  as  if  for 
dear  life,  and  led  the  constable  a  stern  chase  for  about 
half  a  mile,  when  he  was  caught. 

"Now.  show  me  your  license,"  demanded  the  angry 
officer. 

The  man  promptly  produced  it.  • 

"Why  did  you  run  when  you  had  a  license?"  asked 
the  surprised  constable. 

"Because  the  other  fellow  hadn't  one,  see?" 


HINTS    FOR    THE    STATIONERY 
DEPARTMENT. 

USE   oare   and  judgment   in   t)he   selection   of   posrt 
cards.      The   selection    of   the   proper   kind    for 
your  trade  is  aa  important  fiaotor  in  their  saJe. 
Birtlhday  cards  sell  all  the  year  round.     Are  you  get- 
ting your  share  of  this  business? 

Have  you  tried  the  featuring  of  stationery  in  win- 
dow and  interior  for  a  month?  Otiher  deaJers  have 
found  this  p.lan  productive  of  good  results. 

Suggest  ^ems  a;nd  ink  when  you  make  a  sale  of 
stationery. 

Make  an  effort  to  secure  the  local  trade  in  office 
supplies.    This  business  is  certainly  worth  going  after. 

If  you  have  read  a  book  you  are  in  a  much  better 
position  to  sell  it.  At  least  acquaint  yourself  with 
the  story  to  some  extent.  Reading  even  a  sihort  re- 
view will  heip. 

Have  the  magazines  where  people  are  liable  to  pick 
them  up  wMle  waiting.  MJany  sales  are  made  in  this 
way. 
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Has  Lotus  Lawn 
Stationery 

Made  Money  for  You  ? 


IT  certainly  has  for  most  of  the  dealers 
^  in  Canada,  and  will  for  you — with  your 
consent. 

^  A  more  satisfactory  line  of  stationery  has 
never  been  placed  on  the  market — clear 
white  stock,  linen  plate  finish,  and  a  writing 
surface  that  makes  it  the  standard  with  all 
users.  Made  in  all  the  popular  sizes  of 
Note  Paper,  Papeteries,  Envelopes,  Tablets, 
Correspondence  Cards  and  Visiting  Cards. 

We  will  he  pleased  to  send  samples 
I  1 

Warwick  Bros.  &  Rutter,  Limited 

Manufacturers 
TORONTO         .  CANADA 
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A  Time  for  Aggressive  Advertising 

THE  druggist  who  hopes  to  secure  the  maximum 
amount  of  business  during  the  summer  months 
would  do  well  to  give  careful  consideration  to 
the  question  of  his  advertising.  In  fact,  there  are  few 
dealers  who  will  not  find  it  profitable  to  increase  their 
advertising  appropriation  so  as  to  be  able  to  undertake 
a  real  aggressive  advertising  campaign  during  the 
summer.  This  is  certafnly  no  time  to  cut  down  on  ad- 
vertising expenditures.  Rather  it  is  a  time  to  use  more 
of  this  kind  of  ammunition  in  going  after  business. 
The  dealer  should  bring  his  full  force  of  selling  agents 
into  play,  and  advertising  is  one  of  the  big  guns  that 
will  do  effective  work  in  the  campaign. 

Particularly  Good  Time  to  Advertise 

The  proper  kind  of  advertising  is  a  good  investment 
at  any  time.  Anyone  who  has  looked  carefully  into  the 
question  of  advertising  will  acknowledge  that  fact.  It 
is  further  demonstrated  by  the  successful  results 
attained  by  those  dealers  who  have  been  persistent  ad- 
vertisers and  given  the  needed  attention  to  this  work. 
Advertising  does  not  always  show  immediate  nor  direct 
big  results,  but  it  is  getting  in  its  work  just  the  same. 
Particularly  will  it  be  found  a  good  investment  during 
the  summer  months,  when  people  are  not  inclined  to 
exert  themselves  in  the  work  of  purchasing  more 
than  is  necessary,  and  so  give  more  attention  to  adver- 
tising as  a  guide  to  purchasing. 

Aggressive  Advertising  Impresses  Customers 

We  occasionally  do  hear  some  dealers  complain 
about  trade  quietness  during  the  summer  months,  and 
it  is  worth  noting  that  the  majority  of  these  are  dealers 
who  do  not  advertise.  Neglect  to  advertise  may  not 
be  the  only  reason  that  trade  is  quiet  with  them,  but 
it  is  an  indication  of  their  general  listlessness  in  the 
matter  of  pusihing  for  trade.  The  very  fact  that  there 
are  some  such  listless  dealers  gives  all  the  more  oppor- 
tunity for  the  real  live  man  to  run  up  a  good  sales 
record.  Advertising  when  the  other  fellow  is  not  im- 
presses even  more  the  dealer's  aggressiveness  on  cus- 
tomers. 

Investment  Will  Bring  Good  Dividends 

It  therefore  behooves  the  dealer  to  expend  a  reason- 
able amount  of  money  in  advertising  during  the  season 
of  opportunities  that  is  now  opening  up.  It  will  be 
found  productive  of  good  results  and  not  an  expense 
in  the  re'al  sense  of  the  word,  but  an  investment  that 
will  pay  good  dividends,  providing  the  proper  atten- 
tion is  given  to  the  preparation  of  ads. 

People  may  be  somewhat  more  inclined  to  economy 
this  year,  but  that  is  all  the  more  reason  why  the  dealer 
should  push  still  harder  for  business.  He  needs  to  take 
his  cue  from  those  who  are  fighting  for  us  at  the  front 
and  who  are  stimulated  to  greater  actions  when  any 
contingencies  that  might  stay  their  progress  cross  their 
path. 

This  is  a  time  for  advertising.  Undertake  an  aggres- 
sive summer  campaign.  It  will  be  found  a  good  magnet 
in  attracting  trade. 

Sharing  Up 

"I  think,  "William,  I'll  ask  those  new  people  next 
door  to  take  dinner  with  us  to-night." 

"What  for?" 

"Well,  the  butcher,  by  mistake,  left  their  meat 
order  here,  and  it  seems  only  fair." 


ANNUAL  MEETING  OP  DRUGGISTS'  CORPOR- 
ATION 

The  Druggists'  Corporation,  Ltd.,  held  their  annual 
meeting  in  Toronto  on  May  5,  with  a  large  attendance 
of  shareholders.  The  annual  report  showed  an  increase 
in  business  over  the  previous  year.  An  agreement  to 
enter  into  closer  relationship  with  the  Drug  Trading 
Co.,  in  order  to  promote  the  interests  of  the  retail  drug- 
gists, was  confirmed.  The  directors  elected  for  the 
ensuing  year  are  Geo.  Marshall,  W.  H.  Worden,  G.  E. 
Gibbard,  T.  N.  Sampson,  W.  J.  Douglas,  and  J.  H.  H. 
Jury. 


He  Knew  the  Answer. 

His  name  was  Tommy,  and  he  came  home  from 
school  looking  so  down  in  the  mouth  that  Mother  asked 
him  severely  what  was  the  matter. 

Out  of  his  little  trousers  pocket  he  fished  a  note 
from  the  teacher,  which  said:  "Tommy  has  been  a 
very  naughty  boy.  Please  have  a  serious  talk  with 
him." 

"What  did  you  do ?"  asked  Mother. 
"Nothing,"  sobbed  Tommy.     "She   asked   a   ques- 
tion, and  I  was  the  only  one  who  could  answer  it." 

"H'm,"  murmured  Mother.  "What  was  the  ques- 
tion?" 

"Who  put  the  dead  mouse  in  her  desk-drawer,"  an- 
swered Tommy. 


KENT-McCLAIN  AGAIN 

Mr.  W.  H.  Lattimer,  of  Belleville,  anticipating  his 
summer  business,  has  installed  some  new  fountain  fix- 
tures. The  fountain  back  in  mission  color  with  lights 
and  white  marble  top  was  supplied  by  Kent-McClain, 
Limited  (Toronto  Show  Case  Co.),  of  Toronto. 


THE  BUSINESS  GAME  AS  I  SEE  IT 

Observations  of  the  Delivery  Boy. 

The  rolling  stone  has  nothing  on  the  changing  clerk. 

If  cleanliness  is  next  to  godliness,  some  clerks  are 
a  long  way  from  heaven. 

The  clerks  who  find  advancement  the  hardest  are 
those  who  are  always  looking  for  a  soft  snap. 

The  clerk  who  is  cold  in  his  >iealinigs  with  customers, 
is  the  fellow  who  put  the  "ice"  in  service. 

I'm  not  surprised  at  some  clerks  having  sore  eyes 
when  I  consider  how  they  strain  them  watching  the 
clock. 

When  you  become  too  particular  about  the  crease 
staying  in  your  trousers,  the  boss  becomes  less  particu- 
lar about  you  staying  in  his  employ. 

When  a  pretty  girl  comes  in  at  the  door,  profit  gen- 
erally flies  out  at  the  window — if  she  happens  to  come 
in  to  buy  bulk  candy.  It's  all  right  to  be  generous,  but 
not  at  your  employer's  expense. 

It's  a  good  thing  to  make  customers  feel  at  home, 
but  why  not  look  that  way  yourself!  Instead  of  run- 
ning around  the  store  with  your  hat  on,  hang  it  up  as 
if  yon  intended  to  stay  a  while. 

Clerks  who  wish  they  could  change  places  with  the 
boss  think  only  of  the  bright  side  and  not  of  the  dark 
features — such  as  having  a  draft  come  due  when  his 
bank  account  is  at  the  zero  mark. 
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A    DOCTOR'S    ADVICE 

Mrs.  G.  Holiday.  72  Yeld- 
ham  Road,  Haiiimer- 
smith, writes:— "My  Raby 
Cliarles  has  been  reared 
entirely  on  your  Food 
since  the  age  of  three 
weeks.  When  born  he 
weighed  7  lb.,  but  did  not 
thriveon  his  natural  milk, 
and   C.N'UliK  THE   AD. 

VICE   OF    DOCTOU 

Fulham  Palace  Road.  HK 
WAS  PL'T  0.\  YOUK 
FOOD.  He  is  now  six 
months  old  and  weitrhs 
IBi  lb.  I  am  thankful  to 
Say  he  has  never  had  any 
troubles  since  he  first 
etarted  it.  and  is  in  every 
way  a  healthy  boy.    Pre- 

Vior?  TO  TRVKNO  VOIK 
FOOD  WE  TRIED  OTHERS 
WHICH  WEKE  MORE  EX- 
PENSIVE. Bl'T  WHICH  DID 
NOT  AOREE  WITH  HIM  SO 
WELL  AS  'skate's'  "— JVb- 

retnber  17th,  191S. 


Neave'8  Food  has  for  many  vkaks  been  used  in  the  Russian 
Imperial  Family 

90  YEARS'  REPUTATION 

Gold  Medals,  London,  1900, 1906  and  1914,  also  Paris. 


For  Infants  and  Invalids 


Food 


Sold  by  most  wholesale  druggists  and  leading  drug  stores  in  tins  specially 
packed  for  Canada.  Termsandadvertisingmatter  sent  on  application  to  the 
Canadian  Agent:— EDWIN  UTLEY,  14  Front  Striet  East,  Toronto 

Manufacturer*:— JOSIAH  R.  NEAVE  &  CO.,   Fordirgbridge,  England 


Another  Friend's  Advice 

Mrs.  J.  W.  Pateman,  34 
Harriet  St.,  Toronto,  in 
writinj;  about  Neare's 
Food  says  "When  I  first 
knew  one  of  my  friends, 
her  baby  Jack  was  eight 
months  old  and  dying  by 
inches.  She  had  tried 
three  Foods  because  her 
Jack  could  not  digest 
milk.  At  last,  I  fetched 
her  a  tin  of  Neaye's  Food. 
At  the  end  of  a  month, 
Jack  was  rapidly  gaining 
flesh  and  was  bright  and 
happy.  He  Is  a  lovely  boy 
now  and  she  declares 
Neave's  Food  saved  his 
life."  And  it  did. 

Dr.-,  L.R.C.P.,  L.R.C.S. 
Ed.,  L.F.P.S.  Glas.,  etc., 
(Leeds),  writes:-  "Your 
Neave's  Food  is  suiting 
our  youngster  admirably, 
for  which  we  are  very 
thankful. She  was  not  do- 
ing well  on  cow's  milk 
and  water  alone."  Sept. 
10th.  HtlS. 


For  Sale 
Wanted 


TERMS  FOR    INSERTION 

25  Cents  per  line,  one  insertion 
Four  lines  once  for  $1.00,  three 
times  for  $2.00. 

Cash  must  accompany  the  order. 
No  accounts  booked. 

MINIMUM   50   CENTS 


VOUNG  MAN,  29  years  old;  thirteen  years'  experience  in  retail 
drug  business,  also  jobbing — always  held  responsible  positions, 
desires  a    position  as  drug  traveller,  with    good  firm.       Box   402, 
Retail  Druggist  of  Canada,  32  Colbome  Street,  Toronto. 


A  LINE  TO  STOCK— The  "Acid  Cure"  Spinal  System  of  TreatmeDt 

F.  COUTTS  &  SONS'   Guaranteed 


APPROVED  FOR 
50     YEARS 


ACETIC  ACID 

A  safe,  simple,  and  efficient  Ejrternal  Remedy  for  Nerve  Com- 
plaints, Gout,  Rheumatism,  Throat  and  Chest  complaints,  Spinal 
Stomach,  Liver,  and  all  Acute  and  Chronic  Diseases. 

Can  be  obtained  in  Isrse  aad  small  size  bottles  from  the  following  wholesale  houses  :  — 
Hamilton— ParLe  &  Parke.  London,  Ont.— London  Drug  Co.  Toronto-  Lyman 
Sons  &  Co.,  National  Drug  Co.,  The  T.  Eaton  Co.,  The  Drug  Trading  Co.  Vic- 
toria—National Drug  Co.  Winnipeg— Martin  Bole  &  Wynne  Co..  The  T.  Eaton 
Co.  Kingston — Hobart  &  Sons.  Montreal— Shailand  6tCo..  National  Drug  Co., 
Lyman  Sons  &  Co.     Vancouver- J.  A.  Tepoorlen,  Ltd. 

"The  Practicai  Guide"  containing  instructions  gratis  from  F*  CouUs  &  Son* 
6  Gt.  Eastern  Street,  London,  England. 

Be  sure  to  order  "COUTTS'  Acetic  Acid" 


i. 


Dr.  Cassell^s  Tablets 

is  a  Most  Profitable  Line  for  the  Up-to- 
date  Druggist  to  Sell — 

^  We  assist  the  dealer  to  sell  it  by  creating 
a  very  large  demand  through  our  EiXtensive 
Consumer  Advertising  Campaign. 

^  Get  in  on  this  line  and  reap  some  of-  the 
profits  which  others  are  making. 

The  Veno  Drug  Company,  Limited  "'  t^lT' 

HAROLD  F.  RITCHIE  &  CO.,  LIMITED 

Canadian  Selling  Agantt 

10.12-14  McCaul  St  Toronto.  Ontario 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A  department  of  msans  and  methods  of  increaalng  hustneas  in  photographic  sup- 
pUeSf   pennants,  playing  carda,   pens,  ink,  sporting  goods,    novelties,  china,    etc. 

1 

MADE  $800  PROFIT  ON  PHOTOGRAPHIC  DE- 
PARTMENT IN  EIGHT  MONTHS 

Is  it  worth  while  taking  up  the  sale  of  cameras  and 
photographic  supplies?  This  is  a  question  that  drug- 
gists who  have  not  photographic  departments  fre- 
quently ask  themselves.  If  they  really  want  to  find 
out,  the  best  way  is  to  ask  the  man  who  is  conducting 
such  a  department  and  putting  a  little  effort  behind  it. 
They  will  find  that  it  is  not  only  a  profitable  line  in 
itself,  but  that  it  attracts  many  additional  customers  to 
the  store. 

This  was  the  statement  made  to  the  writer  by  a  Moose 
Jaw  druggist  whom  he  called  on  last  year.  He  had 
gone  in  for  cameras  and  in  eight  months  had  cleaned 
up  a  profit  of  some  $800  on  the  line.  When  one  dealer 
can  make  such  a  good  profit  on  the  line,  it  should  cer- 
tainly be  well  for  other  dealers  to  get  behind  it.  This 
department  will  not  build  itself  up,  however.  It  is 
necessary  to  give  it  some  prominence,  and  the  dealer  in 
question  did  so.  Window  display  and  personal  sales- 
manship were  the  chief  methods  used.  He  pointed  out 
particularly  what  can  be  done  by  the  dealer  and  his 
clerks  in  the  way  of  interesting  customers  in  amateur 
photography  when  in  the  store.  It  is  not  necessary 
to  "go  after"  them  as  if  you  were  determined  to  make 
a  sale  of  some  line,  but  suggestions  as  to  new  lines  and 
attention  drawn  to  sample  amateur  work  will  interest 
them  and  frequently  result  in  sales. 

Now  is  the  time  when  the  dealer  should  get  behind 
this  department  strong.  Sales  are  possible  if  they  are 
gone  after  in  the  right  way. 


"YOUR  CAMERA?" 

Was  the  heading  of  an  ad.  of  Best's  Drug  Store,  of 
Kingston,  Ont.    It  follows: 

Have  you  bought  it  yet? 

Have  you  looked  over  a  good  line? 

If  you  already  own  one,  does  it  give  you 
satisfaction? 

Are  you  getting  good  results  from  your 
films?    How  do  your  prints  look? 

If  you  have  any  camera,  film  or  paper  trou- 
bles consult  BEST'S,  where  they  sell  the  best 
cameras,  films  and  supplies,  and  where  your 
trouble  can  be  explained  away. 

Films  properly  and  quickly  developed,  10c. 

"Headquarters  for  Amateur  Photographers,"  read  a 
Port  Arthur,  Ont.,  ad.  "Let  us  remind  you  that  we  vnll 
be  glad  to  receive  your  films  at  any  time  to  be  devel- 
oped or  printed.  Our  business  is  increasing,  which  is 
evidence  of  the  fact  that  we  are  giving  satisfaction. 
We  fully  guarantee  all  our  work  and  finish  it  on  short- 
est notice." 


in  the  drug  store,  does  not  detract  from  sales  of  other 
lines,  and,  if  given  the  proper  attention  and  promi- 
nence, will  prove  a  source  of  considerable  additional 
revenue  for  the  dealer. 

There  are  big  opportunities  for  the  sale  of  flashlights, 
because  they  are  really  needed  by  so  many  classes  of 
people.  They  will  be  found  of  much  use  in  every  home 
and  are  especially  needed  by  doctors,  nurses,  motorists 
and  sportsmen.  The  drug  store  comes  in  close  touch 
with  these  people,  and  therefore  is  in  an  excellent  posi- 
tion to  sell  large  quantities  of  flashlights. 

One  of  the  features  of  the  flashlight  business  is  that 
the  original  sale  is  followed  by  a  demand  for  renewal 
batteries  and  lamps. 

A  good  deal  of  publicity  is  being  given  to  this  line, 
and  it  behooves  the  druggists  to  cash  in  on  it.  Besides 
the  ordinary  flashlights  there  are  many  electrical  nov- 
elties that  sell  well,  especially  when  played  up  in  the 
proper  manner. 

EENT-McCLAIN  AGAIN 

Messrs.  Liggetts,  Limited,  of  Yonge  St.,  Toronto, 
have  made  a  number  of  important  improvements  in 
their  big  store.  These  comprise  extensive  changes  to 
the  office  and  dispensing  room,  the  addition  of  a  new 
palm  room  and  flower  department,  and  of  three  rose- 
wood cases  with  green  marble  bases.  The  work  has 
been  in  the  hands  of  Kent-McClain,  Limited  (Toronto 
Show  Case  Co.),  of  Toronto. 


A  New  Use  for  Doctors. 

A  farmer  rushed  up  to  the  home  of  a  country  doctor 
in  the  village  late  one  night  and  besought  him  to  come 
at  once  to  a  distant  farmhouse.  The  medicine  man 
hitched  up  his  horse  and  they  drove  furiously  to  the 
farmer's  home.    Upon  their  arrival  the  farmer  said- 

"How  much  is  your  fee.  Doc?" 

"Three  dollars,"  said  the  physician  in  surprise. 

"Here  y'are,"  said  the  farmer,  handing  over  the 
money;  "the  blamed  liveryman  wanted  five  dollars  to 
drive  me  home." 


FLASHLIGHTS  GOOD  SIDELINE  FOR  DRUGGISTS. 

Many  druggists  are  taking  up  flashlights  and  associ- 
ated electrical  goods,  and  are  finding  them  a  good  sell- 
ing and  profitable  sideline.    It  is  a  line  that  fits  in  well 


TOUE  JOB 

IF  you  are  set  to  polish  a  counter,  and  if  tlhat's  your 
job,  and  if  you  accept  it  as  your  job,  make  up  your 
mind  that  you  will  polisih  that  counter  just  a  little 
better  than  anyone  else  ever  polished  it  before.  If 
you  ean't  make  uip  your  mind  to  do  that  doa't  accept 
the  job;  but  -wthatever  you  accept  and  atteimpt  to  do, 
whebher  it  be  polishing  a  counter  or  managing  a  busi- 
ness, do  it  right — that's  the  way  to  succeed! 

Tliere  are  various  kinds  of  pleasure,  but  none  ex- 
ceeds that  wihich  the  normal  man  gets  out  of  doing  his 
accepted  work  well. 

Ajpproach  your  task  witlh  the  conviction  that  you 
can  and  will  master  it.  If  your  mind  dwells  on 
failure,  that  is  the  surest  way  to  fail;  but  if  you  your- 
self become  convinced  that  you  will  win,  at  that 
nroment  the  battle  is  almost  over. 
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Mucilages  and  Paste 


MADE  IN  CANADA 

IN  OUR  CANADIAN  FACTORY  AT 

9-11-13  Davenport  Road  -  Toronto 

Catalogues  mailed  to  the  trade  on  request 


UCK^ 


XMAS  CARDS 
CALENDARS 
POST  CARDS 
BIRTHDAY  CARDS 
BLANK  CARDS 
JUVENILES 
TOY    BOOKS 

i:7Lc'SSe%%?,1r»,;     PICTURES 

ETC. 


TRAM   MAAK 


TKly  kr«    tKe    MOST 


Every  "  TUCK"  Card  and  other  publica- 
tion bears  the  name  of  the  firm  and  our 
"Easel  and  Palette"  Trade-Mark.  Do 
not  be  misled.      None  genuiae  without. 

RAPHAELTUCK&50N5CQLimTED 

9  S^ANTOINE  STREET 
MONTREAL 


THE 


u 


Ensign  Line 

FOR  BIG  SUMMER  BUSINESS 


Just  a  showcase  of  Ensign  Cameras 
and  a  few  shelves  of  supplies  have 
been  big  paying  departments  in 
many  stores — why  not  in  yours  ? 

Remember  that  of  all  specialties 
Photo  Supplies  are  more  in  keeping 
with  the  drug  store  than  any  other. 
Why  not  make  your  store  the 
Ensign  distributing  centre  in  your 
town? 

You  will  be  interested  in  the  pro- 
position we  will  make  to  you.  Our 
new  discounts  are  more  liberal 
than  have  ever  been  offered  before, 
meaning  more  profit  for  you.  Let 
us  send  you  details  of  a  complete 
"  opening  up  order "  with  which  to 
start.     Write  to-day. 

The  "Ensign  Line"  is  complete  in 
Cameras,  Film*,  Plates,  Papers, 
Chemical  Preparations  and  Sundries. 

The  "Ensign"  Cameras  are 
made  entirely  In  Great  Britain 

THE 
UNITED  PHOTOGRAPHIC  STORES 

UMITED 

MONTREAL   TORONTO   VANCOUVER 
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Books  and  Pamphlets 

Of  Interest  to  Druggists 


"EXTRA  PHARMACOPOEIA,"  BY  MARTINDALE 
&  WESTCOTT 

A  new  edition  of  the  "Extra  Pharmacopoeia,"  by 
Martindale  and  Westcott,  has  been  issued  by  H.  K. 
Lewis,  publisher,  of  London,  Eng.  Like  its  predecessor, 
it  appears  in  two  volumes,  handsomely  bound  in  leather 
with  gilt  lettering.  All  necessary  changes  have  been 
made  to  bring  it  into  conformity  with  the  1914  pharma- 
copoeia. Volume  1  includes  everything  the  physician 
and  pharmacist  are  likely  to  require  for  immediate 
reference  on  therapeutic  matters,  while  the  second 
volume  acts  as  a  supplement  for  further  study. 

An  inspection  of  the  new  edition  shows  that  there  has 
been  a  big  re-arrangement  of  reading  matter,  with 
sweeping  excision  of  detail  superseded  by  more  recent 
work,  and  the  addition  of  the  latest  information  on  the 
therapeutic  use  of  new  drugs.  They  have  transferred 
to  the  second  volume  many  articles  which,  although  im- 
portant, are  not  required  on  the  "spur  of  the  moment," 
and  by  so  going  they  have  materially  enhanced  the 
utility  of  the  first  volume  without  increasing  its  size. 

As  to  doses  of  drugs  being  given  in  the  metric  sys- 
tem, they  continue  to  indicate  these  following  the  Im- 
perial terms,  and  in  the  index  they  employ  Imperial 
terms  only.  In  revising  the  equivalents  in  the  two 
systems  it  has  been  done  in  the  direction  of  practical 
utility  rather  than  extreme  accuracy,  as  they  believe 
that  such  a  course  is  more  likely  to  render  the  metric 
system  popular. 

In  the  preface,  a  synopsis  of  the  principal  changes  in 
the  1914  B.P.  is  given  in  tabulated  form.  The  price 
of  the  two  volumes  is  21  shillings,  volume  I  costing  14 
shillings  and  volume  II  7  shillings. 


SQUIRE'S  POCKET  COMPANION  TO  THE  1914 
BRITISH  PHARMACOPOEIA 

The  new  edition  of  Squire's  Pocket  Companion  to 
the  British  Pharmacopoeia  is  a  handsome  volume,  bound 
in  red  leather,  with  flexible  covers,  and  gilt  lettered. 
Notwithstanding  that  it  contains  some  274  pages  more 
than  the  first  edition,  it  is  a  considerably  smaller  sized 
book.  It  gives  the  prescriber  and  dispenser  a  syste- 
matic and  complete  account  of  all  the  additions  and 
alterations  tt)  the  1914  British  Pharmacopoeia,  com- 
plete and  up-to-date  information  not  only  on  all  official 
but  also  on  all  important  non-official  subjects,  and  an 
exhaustive  review  of  over  half-a-century 's  progress  in 
therapeutics  and  pharmacy. 

Doses  are  given  in  both  the  Imperial  and  Metric 
systems,  and  are  those  used  by  the  medical  profession. 
In  the  case  of  toxic  drugs,  reference  is  also  made  to 
the  maximum  single  or  maximum  daily  dose  given  in 
a  Continental  Pharmacopoeia.  The  prescribing  notes, 
which  perhaps  are.  the  most  useful  feature  of  the  book, 
as  they  appeal  both  to  the  prescriber  and  the  dispenser, 
have  been  systematically  revised  and  considerably  en- 
larged. The  paragraphs  on  ineompatibles  and  anti- 
dotes have  been  brought  into  complete  accordance 
\5ith  modern  knowledge  and  requirements. 

The  convenience  of  reference  is  studied  well  through- 


out the  book,  as  even  in  th&  index  a  clear  distinction  in 
type  enables  the  preparation  to  be  classed  as  either 
B.  P.  or  not  B.  P. — the  official  name  being  printed  in 
Roman  and  all  the  others  in  italics. 

The  book  should  be  of  considerable  use  to  Canadian 
readers.  The  present  edition  follows  the  style  of  its 
predecessors,  and  is  arranged  in  alphabetical  order, 
thus  obviating  the  necessity  for  frequent  reference  to 
the  index.  It  contains  1040  pages  and  is  priced  at 
10s.  6d. 


CONDENSED   GUIDE  TO  1914  PHARMACOPOEIA 

The  Retail  Druggist  is  in  receipt  of  a  condensed 
guide  to  the  British  Pharmacopoeia  (1914),  issued  by 
the  National  Drug  &  Chemical  Co.  It  contains  a  list 
of  the  articles  which  were  in  the  British  Pharmaco- 
poeia in  1898,  but  which  have  been  deleted  from  the 
1914  edition.  It  also  gives  a  list  of  those  articles  show- 
ing important  altered  composition  and  altered 
strength,  as  well  as  of  new  articles  and  preparations. 
It  also  gives  the  items  that  have  been  altered  in  potency 
and  with  which  extreme  care  should  be  taken  in  dis- 
pensing. Any  retail  druggist  who  desires  a  copy  of 
this  condensed  guide  may  obtain  one  on  application 
to  the  National  Drug  &  Chemical  Co. 


FOOT-KOMFORT  SCIENCE 

We  are  in  receipt  of  a  booklet  on  "Foot-Komfort 
Science,"  published  by  the  Vermilyea  Mfg.  Co.,  manu- 
facturers of  arch  supports  and  other  foot  appliances 
and  preparations,  Calgary,  Alberta.  It  contains  a 
description  of  a  few  of  their  most  recent  scientific  cor- 
rections for  various  foot  troubles. 


RESULTS  OF  TUCK'S  PAINTING  BOOK  CONTEST. 

The  prize-winners  in  Tuck's  Painting  Contest  have 
been  announced  and  include  a  number  of  names  from 
various  parts  in  Canada.  Altogether  1,250  prizes  to 
the  total  value  of  $5,000  were  awarded  to  boys,  girls 
and  young  students  in  the  United  States  and  Canada 
who  sent  in  the  best  colored  pictures  in  Tuck's  painting 
books  and  albums.  The  value  to  the  dealer  of  this  con- 
test is  not  over  by  any  means.  There  will  continue  an 
unusually  large  demand  for  Tuck's  paint  box  books 
and  painting  albums,  for  all  these  young  competitors 
will  feel  encouraged  to  continue  their  studies,  and 
their  enthusiasm  will  inspire  others  to  emulate  them. 
Tuck's  have  provided  for  the  incraesed  demand  by 
issuing  a  number  of  new  patent  paint  box  books  and 
painting  albums,  and  it  is  suggested  that  dealers  carry 
a  well  assorted  line  of  these  books,  for  which  there 
will  be  a  steady  and  growing  demand  throughout  the 
year.  The .  address  of  the  company  is  9  St.  Antoine 
Street,  Montreal. 


KENT-McCLAIN  AGAIN. 

C.  A.  Lanspeary.has  recently  made  extensive  altera- 
tions and  additions  to  his  "Windsor  store.  The  new  fix- 
tures are  like  the  rest  of  the  store,  in  "Mission,"  and 
constitute  a  very  marked  improvement.  They  were 
supplied  by  Kent-McClain,  Limited  (Toronto  Show  Case 
Co.),  of  Toronto. 
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RECENT  INCORPORATIONS 

The  British  Souvenir  Spoon  Co.,  I^td.,  of  Torouto, 
has  been  incorporated  in  Ontario.  The  capital  stock 
is  $25,000. 

The  Canadian  Toy  &  Novelty  Co.,  Ltd.,  of  Torouto, 
has  been  incorporated,  with  a  capital  stock  of  $40,000. 
The  directors  are  Charles,  Norman,  and  Charles  John 
Churcher. 

The  United  Cigar  Stores,  Limited,  has  been  incor- 
porated at  Ottawa.  The  capital  stock  of  this  company 
is  three  million  eight  hundred  thousand  dollars. 

The  Aetna  Chemical  Co.,  Ltd.,  of  Montreal,  has  been 
incorporated  with  a  capital  stock  of  one  million  eight 
hundred  thousand  dollars.  This  firm  will  deal  prin- 
cipally in  explosives. 

SASKATCHEWAN  PHARMACEUTICAL  ASSO- 
CIATION 

The  Saskatchewan  Pharmaceutical  Association  will 
hold  its  annual  meeting  in  Regina  on  July  13.  The 
association  is  giving  -$500  on  behalf  of  the  druggists 
of  the  province  to  the  fund  for  the  relief  of  the  drug- 
gists of  Belgium.  The  council,  at  their  recent  meet- 
ing, endorsed  the  proposed  liquor  legislation  of  the 
province,  and  asked  that  stringent  provision  be  made 
for  the  restriction  of  the  sale  of  liquors  by  druggists, 
except  for  strictly  medicinal  purposes,  and  only  on  the 
written  prescription  of  a  qualified  medical  or  veter- 
inary practitioner. 

A.  J.  GREENWOOD  PASSES  AWAY 

Albert  J.  Greenwood,  St.  Catharines'  oldest  estab- 
lished druggist,  died  suddenly  after  an  illness  of  a 
few  hours.     He  was  graduated  from  the  Ontario  Col- 


lege of  Pharmacy  in  1877,  and  had  been  in  the  drug 
business  ever  since.  He  was  secretary  of  the  Retail 
Drug  Association  of  this  district,  a  member  of  the 
Board  of  Trade,  and  of  the  St.  Catharines  Bowling 
Club.  He  leaves  a  wife,  one  son,  and  one  daughter,, 
R.  S.  Greenwood  and  Mrs.  J.  C.  Patterson,  both  at 
home,  also  one  brother  and  two  sisters.  Dr.  P.  S.  Green- 
wood, of  this  city,  Mrs.  (Rev.)  Archdeacon  Davis  and 
Miss  B.  Greenwood,  of  London,  Ont. 


HINTS  TO  BUYERS 


THE  COPP,  CLARK  CO.,  LTD. 

Some  fine  covers  are  to  be  seen  on  the  scribblers  and 
school  work  books  that  the  Copp,  Clark  Co.,  Ltd.,  of 
Toronto,  are  showing.  An  idea  of  their  general  attrac- 
tiveness may  be  gleaned  from  four  sample  covers  shown 
in  their  advertisement  in  this  issue.  Critical  buyers 
who  have  looked  over  the  whole  range  of  covers  have 
shown  enthusiastic  approval,  and  backed  it  up  by  liberal 
orders.  This  is  a  line  that  should  appeal  strongly  to 
the  druggist,  because  these  covers  will  take  well  with 
the  school  children.  Each  book  is  made  of  a  high  grade 
paper  and  is  full  count.  The  address  of  the  Copp,  Clark 
Co.,  Ltd.,  is  517  Wellington  St.  W.,  Toronto. 

KENT-McCLAIN  AGAIN 

Mr.  L.  E.  Martel,  of  51  St.  Joseph  St.,  Quebec,  has 
made  some  effective  improvements  in  his  store  in  order 
to  take  care  of  the  camera  department.  The  fixtures 
were  supplied  by  Kent-McClain,  Limited  (Toronto 
Show  Case  Co.),  of  Toronto. 


^  One  of  the  inevitable  results  of 
the  war  is  that  the  various  parts 
of  the  British  Empire  will  be 
brought  closer  together — com- 
mercially as  well  as  politically. 

^  One  phase  of  this  will  be  a  de- 
cided preference  in  Canada  for 
drugs,  chemicals,  etc.  of  British 
origin  instead  of  German  origin. 

^  The  Retail  Druggist  of  Canada 
has  laid  down  as  part  of  its  pol- 
icy that  it  will  do  what  lies  in 
its  power  to  foster  the  prefer- 
ence for  British  goods. 
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MENTHOLATUM 

A   Year  Round  Seller  and  Sure  Repeater 

At  this  season  recommend  it  for 
Sunburn,  Hay  Fever,  Insect  Bites, 
Headache,   After   Shaving,  Etc. 

Guarantee  absolut*  satisfaction  or  money 
back,  and  the  Mentholatum  Co.  will  refund 
you  for  all  jars  returned  as  unsatisfactory. 

A  QUANTITY  OFFER  WHICH 
MEANS  MONEY  FOR    YOU 

}i  dozen  25  c.  size  FREE  with  each  3 
dozen  quantity. 
3  pet  cent,  trade  discount  with  6  dozen  or  more. 

3  >^  dozen  costs  $6.00,  sells  for  $10.00 

— 66%  per  cent,  profit. 
6%  dozen  costs  $1  1.40.  sells  for  $20.00 

— 75  per  cent,  profit. 

MADE  IN  CANADA 

The  Mentholatum  Co. 

Bridgeburg         Ontario 
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Big  Opportunities  The  woman  pharmacist  has  a 
for  the  Woman  field  full  of  great  possibilities,  if 

Pharmacist.  she  only  chooses  to  cultivate  it 

properly.  This  truth  is  driven 
home  by  the  wide  range  of  goods  supplying  the  inti- 
mate needs  of  women  that  are  carried  in  the  drug  store, 
or  which  are  well  adaptable  to  the  drug  store. 

This  is  a  field  of  endeavour  to  the  development  of 
which  the  woman  pharmacist  is  well  adapted,  because 
she  has  a  competent  knowledge  of  the  peculiar  needs 
and  tastes  of  the  women,  and  is  prepared  to  serve  them 
with  intelligence. 

Department  stores  are  getting  a  good  deal  of  this 
business  because  they  have  been  putting  forth  special 
efforts  to  attract  it  to  the  store.  There  is  no  reason  why 
the  woman  pharmacist  or  the  lady  clerk  should  not  be 
able  to  bring  a  good  deal  of  this  trade  to  the  drug  store. 

Th  trade  is  profitable  and  well  worth  making  a 
special  bid  for.  Once  the  habit  is  formed  of  coming 
to  a  certain  store  for  these  things,  it  takes  strong  rea- 
sons to  lure  customers  elsewhere. 


Re-naming'  of 
Effervescent  Cit- 
rate of  Magnesia. 


Tn  a  previous  issue  of  The  Retail 
Druggist  it  was  announced  that 
the  Inland  Revenue  Department 
was  hunting  for  a  new  name  for 
what  is  commonly  known  as  effervescent  citrate  of  mag- 
nesia, as  the  only  salt  of  magnesia  present  in  this  article 
is  sulphate  (Epsom  salt)  and  the  only  citrate  is  sodium 
salt.  It  also  contains  tartrate  of  soda  and  sugar  in 
varying  amounts.  It  was  pointed  out  that  a  descriptive 
name  such  as  'effervescent  citro-tartrate  of  soda  with 
Epsom  salt  and  sugar"  was  too  lengthy,  and  it  was  sug- 
gested that  "granular  effervescing  salts,"  while  a  non- 
committal term,  would  be  a  better  one  for  general  use. 
A  writer  in  the  Chemist  and  Drusrsist,  England,  com- 
menting on  this  question,  says:  "The  citrate  of  mag- 
nesia troubles  that  are  beginning  to  afflict  chemists 
and  analysts  in  Canada  are  only  another  illustration  of 
the  familiar  adage  that  history  repeats  itself.  I  think 
it  is  about  forty  years  ago  that  we  in  the  Old  Coun- 
try were  all  very  much  excited  about  the  prosecutions 
of  chemists  for  describing  the  familiar  effervescent  as 


'citrate  of  magnesia,'  but  we  found  an  easy  way  out 
of  the  difficulty,  accepted  the  obvious  solution,  and 
promptly  forgot  all  about  it.  The  Canadian  analyst 
wants  chemists  to  find  a  new  name  for  the  preparation, 
but  we  did  not  even  do  that:  we  simply  transposed 
one  or  two  words  on  the  old  label  and  went  on  as  be- 
fore. The  public  got  what  it  wanted;  the  lawyers  and 
analysts  were  satisfied;  and  we  supplied  the  same  old 
granules,  unless,  indeed,  some  of  us  took  advantage  of 
the  changed  label  to  add  still  larger  proportions  of 
sugar  and  Epsom  salt.  This  is  what  will  also  happen 
in  Canada." 

•    •     •     • 


Honesty  in  the 
Retail  Trade. 


We  hear  a  good  deal  about  the 
honesty  of  Hhe  retailer.  Not 
occasionally  is  his  honesty  ques- 
tioned— frequently  by  those  who  are  given  to  finding 
fault  with  all  humanity  and  who,  in  conversation  or  in 
fiery  letters  to  the  public  press,  cite  some  case  of  dis- 
honesty that  they  have  discovered,  or  think  they  have 
discovered,  and  for  which  they  are  narrow-minded 
enough  to  condemn  the  whole  retail  trade. 

It  must  be  admitted  that  occasionally  we  encounter 
people  in  the  retail  trade  whose  honesty  is  questionable, 
.iust  as  we  do  in  any  line  of  endeavor,  but  on  the  whole 
the  percentage  of  honest  men  in  the  retail  trade  runs 
exceedingly  high,  especially  when  we  consider  the  op- 
portunities that  they  have  for  immediate  profit  by 
pursuing  doubtful  methods  or  practices. 

This  defence  of  the  honesty  of  retailers  is  occasioned 
by  a  recent  letter  which  the  writer  noticed  in  a  daily 
newspaper,  wherein  someone  who  signed  himself  "Con- 
sumer" used  up  about  all  the  fiery  adjectives  in  the 
dictionary  in  a  general  condemnation  of  the  retail 
trade,  because  he  had  been  or  believed  he  had  been 
"cheated"  by  a  dealer.  This  shows  the  need  of  re- 
tailers in  general  doing  all  in  their  power  to  keep  their 
ranks  free  from  dishonest  dealers,  who,  though  they 
be  few  in  number,  give  the  public  a  bad  opinion  of 
the  whole  trade. 

"Honesty"  should  ever  be  the  watchword  of  the  re- 
tailer, for  no  dealer  can  expect  to  permanently  srucceed 
who  pursues  dishonest  or  doubtful  methods.    A  deialer 
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may,  in  the  language  of  the  street,  "get  away  with  it" 
for  a  time,  but  sooner  or  later  there  will  come  reaction 
that  will  show  the  dealer  the  folly  of  his  ways. 

•    •     •    • 

Do  You  Think  All    you   grumblers    who    have 

You  Work  Hard?  been  complaining  of  hard  work 
and  the  multitude  of  your  duties 
hearken  to  the  manifold  activities  of  one  Dr.  A.  F. 
Bonney,  a  pharmacist  of  Buck  Grove,  Indiana,  whom 
the  writer  has  just  finished  reading  about.  The  job 
that  some  of  us  hold  down  in  comparison  with  his 
work,  is  like  the  job  of  calling  out  the  stations  on  an 
ocean  liner  in  comparison  with  the  work  of  a  boiler 
maker  in  a  country  where  they  don't  observe  union 
hours. 

In  addition  to  his  light  and  pleasant  work  as  a 
pharmacist,  this  man  keeps  bees  and  sells  honey,  makes 
photographs  and  writes  stories,  practises  medicine  and 
does  some  of  the  family  cooking,  paints  pictures  and  is 
assistant  postmaster,  is  a  member  of  the  Academy  of 
Science  and  the  Geographic  Society,  serves  as  a  Justice 
of  the  Peace,  and  officiates  at  marriages  at  $2  per. 

Saying  it  all  in  one  breath,  it  seems  like  a  lot  of  work 
for  one  mere  mortal.  In  addition,  we  forgot  to  men- 
tion that  he  is  sometimes  called  on  to  kiss  the  bride, 
when  he  oflfieiates  at  marriages,  but  in  such  cases  he 
charges  a  fee  of  $5.  If  he  wants  any  assistance  in  this 
latter  work,  we  know  a  lot  of  Canadian  druggists  who 
would  accept  the  position  on  a  fifty-fifty  basis,  that  is, 
providing  the  brides  of  Indiana  are  of  the  uniformly 
high  character  of  our  Canadian  maids. 

However,  we  didn't  start  out  to  raise  hopes  of 
readers  getting  a  soft  job  in  Indiana.  On  the  con- 
trary, we  meant  to  show  that  in  comparison  with  the 
work  of  at  least  one  pharmacist  down  there,  the  aver- 
age druggist  in  Canada  only  pretends  to  work.  Now 
listen  to  the  wail  of  protest  from  offended  druggists 
who  think  they  work  hard. 


•     •     •     • 


Health  is  a 
Business  Asset. 


The  man  in   business    to-day   is 

constantly    attempting   to    build 

up  greater  assets,  but  how  many 

there  are  who,  in  working  toward  this  end,  sacrifice 

one  of  the  greatest  assets  any  business  man  can  have — 

good  health. 

The  greatest  of  Prophets  has  wisely  said:  "What 
does  a  man  profit  if  he  gain  the  whole  world,  and  lose 
his  own  soul,"  and  we  might  paraphrase  it  for  the 
benefit  of  the  business  man  by  saying:  "What  does  it 
profit  a  man  if  he  grain  the  wealth  of  the  world  and 
lose  his  own  health  t" 

So  now,  when  the  season  of  vacations  and  holidays  is 
at  the  flood  tide,  it  behooves  the  dealer  to  consider  the 
question  of  some  rest  and  recreation  for  his  health's 
sake.  Constant  application  to  work  and  continual  con- 
finement within  the  store  is  assuredly  bad  for  the 
health,  and  now  when  the  weather  is  favorable  is  a 
good  time  to  get  away  from  business  cares  and  worries, 
tone  up  the  health,  and  put  yourself  in  shape  for  an- 
other year  of  aggressive  merchandising. 

Health  is  too  important  an  asset  in  business  these 
days  to  take  chances  on  having  it  impaired. 


I  have  seen  that  kind  and  felt  like  giving  them  both  a 
swift  kick.  I  feel  the  same  when  I  see  two  dealers  in 
the  same  line  of  business  in  the  same  block  or  com- 
mujiity  refusing  to  have  anything  to  do  with  one  an- 
other. They  are  not  only  missing  a  chance  for  pleasur- 
able intercourse,  but  they  are  passing  up  a  business 
advantage. 

The  exchange  of  ideas  and  information  between 
dealers  in  the  same  line  of  trade  is  very  helpful.  All 
have  practically  the  Same  troubles,  and  it  is  well  for 
one  retailer  to  explain  to  his  neighbor  and  friend  how 
he  meets  this  and  that  difficulty. 

This  exchange  of  information  cannot  help  but  be  very 
helpful,  and  it  is  a  splendid  idea  for  every  retailer  to 
have  at  least  one  or  two  other  retailers  whom  he  can 
consult  from  time  to  time  as  to  methods  employed. 

•     •     •     • 
Watch  Your  Freight  charges  form  one  of  the 

Freight  Bills.  important  items  of     expense  in 

the  business  of  the  retail  mer- 
chant, yet  it  is  safe  to  say  that  there  is  less  care  taken 
to  insure  their  correctness  than  is  true  of  any  other  of 
the  merchant's  leading  items  of  expense.  Many  mer- 
chants pay  their  freight  bills  as  they  come,  without 
taking  care  to  see  that  the  rate  charged  is  that  of  the 
classification  in  which  the  shipment  properly  belongs  or 
that  the  weight  stated  in  the  bill  is  correct.  It  is  quite 
generally  known  that  in  case  of  doubt  regarding  classi- 
fication, the  railroads  invariably  use  the  higher  rate, 
and  the  merchant  may  save  himself  a  good  deal  of 
money  in  the  course  of  a  year  by  getting  posted  on  clas- 
sifications and  watching  his  freight  bills  in  this  particu- 
lar. Furthermore,  it  is  well  known  that  in  billing 
freight  charges  the  weight  of  the  shipment  is  very  of- 
ten estimated,  and  a  strange  fact  in  this  connection  is 
that  it  is  seldom,  if  ever,  estimated  too  low ;  if  there  is 
an  error,  it  is  on  the  side  of  the  railroad. 

Look  into  this  matter  a  little  and  see  how  your  freight 
bills  have  been  running  with  regard  to  proper  classifi- 
cation and  weight.  No  merchant  can  afford  to  give 
away  any  money,  and  expense  of  doing  business  is  high 
enough  without  giving  any  to  the  railroads. 


SHORT  NOTES  PROM  THE  EDITOR'S  PEN 

Pull  strong  for  summer  business. 

•  •     • 

This  is  the  harvest  season  in  toilet  preparations. 

•  •    •   . 

Now  is  the  time  to  fish  for  business  in  campers'  sup- 
plies and  requirements. 

•  •    • 

Scatter  sunshine  while  you  can,  for  you'll  be  a  long 
time  dead. 

•  •    • 

Luck  may  help  occasionally,  but  hard  work  is  de- 
pendable all  the  time. 

•  •    • 

There  is  no  use  in  consulting  a  phrenologist  about 
the  bumps  you  get  in  business. 


Be  Friendly  With       Did  yon  ever  see  two  neighbors 
Your  Neighbors.  livine  beside  one  another  for  a 

considerable  time  and  neither 
one  making  any  advances  towards  that  friendliness 
that  assists  so  much  in  making  home  life  congenial  t 


Eliminating  leaks  in  business  is  one  way  of  providing 
butter  for  your  bread. 

•    •    • 

Speed  up  the  sales  force.    The  cost  of  doing  business 
is  now  so  high  that  a  quick  turnover  is  of  vital  import- 
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ance.  Good  window  display  and  good  advertising  will 
do  much  to  keep  goods  moving,  but  the  sales  force  also 
must  keep  step  with  the  increased  pace. 

•  •    • 

The  destroyers  are  getting  in  their  work  these  days 
in  reducing  the  forces  of  the  fly  family. 

•  •    • 

An  exchange  devoted  to  perfumery  criticizes  a  war 
tax  on  perfumes,  declaring  they  are  not  luxuries,  but 
"articles  necessary  to  hygiene." 

•  •     • 

The  druggist  can  "make  hay  while  the  sun  shines" 
by  pushing  the  sale  of  toilet  preparations  while  Old  Sol 
is  creating  business  in  these  lines. 


It  has  been  ruled  by  the  Inland  Revenue  Department 
that  samples  of  medicine  do  not  need  a  war  tax  stamp. 
A  sample  is  given  and  not  sold  and  therefore  does  not 
require  a  stamp. 

•     •    • 

In  order  to  save  a  great  deal  of  time  it  is  wise  for  the 
retailer  to  have  a  plaice  for  the  box-opener  and  the  ham- 
mer. These  two  things  are  needed  frequently,  yet  how 
many  times  is  the  merchant  or  clerk  compelled  to  waste 
much  time  looking  for  them.  Much  time  could  be 
saved  by  simply  having  a  place  for  these  things. 


When  the  writer  was  in  Brandon,  Man.,  last  year, 
the  Red  Cross  Drug  Store  had  a  window  disnlay  of 
fly  destroyers  and  swatters  with  a  good  central  feature. 
A  big  show  card  had  a  table  on  it  showing  the  possible 
offspring  of  one  full  grown  fly  from  May  to  August.  It 
drove  home  in  a  convincing  manner  the  rapidity  with 
which  the  fly  family  increases  and  the  necessity  of  the 
housewife  conducting  a  steady  campaign  of  elimina- 
tion. 

•     •     • 

The  advertising  value  of  local  view  post  cards  is  very 
great,  and  this  in  itself  is  a  good  reason  for  handling 
them.  A  Texas  town  celebrated  a  post  card  day  not 
long  ago,  when  it  was  estimated  that  20,000  post  cards 
were  sent  out  to  all  quarters  of  the  globe.  It  helped  to 
put  the  town  on  the  map.  without  a  doubt,  and  the  cost 
to  each  individual  was  very  little.  Why  not  work  up 
something  of  the  kind  in  your  town  t 


J.  C.  Eno,  founder  of  the  English  flrm  of  J.  C.  Eno, 

Limited,  manufacturers  of  "Pniit  Salt,"  who  passed 

away  recently  at  the  age  of  87,  was  one  of  the  most 

remarkable  of  British  pharmacists,  having  established 

in  connection  with  his  retail  business  a  specialty  which 

has  become  known  all  over  the  world.    It  is  said  that 

sea  captains  were  his  best  customers  at  first,  or  at  least 

its  world-wide  fame  began  by  their  taking  it  to  all 

narts  of  the  world,   from  his  shop   at  Neweastle-on- 

Tyne. 

•    •    • 

In  an  examination  of  200  samples  of  condensed  milk 
made  by  the  Inland  Revenue  Department,  all  samples 
examined,  with  the  exception  of  one  brand,  show 
milk  fat  up  to  legal  requirement — ^not  less  than  7.7  per 
cent — and  most  of  them  are  decidedly  richer  in  milk  fat 
than  the  minimum  calls  for.  Condensed  milk  contains 
not  less  than  28  per  cent,  of  milk  solids.  The  dealer 
can  therefore  recommend  this  article  with  confidence. 


Business  for  the  Druggist  to  Go 
After  Now 


THE  good  old  summer  time  is  here  again.  Now  is 
the  time  to  launch  an  aggressive  campaign  to 
corral  your  full  share  of  the  trade  that  the  sum- 
mer season  makes  possible.  There  is  a  big  variety  of 
lines  handled  by  the  drug  trade  that  can  be  ptished  to 
advantage  during  the  warm  weather,  and  to  the  featur- 
ing of  these  lines  attention  should  now  be  given. 

The  photographic  department  is  one  that  presents 
big  possibilities  during  the  next  few  months.  The 
weather  is  favorable  for  outside  photography,  and  this 
is  a  pastime  that  is  constantly  coming  into  greater 
popularity.  Interest  in  it  is  at  the  flood  tide  during 
the  summer  and  vacation  period,  and  photographic 
siupplies  should  be  played  up  strong. 

Weather  conditions  make  the  ice  cream  parlor  a 
favorite  spot,  and  dealers  will  find  it  advantageous 
to  call  public  attention  to  their  fountain  and  the  ser- 
vice they  give.  This  can  be  done  by  circular  or  news- 
paper advertising,  while  the  window  display  featuring 
the  fountain  and  calling  attention  to  the  various  tasty 
dishes  to  be  secured  there  is  a  method  that  is  produc- 
tiveof  good  results.  At  least,  the  window  should  ac- 
quaintthe  passing  public  with  the  fact  that  there  is  a 
fountain  inside,  and  also  give  some  suggestive  dishes 
to  be  secured  there. 

The  great  percentage  of  people  take  their  holidays 
during  the  next  few  months,  and  vacation  needs  will 
be  in  demand.  Your  sales  of  these  will  be  increased  by 
featuring  and  suggesting  them  to  customers  in  various 
ways.  In  addition  to  stationery,  fountain  pens,  leather 
goods,  cameras  and  supplies,  cigars  and  shaving  neces- 
sities for  the  men,  there  will  be  found  a  good  demand 
for  toilet  preparations  to  protect  the  skin  of  vacation- 
ists from  the  effects  of  sun  and  wind.  Then  such  lines 
as  headache  remedies,  com  cures,  adhesive  plasters, 
etc.,  will  be  needed. 

Some  of  the  other  lines  that  sell  well  at  this  season 
are  as  follows: 

Summer  sporting  goods — baseball,  tennis,  golf  and 
fishing  goods. 

Fancy  goods  for  souvenirs  and  flasflilights  for 
campers,  motorists,  etc. 

Summer  drinks.  Play  these  up  strong;  feature  them 
by  the  dozen. 

Preserving  necessities— rubber  rings,  wax.  corks,  and 
associated  lines.     Soices  will  also  soon  be  wanted. 

Chocolates  and  cigars.  These  are  lines  that  sell  to 
those  on  holidays. 

Fly  destroyers.  The  fly  family  is  steadily  increasing, 
and  the  housewife  will  need  destroyers  to  carry  on 
the  campaign  against  them. 

The  druggist  will  certainly  have  to  admit  that  there 
are  plenty  of  opporttmities  for  business  during  the 
summer  months,  and  it  behooves  him  to  be  alive  to 
them  and  make  a  good  strong  bid  to  corral  his  full  share. 

It  is  a  time  for  a  little  more  pep  and  ginger  in  going 
after  trade.  Advertising  expenditure  could  well  be 
increased  to  advantage  just  now.  Let  the  whole  staff 
pull  strong  to  keep  the  cash  register  ringing  merrilv 
during  the  summer  season. 
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Looking  Forward  to  Business  Future  With  Confidence 

Majority  of  representative  buairtess  men  view  immediate  future  with 
confidence,  according  to  comprehensioe  survey  of  conditions  by  C.N.R. 


THAT  trade  in  Canada  has  passed  the  period  of 
greatest  depression  and  already  exhibits  signs  of 
a  sound  revival  in  many  lines  appears  to  be  the 
opinion  of  the  majority  of  representative  business  men 
throughout  the  Dominion  who  have  contributed  their 
views  to  a  comprehensive  survey  of  conditions  which 
has  just  been  completed  by  the  C.N.R.  Less  than  ten 
per  cent,  of  those  responding  confess  to  a  gloomy  out- 
look ;  more  than  ninety  per  cent.,  numbering  more  than 
two  thousand,  report  themselves  as  optimistic  as  far 
as  the  immediate  future  is  concerned.  Practically  all 
are  agreed  that  trade  conditions  will  rapidly  return 
to  normal  after  the  restoration  of  peace.  A  large  num- 
ber are  convinced  that  if  the  harvest  of  1915  is  up  to 
expectation,  domestic  business  will  be  satisfactory  in 
all  the  provinces. 

The  reports  indicate  that  business  in  the  Dominion, 
as  a  whole,  is  from  15  to  20  per  cent,  below  the  normal 
of  one  year  ago.  Exactly  two-thirds  of  the  infor- 
mants report  a  volume  of  trade  as  good,  or  better, 
than  it  was  last  autumn,  while  12.03  per  cent,  state 
they  can  not  compare  present  business  and  last  autumn 
business  because  trade  is  always  brisker  with  them  at 
one  season  than  during  the  other.  Apparently  trade 
in  the  Maritime  Provinces  is  affected  least.  In  thfe 
Prairie  Provinces  it  is  not  nearly  as  brisk  as  it  was 
last  year,  but  optimism  is  reviving  under  the  influence 
of  excellent  crop  prospects.  Business  in  Quebec  is 
slow,  but  apparently  improving,  and  in  Ontario  it  is 


gradually  returning  to  normal  condition.  Broadly  con- 
sidered, the  reports  show  that  business  in  the  towns 
and  villages  located  in  well-settled,  fertile  agricultural 
districts  is  practically  normal.  Dealers  in  all  lines 
report  that  collections  in  such  centres  are  generally 
normal,  and  that  activities  have  not  been  curtailed  to 
any  extent. 

The  chief  falling  off  has  been  in  the  large  industrial 
centres.  "When  reductions  in  staff  were  made  by  manu- 
facturers and  by  business  houses  last  autumn,  retailers 
were  forced  to  curtail  credits  to  customers  thrown  out 
of  work,  and  in  turn  wholesalers  were  obliged  to  scrut- 
inize carefully  all  credits  extended  to  retailers.  The 
people  generally  continued  to  purchase  necessary  lines 
of  foodstuffs  and  essentials  in  other  branches  of  trade 
as  well,  but  dealers  discovered  that  goods  not  falling 
within  that  classification  were  in  danger  of  becoming 
dead  stock  upon  their  shelves.  However,  as  Canadians 
arrived  at  a  better  understanding  of  actual  conditions, 
a  certain  amount  of  confidence  returned,  and  retail 
sales  were  gradually  extended  to  take  in  the  usual 
lines  of  goods.  The  distribution  of  orders  for  war 
materials  also  exerted  a  favorable  influence  where  it 
brought  about  a  renewal  of  employment  in  several  of 
the  industries  in  the  large  cities,  and  trade  credits  re- 
laxed to  a  proportionate  extent.  Collections,  despite 
the  altered  conditions,  appear  to  have  continued  fairly 
good  in  large  centres,  and  seem  to  be  steadily  improv- 
ing. 


Standing  of  Pharmacists  in  Military  Service  Will  Be  Taken 

Up  With  The  Authorities 

THE  question  of  the  standing  of  pharmacists  who  are  serving  their  country  at  the  Front  came 
in  for  a  good  deal  of  discussion  at  the  semi-annual  meeting  of  the  council  of  the  Ontario 
College  of  Pharmacy.     Leo.  Ryan,  president  of  the   Montreal  College    of  Pharmacy,    was 
present,  and  spoke  on  the  subject,  and  it  was  decided  that  some  immediate  action  should  be  taken 
to  secure  for  the  druggists  in  military  service  a  standing  in  keeping  with  the  scientific  service 
that  they  are  giving  to  the  Empire. 

A  resolution  was  passed  asking  that  the  Legislative  Committee  of  the  Canadian  Pharmaceu- 
tical Association  take  the  matter  up  with  the  military  authorities,  with  a  view  of  having  it  reme- 
died, so  that  those  serving  in  the  present  war  may,  if  possible,  secure  the  standing  to. which  they 
are  justly  entitled.  A  delegation  of  the  C.Ph.A.,  representative  of  the  whole  Canadian  drug  trade, 
and  backed  up  by  the  various  pharmacy  C(^lleges  and  provincial  associations,  will  go  to  Ottawa 
to  place  their  demands  before  the  authorities. 

It  is  a  matter  to  which  the  authorities  should  lend  their  ear  and  attention.  At  the  present 
time  druggists  who  are  giving  their  services  as  dispensers  rank  only  as  sergeants.  This,  in  view 
of  the  responsibilities  and  professional  services  rendered,  is  in  itself  a  rank  injustice,  and  doubly 
so  in  view  of  the  fact  that  dentists  and  veterinaries,  as  well  as  nurses,  rank  as  commissioned 
ofScers. 

The  C.Ph.A.  should  receive  the  backing  of  druggists,  both  individually  and  collectively,  in 
its  attempt  to  have  this  injustice  removed. 
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Some  Practical  Suggestions  for  the  Retail  Druggist 


Practical  ideas  for  increasing  sales  and 
facilitating   work   in    the    drug    store. 


BY  THE  SCRIBE 


THE  idea  of  the  one-price  window  is  not  a  new 
one,  but  I  do  not  thinji  its  selling  possibilities 
have  been  exhausted  by  any  means — at  least, 
not  with  the  majority  of  dealers.  The  big  stores  in  tihe 
cities  still  continue  to  use  it  at  intervals  with  a  gw)d 
deal  of  success. 

The  best  results  are  secured  when  the  window  and 
newspaper  ad.  work  the  one-price  idea  at  the  same 
time.  The  window  catches  the  attention  of  those  who 
visit  and  pass  the  store,  while  the  ad.  comes  to  the 
attention  of  many  who  might  not  see  tihe  window. 

The  display  may  be  made  up  of  articles  selling  at 
the  same  price  or  collections  of  articles  grouped  to  sell 
at  a  similar  price.  Make  the  show  card  emphasizing  the 
one  price  stand  out  prominently. 

If  you  have  not  tried  this  scheme  out  recently,  give 
it  a  trial.  Something  different  from  the  usual  set  form 
of  display  is  necessary  to  catch  the  public  eye. 

Use  of  Card  Index  for  Old  Accounts 

Have  you  ever  considered  the  use  that  can  be  made 
of  the  ordinary  card  index  to  improve  and  facilitate 
the  office  work  of  the  store?  I  know  one  merchant 
who  keeps  old  accounts  of  customers  whom  he  is  no 
longer  giving  credit  to  on  a  card  index.  The  name 
and  the  amount  of  the  account  is  entered  on  the  card, 
and  results  of  interviews  with  or  notes  of  collection 
letters  sent  to  the  debtor  are  entered  on  the  card.  Thus 
the  dealer  has  a  full  history  of  the  account  at  hand  at 
any  time.  He  knows  when  he  sent  the  last  letter  or 
when  he  made  the  last  call,  as  well  as  the  promise  made 
by  the  debtor  as  to  payment. 

When  the  merchant  is  going  out  on  a  collection  tour, 
he  just  selects  the  cards  of  those  customers  whom  he 
wishes  to  call  on  and  takes  them  along  with  him.  He 
can  tell  the  customer  exactly  what  payments  he  made 
and  when,  as  well  as  what  promises  he  made  and  when. 
The  debtor  is  generally  impressed  with  the  fact  that  the 
dealer  is  a  real  business  man  and  intends  to  collect  the 
account. 

The  merchant  will  also  find  the  card  index  a  consid- 
erable help  in  facilitating  work  in  other  branches  of  his 
business. 

Olub  for  Interchange  of  Advertising'  Matter 

The  writer  learns  of  a  number  of  dealers  in  various 
centres  who  have  formed  a  club  for  the  interchange  of 
advertising  matter.  Each  of  the  firms  connected  with 
the  club  mails  copies  of  all  ads.  used  to  the  other  mem- 
bers, and  these  are  pasted  in  each  firm's  advertising 
scrap  book. 

These  prove  a  material  belp  to  each  dealer  in  the 
preparation  of  his  own  ads.,  giving  valuable  sugges- 
tions as  to  headings,  introductions,  layouts  and  subject 
matter.  Of  course,  it  is  necessary  for  each  dealer  to 
arrange  his  ad.  to  suit  his  own  case,  but  ads.  of  other 
dealers  give  good  suggestions  on  which  he  can  work, 
and  so  save  a  great  deal  of  time  and  thought. 

There  is  no  reason  why  this  plan  of  interchanging 
advertising  matter  should  not  be  taken  up  by  other 
groups  of  dealers.    In  forming  such  a  club,  members 


should  be  selected  who,  on  account  of  location,  have 
much  the  same  class  of  customers  to  cater  to.  Such 
a  club  would  also  do  much  to  get  dealers  in  various 
centres  acquainted  with  one  another. 

Make  Use  of  Consumers'  Advertising^ 

Many  dealers  pass  up  a  big  opportunity  for  inducing 
sales  by  not  making  full  use  of  the  consumer  advertis- 
ing of  manufacturers  whose  goods  they  handle.  It  is 
frequently  the  case  that  advertising  of  manufacturers 
can  be  hitched  up  with  the  store 's  displays  in  an  effect- 
ive manner.  Why  not  cut  out  the  consumer  advertis- 
ing of  goods  you  handle,  paste  it  on  show  cards  and 
place  on  a  display  of  the  goods  on  your  counter  or  in 
your  window?  Probably  a  good  many  of  your  cus- 
tomers have  read  the  ad.,  and  by  bringing  it  to  their 
notice  that  you  handle  the  goods  you  m'ay  create  sales. 
At  any  rate,  you  impress  on  customers  that  you  handle 
national  advertised  articles. 

Eliminating  Waste  Steps 

A  little  system  in  the  arranging  of  goods  in  the  store 
will  save  a  good  many  steps  in  a  day  to  the  clerk.  This 
question  of  cutting  out  unnecessary  steps  may  not 
appear  like  a  very  important  one  on  first  thought,  but 
the  more  one  considers  it  the  more  he  is  impressed  with 
the  desirability  of  giving  thought  and  study  to  the 
problem.  By  having  goods  that  are  most  called  for 
close  at  hand,  a  good  deal  of  unnecessary  work  can  be 
eliminated. 

Interest  Employe  and  Get  His  Co-operation. 

The  old  days  when  many  dealers  believed  in  keeping 
their  employes  ignorant  of  the  details  of  the  business 
are  past.  The  idea  to-day  is  to  interest  the  employe 
and  get  his  co-operation.  So  you  see  it's  good  business 
to  make  your  employes  more  efficient.  Use  every  meth- 
od at  your  command,  every  means  you  can  think  of.  Get 
them  together  and  talk  things  over.  Welcome  their 
ideas.  Let  them  use  their  brains.  They  have  them  and 
probably  a  bunch  of  good  ideas  are  going  to  waste  sim- 
ply because  they  never  had  an  opportunity  to  bring 
them  out. 

The  good  old  saying,  "Two  heads  are  better  than 
one,"  holds  good  in  business  every  time. 


CORRECT,  GO  UP  HEAD 

Have  you  heard  what  the  unemployed  are  doing? 

No,  I  haven't. 

Nothing. 


DON'T  rely  on  accident  to  stsurt  you — aceideot 
doesn't  run  on  schedule  and  hasm't  a  habit  of 
happening  in  the  saone  8]>ot  twdce.  The  Fixed 
idea  is  the  motive  power  that  has  driven  moart:  men 
to  attainment.  More  plodders  than  geniuses  have 
reached  eminence.  The  sailboat  ■without  a  keel  is 
unsafe.  Persistence  and  dogg«dne»3  oftenest  bring 
results.  Hard  work  is  common  coin  in  <falva  realm  of 
success. 
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Cashing  In  on  Customer's  Presence  in  Store  by  Good  Display 


fVhen  you  get  customers  to  visit  your  store,  turn  their 
presence  into  larger  sales  b\)  efficient  display — Good  arrange- 
ment of  the  store  of  Cumberland  Drug  Co.,  of  Amherst,  N.S. 


WRITTEN  BY  A  STAFF  EDITOR 


THE  writer  was  at  a  home  the  other  night  when  the 
man  of  the  house  went  over  to  a  neighboring 
drug  store  to  purchase  some  salve  for  a  cut  in 
his  hand.    When  he  returned  he  not  only  had  the  salve 
he  went  for,  but  a  box  of  candy  and  some  writing  paper 
in  addition. 

His  wife  remarked  something  about  not  knowing  that 
he  intended  to  get  the  latter  two  articles,  and  he  re- 
plied that  he  hadn't  intended  to  when  he  went  out,  but 
that  he  had  seen  them  in  the  store  and  purchased  them. 
I  enquired  if  it  was  through  the  efforts  of  the  sales- 
man or  just  seeing  them  on  display  that  he  bought 
them.    He  informed  me  that  he  just  happened  to  see 


will  and  sometimes  they  won't,  and  the  weakest  part 
of  the  argument  is  that  a  customer  frequently  doesn't 
realize  he  wants  them  or  has  no  desire  for  them  until 
he  sees  them. 

Good  Fixtures  Important  Factor  in  Display 

For  this  reason  dealers  are  recognizing  the  value  of 
not  only  having  extensive  display  space,  hut  of  putting 
available  space  to  the  best  possible  use.  Good  fixtures 
and  a  little  thought  in  the  matter  of  arrangement  are 
exceedingly  important  factors  in  putting  aviailable 
space  to  the  best  use.  This  fact  is  demonstrated  by  a 
view  of  the  interior  of  the  store  of  the  Cumberland 


Series  of  electric 
lights  along  top 
of  wall  case. 


Wall  cases  so 
that  cuatomers 
can  get  close 
inspection. 


Lower  part  of 
case  also  used 
for  display. 
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U-shaped   counter    giving 
long  range  of  good  display. 


Front  silent  salesman  for  dis- 
play of  various  sundries. 


Effectiye  display  methods  of  Cumberland  Drug  Co.,  of  Amherst,  N.S.,  which  work  for  maximum  sales. 


them,  that  both  clerks  had  been  too  busy  waiting  on 
customers  to  make  any  effort  at  extra  sales. 

Good  Display  Creates  Desire  for  Additional  Goods 

This  case  illustrates  in  a  convincing  manner  the 
value  of  having  goods  well  displayed.  In  this  instance 
two  articles  were  sold  directly  by  display.  If  the  cus- 
tomer had  not  seen  them  he  would  not  have  purchased 
them.  This  shows  the  extreme  weakness  of  the  reason- 
ing of  the  dealer  who  thinks  that  as  long  as  he  has  the 
goods  in  stock  that  it  does  not  matter  much  whether 
they  can  be  seen  or  not ;  that  if  a  customer  wants  them 
that  he  or  she  will  make  enquiries.     Sometimes  they 


Drug  Co.,  of  Amherst,  N.S.,  which  we  reproduce  here. 
In  the  first  place,  it  will  be  noted  that  wall  cases  and 
silent  salesmen  that  will  allow  good  display  are  exten- 
sively used. 

Features  of  Arrangement  in  N.  S.  Store 

There  is  another  feature  worthy  of  attention,  how- 
ever, and  that  is  the  arrangement  of  the  fixtures.  For 
instance,  there  is  no  counter  in  front  of  the  wall  cases 
on  the  left-hand  side,  so  that  customers  can  get  right 
up  to  the  case  to  examine  goods.  There  is  another  sales 
value  in  this — the  fact  that  a  salesman  showing  goods 
on  that  side  is  closer  to  the  customer  than  if  selling 
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over  a  counter,  and  sales  arguments  carry  greater 
weight  when  you  are  dose  to  a  customer  in  oflfering 
them. 

Instead  of  being  in  the  usual  position,  the  counter 
is  in  the  centre  of  the  floor  and  arranged  in  "U"  shape. 
This  gives  twice  as  much  counter  length,  all  of  which 
is  put  to  good  use  for  display  purposes. 

It  will  be  noticed  that  the  goods  in  wall  cases  and 
silent  salesmen  are  kept  neatly  arranged.  In  addition 
to  the  centre  lights,  other  lights  are  arranged  along 
the  wall  cases  and  shelving  at  close  intervals,  giving 
excellent  illumination. 

Cash  in  on  Customer's  Presence  in  Store 

It  certainly  seems  a  funny  thing  to  the  writer  to 
see  some  dealers  paying  out  a  good  deal  of  money  for 
advertising  to  get  customers  into  the  store  and  then 
failing  to  cash  in  to  the  full  on  the  presence  there,  as 
they  might  by  having  goods  so  displayed  as  to  create 
additional  sales. 

It  is  certainly  good  business  for  the  dealer  to  look 
around  his  store  to  see  if  he  is  making  the  use  that  he 
might  of  the  space  at  his  disposal.  Try  to  look  at  your 
store  from  an  outsider's  viewpoint.  Being  in  your  own 
store  constantly  you  become  used  to  the  surroundings 
and  are  not  so  apt  to  see  the  defects  of  display  as  an 
outsider  might.  Look  at  things  through  your  cus- 
tomer's eyes.  It  might  even  be  well  to  get  some  friend 
who  knows  something  about  merchandise  to  give  you 
his  opinion  or  suggestions. 

Good  Fixtures  an  Investment 

It  may  cost  you  some  money  to  put  your  store  in 
shape  to  produce  the  greatest  possible  sales  results, 
but  money  expended  in  good  fixtures  is  a  splendid  in- 
vestment, in  view  of  the  larger  business  that  they  in- 
duce. There  is  a  cumulative  value,  too,  in  the  better 
opinion  of  your  store  that  good  fixtures  give  customers. 


Two  Stores  Conducted  by  Port 
Arthur  Druggist 

Two  drug  stores  are  conducted  in  Port  Arthur, 
Ont.,  by  J.  W.  Crooks  &  Co.,  and  a  feature  is  that 
they  are  both  on  Cumberland  Street,  and  not  far 
distant  from  one  another. 

Dealers  who  have  worked  up  an  appreciable  trade 
in  one  store  frequently  consider  the  advisability  of 
opening  another,  but  one  of  the  questions  is  as  to 
whether  enough  additional  trade  can  be  secured  in  the 
second  store  without  sacrificing  sales  in  the  first,  to 
make  it  profitable.  For  instance,  in  this  case,  it  was 
found  that  the  first  store  lost  some  of  its  regular  cus- 
tomers to  the  second  store  on  account  of  the  latter 
being  nearer.  Enough  extra '  business  was  secured  in 
this  case,  however,  to  warrant  the  second  store,  but  the 
point  wished  to  be  made  is  that  there  are  certain 
things  of  importance  that  a  dealer  should  give  serious 
thought  to  before  opening  a  branch  store  in  the  same 
town  or  community. 

Each  Store  Stands  on  Own  Feet. 

When  a  dealer  conducts  two  stores,  each  should  be 
made  to  stand  upon  its  own  feet.  Crooks  &  Co.  have 
a  system  whereby  each  store  stands  alone  and  must 
pay  its  own  profit.  As  far  as  sales,  expenses  and  pro- 
fits are  concerned,  the  branch  store  is  conducted  as  if 


it  were  a  separate  establishment  altogether.  The  main 
store  buys  the  goods,  and  the  stock  that  goes  to  the 
branch  is  charged  up  to  ,it.  It  also  bears  half  of  the 
cost  of  advertising  as  well  as  its  regular  expenses. 

"Even  if  a  man  goes  down  from  the  main  to  the 
branch  store  to  relieve  for  a  while,  that  is  charged  up 
to  the  branch,"  stated  Mr.  Crooks  to  the  writer.  "It 
is  the  only  way,  however.  One  store  should  not  have 
to  bear  any  of-the  burdens  of  another." 

Mr.  Crooks  also  believes  in  making  each  department 
stand  alone,  in  so  far  as  possible.  He  admits  that  it 
is  a  difficult  matter  in  a  small  drug  store  to  keep  an 
exact  line  on  the  progress  of  each  department,  but  some 
method  of  doing  this  approximately,  at  least,  should  be 
carried  out. 

The  main  store  has  department  signs  such  as  "cam- 
eras," "candy,"  "stationery"  "toilet  goods,"  etc. 
They  show  people  where  each  line  is  located  and  also 
serve  as  a  reminder  to  them  of  their  requirements. 

The  photographic  department  is  a  big  one  in  this 
store.  The  tourist  trade  helps  it.  Cigars  are  displayed 
in  a  silent  salesman  at  the  front  of  the  store,  and  quite 
a  regular  trade  is  done,  in  addition  to  transient  busi- 
ness. 


SOME  FURTHER  POINTS  RE  WAR  TAX 

Differences  of  opinion  on  the  question  of  the  articles 
that  have  to  bear  a  war  tax  stamp  still  continue  to 
come  to  light.  For  instance,  some  druggists  are  stamp- 
ing beef  extracts.  There  is  nothing  in  the  Act  specify- 
ing this  line,  and  it  would  not  appear  that  such  articles 
should  be  stamped,  judging  from  the  ruling  in  baby 
foods,  malted  milk,  and  other  articles  of  a  similar 
nature,  which,  when  not  medicated,  and  therefore  used 
simply  for  nutritive  purposes,  are  not  subject  to  the 
war  tax.  Beef  extracts  are  used  for  nutritive  pur- 
poses only,  and  accordingly,  should  be  exempt. 

Disinfecting  fluids  and  powders — If  used  as  reme- 
dies or  specifics  for  any  disease  or  affection  affecting 
the  human  or  animal  body,  are  suhjeet  to  the  war  tax. 

Vaseline — If  complying  with  the  name,  definition 
and  composition  found  in  the  French  codex  and  sold 
in  that  condition  is  exempt.  If  it  is  sold  in  comhina- 
tion  with  some  medicinal  agent  and  recommended  for 
the  relief  or  cure  of  disease,  it  would,  of  course,  become 
taxable. 

Soaps — Toilet  and  washing  soaps  are  exempt,  if  they 
are  not  medicated.  If  they  claim  any  remedial  virtue 
they  must  bear  a  stamp. 

Flavoring  Extracts— When  used  solely  for  culinary 
purposes  are  exempt  from  the  Act. 


SEND  ALONG  MERCHANDISING  IDEAS 
AND  METHODS 

EVEBY  druggist  has  a  number  of  little  ideas  or 
methods  that  he  has  worked  out  and  is  finding 
of  value  to  him  in  his  husiness.  Frequently,  it  is 
the  case  that  some  of  these  little  things  have  not  oc- 
curred to  the  other  fellow,  but  could  be  used  to  ad- 
vantage by  him  if  brought  to  his  notice.  The  purpose 
of  The  Retail  Druggist  is  to  carry  on  an  interchange 
of  business  methods  and  ideas,  and  we  invite  you  to 
send  along  to  us  any  little  method  or  idea  that  you 
are  using  in  your  business  to  advantage.  This  reci- 
procity in  merchandising  plana  and  ideas  cannot  help 
but  prove  of  great  benefit  to  all  concerned.  Let  us 
hear  from  you.  We  will  appreciate  it,  and  so  will 
your  brother  druggists  all  over  Canada. 
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Using  the  Windows  to  Get  Vacation  Goods  Trade 


Good  display  of  camp  and  holiday  goods  Will  attract  at- 
tention and  make  sales — Some  suggestions  for  displays 


THE  trade  in  vacation  and  camping  needs  is  large 
and  profitable  enough  to  make  it  worth  while  for 
the  druggist  to  make  a  special  bid  for  it.  One  of 
the  important  agencies  in  going  after  this  busineae 
is  the  display  window. 

Have  an  Appropriate  Setting. 

In  order  that  the  suggestion  may  exert  the  greatest 
possible  influence,  the  setting  of  the  window  in  which 
suitable  goods  are  shown  should  be  appropriate.  It 
should  suggest  camping  or  holidaying  in  some  form  and 
in  carrying  out  this  idea  the  setting  may  be  made  just 
as  elaborate  as  the  trimmer  deems  desirable.  Some 
attractive  miniature  summer  scenes  may  be  arranged 
that  will  arrest  the  attention  of  everyone  who  passes 
whether  they  are  interested  in  camping  or  holidaying  or 


This  window  shows  two  campers  busy  getting  a  meal. 
The  tent  is  among  the  trees  (tree  branches  fastened  in 
holes  bored  in  two-by-four)  with  a  fire  burning  and 
kettle  in  action.  The  fire  represented  is  merely  a  pile 
of  charred  sticks  placed  about  a  red  electric  light  globe. 
This  gives  a  very  good  representation  of  a  camp  fire, 
especially  at  night.  The  figures  here  shown  are  large 
sized  dolls  dressed  in  camp  clothes,  red  bandanas  being 
very  much  in  evidence. 

A  Sailboat  Design 

The  sailboat  design  will  prove  a  good  window 
feature.  The  boat  is  constructed  of  cardboard  tacked 
to  a  wooden  frame,  if  the  show  window  is  too  small  to 
admit  of  a  full-sized  canoe  or  small  boat.  In  case  it  is 
necessary  to   construct  the   boat,   it   is  striped   with 


WkittoUe 


Window  display  suggeitions  for  going  after  camping  and  vacation  goods  trade.    Read  the  description 
of  these  displays  in  accompanying  article. 


not,  but  it  might  be  pointed  out  that  from  now  on  there 
are  few  people  who  are  not  interested  in  these  forms 
of  holiday  and  recreation  to  some  extent. 

Some  Effective  Simple  Settings  Possible 

Simple  settings  also  have  their  value  too  and  some 
appropriate  trim  should  be  arranged  for  such  windows, 
no  matter  how  simple  they  may  be.  For  instance,  last 
year  one  city  dealer  had  a  canoe  with  some  fishing 
tackle  in  the  centre  of  the  display.  A  rough  orange 
box  without  any  covering  was  placed  at  one  side  and 
suitable  camp  goods  arranged  on  and  around  it. 

A  dealer  in  a  small  town  placed  some  nice  pictures 
of  camping  scenes  in  his  display  and  found  that  they 
served  the  purpose  of  emphasizing  the  camping  idea 
admirably. 

Camp  Scenes  Represented  in  Window. 

It  is  well  for  the  dealer  to  use  a  somewhat  elaborate 
window  in  firing  the  opening  gun  in  his  campaign  for 
this  trade.  A  few  times  during  the  season  something 
special  should  also  be  arranged.  We  reproduce  two 
suggestions  along  this  line  that  the  dealer  should  find 
of  value  in  planning  such  special  windows.  The  win- 
dow showing  the  camping  gcene^wiU  attract  attention. 


black  paint  to  represent  sheathing.  A  row  of  cartons 
running  around  the  upper  edge  of  the  boat  is  readily 
fastened  to  the  gunwale.  The  boat  is  filled  with 
articles,  such  as  are  especially  adapted  to  camp  use  or 
a  fishing  trip,  and  all  of  which  are  taken  from  the 
store's  stock. 

The  mast,  the  boom  and  a  muslin  sail  put  in  position 
making  everything  complete  for  a  pleasant  cruise, 
except  the  necessary  water.  The  water  is  represented 
by  blue  cloth.  It  is  thrown  loosely  into  the  window, 
forming  wave-like  wrinkles.  A  number  of  small 
articles  placed  under  the  cloth  form  the  larger  waves. 
Bunches  of  cotton  at  the  front  and  rear  of  the  boat 
represent  the  foam  made  by  the  boat  as  it  speeds 
through  the  water. 

The  figure  in  the  boat  is  represented  by  a  dununy 
which  may  be  borrowed  at  the  nearest  dry  goods  store 
if  the  window  trimmer  lacks  it.  In  case  the  window 
and  boat  are  small,  a  large  doll  may  be  dressed  to  suit 
the  occasion. 

Other  ideas  will  suggest  themselves  to  the  trimmer, 
but  the  main  thing  is  that  he  make  full  use  of  the  win- 
dow for  going  after  this  trade,  not  forgetting  to  use 
plenty  of  show  cards  in  his  displays.  _ 
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GO  AFTER  VACATION  TRADE  BY  WINDOW 
AND  ADVERTISEMENT 

The  person  who  is  going  away  on  a  holiday  trip, 
whether  it  be  to  city  or  camp,  needs  many  things  that 
the  druggist  can  supply.  A  strong  bid  should  be  made 
for  this  business.  We  reproduce  some  suggestions  for 
window  displays  along  this  line,  but  the  advertisement 
in  the  local  paper  can  be  used  to  good  advantage  in 
going  after  this  trade  too.  It  is  well  to  work  both  win- 
dow and  ad.  together. 

"Things  to  Take  on  Your  Trip" 

This  was  the  heading  on  an  advertisement  of  J.  W. 
Crooks  &  Co.,  of  Port  Arthur,  Ont.,  which  read:  "It  is 
not  always  convenient  to  find  the  things  you  want  away 
from  home.  When  you  start  on  your  outing — whether 
it  is  for  a  short  or  extended  trip — take  what  you  need 
with  you.  This  precaution  always  saves  annoyance 
and  often  saves  money.  Look  over  your  toilet  articles 
and  preparations  and  let  us  supply  what  is  lacking." 

Some  of  the  articles  suggested  were:  Soaps,  toilet 
creams,  lotions,  headache  remedy,  corn  remedy,  anti- 
septic solution,  adhesive  plasters,  stationery,  post 
cards,  fountain  pens,  cameras,  and  photo  supplies. 

"For  the  man's  traveling  bag,"  a  paragraph  read, 
"cigars,  shaving  supplies,  talcum  powder,  and  other 
articles  should  not  be   overlooked." 

"While  Away  on  Your  Vacation" 

Was  the  heading  of  an  ad.  of  the  Canada  Drag  & 
Book  Co.,  of  Regina,  which  read: 

You  will  want  to  write  home  to  friends,  so  it  would 
be  well  to  include  in  your  grip  a  nice  box  of 

PAPETERIE. 

All  the  latest  styles  are  included  in  our  stock. 

A  fountain  pen  will  be  found  a  very  popular  com- 
panion on  your  trip. 

See  our  beautiful  line. 

Karn's  Drug  Store,  Woodstock,  Ont. — Your  vacation 
will  be  made  all  the  more  enjoyable  by  having  those 
little  necessities  which  make  comfort.  We  make  it  a 
point  to  supply  demands  for  summer  vacations  and 
have  a  fine  assortment  of  bathing  caps,*traveling  rolls, 
toilet  powders  and  creams,  etc.    Come  in  and  see  them. 


WHAT  ADVERTISING  WILL  DO 

The  writer  attended  a  meeting  of  merchants  recently 
and  the  subject  of  advertising  came  up  for  discussion. 
One  man  stated  that  he  was  not  favorable  to  spending 
money  on  advertising — that  he  had  been  in  business  for 
so  many  years,  and  that  he  had  never  done  any  adver- 
tising, and  that  he  had  done  pretty  well  in  a  business 
way.  It  must  be  admitted  that  he  has  done  quite  well 
in  the  matter  of  business  progress,  but  it  is  a  safe  bet 
that  if  he  had  done  a  little  advertising  that  his  progress 
would  have  been  much  greater.  The  outstanding  mer- 
chandise houses  of  to-day  that  have  built  their  business 
by  advertising,  would  no  doubt  have  made  considerable 
progress  even  if  they  had  done  no  advertising.  The 
ability  and  hard  work  of  the  men  behind  them  would 
have  assured  that,  but  their  stores  stand  out  to-day  as 
concrete  examples  of  what  the  addition  of  advertising 
to  other  merchandising  methods  has  made  possible. 

Advertising  has  proved  its  worth  in  a  myriad  of 
cases.  In  every  town  and  city  can  be  seen  convincing 
examples  of  what  advertising  has  accomplished.  The 
store  which  a  few  years  ago  was  small  in  size,  and  on  a 
side  street,  has  now  become  the  large  establishment  on 
the  main  corner.  Dealers  who  started  ten  years  ago 
with  a  hundred  dollars  and  one  clerk,  now  have  an  ex- 
tensive staff  and  a  big  capital.  Intelligent  and  persist- 
ent advertising  has  accomplished  these  things.  Adver- 
tising is  the  corner  stone  on  which  many  a  great  busi- 
ness has  been  built.  No  business  is  so  small,  nor  no  field 
so  narrow,  but  that  intelligent  advertising  will  prove 
valuable. 


The  physician  had  been  treating  a  man  for  dyspepsia 
for  a  long  time,  and  finally,  wishing  to  know  how  his 
patient  was  coming  on,  he  told  him  to  take  a  dill  pickle 
just  before  going  to  bed  and  see  if  he  could  hold  it  on 
his  stomach  overnight.  The  next  day  he  went  to  ascer- 
tain the  result. 

"Oh,  it  was  all  right,  doctor,"  he  said,  "as  long  as  I 
was  awake,  but  when  I  went  to  sleep  it  rolled  off." 


It  is  not  good  policy  to  give  customers  a  cool  recep- 
tion— except  in  the  form  of  a  cool  store  on  a  warm 
day. 


k 


Appropriate  settinif  for  sKiumer  goods  window,  especially  one  featuring  the  goods  that  one  shotild  take  on  a  camping  or  llsliing  trip. 
A  painted  backgrouad  has  beeo  ueed  lu  the  suggestive  setting  Hfaown  here. 
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Hints  and  Suggestions 

for 

Live  Dealers 


Heart  Appeal  Advertising 

By  A.  Rowden  King 

There  are  many  women  who  sincerely  assert  that 
the  surest  way  to  a  man's  heart  is  through  his  stom- 
ach.   It  may  be  true. 

But  when,  in  advertising,  it  comes  to  reaching  a 
reader's  brain,  there  are  at  least  two  distinct  and  ap- 
proved schools.  One  maintains  that  the  best  way  to 
reach  a  reader's  brain  is  through  his  pocket-book. 
This  constitutes  what  might  be  called  the  Dollars-and- 
Oents  Appeal.  And  the  other  well  defined  doctrine  is 
that  the  best  route  is  via  the  heart,  which  should  be 
called  the  Heart  Appeal. 

In  other  words,  this  merchandising  problem  narrows 
itself  down  to  this :  "When  selling  automobiles  is  it 
better  to  advertise  that  "Our  car  is  the  best  buy  for 
the  money  on  the  market,"  or  to  say:  "It  will  mean 
much  to  all  your  dear  ones  at  home  if  you  purchase 
one  of  our  automobiles  with  all  their  comforts  and 
conveniences"?  Or,  when  selling  insurance,  is  it  bet- 
ter to  advertise  that  "Our  insurance  policies  represent 
the  best  investment  you  can  make,"  or  to  say:  "Think 


Service  Counts  As  Well  As  Quality 

When  you  are  i^  a  hufry  for  drugs,  medicines  or  druggists 
irtijjles..  phone  qur  store.  We  not  only  give  you  the  high 
InaHty  goiids,  but  we  render  a  prompt,  efficient  and  courte- 
fus'servjoe.  Goods  are  delivered  oromptly  at  your  door  mtich 
*uicker  than  you  would  ordinarily  expect.  -Many  of  your 
jrieiKft  alid  neighbors  enjoy  our  service,  you  will, too.  State 
iout, wants  by  phone,  -inail  br  messenger— «(«  will  serve 
^6tt  well. 

rison's  White  Pine  and  Eucal- 
yptol  Honey  will  cure  colds 
and  coughs.  We  guarantee 
it.    Bottle  . .  35«^  and  50* 

A  SPECIAL  MILITARY 
BRUSH  SALE 

Per  pair  $1.50 

The  Best  Candies  are  Har- 
rison's Ambrosia  Chocolates. 
Box  50<^.  $1.00.  $1.7? 


A  NICE  LINE  OF 
STATIONARY, 
jWhf9  5|^u'«f^tj|{[■a  lette<  you 
want' to  make  a'  gaod  impres- 
iidn(  .Trytn"'  stationery  de- 
;j>artment    for  ,the    exclusive 

and  '.  75* 

EASE  jr<^H«;THROAT 
Coughs  and   coras   are   cotn- 
mencing,   be  "prepared,   Har- 


/^i^StSli  prepared  for  emereencies — if  rjot,  better  get  a  house- 
hold supply  .at  Harrison's. 


W.  M.  Harrison  &  Co.  Ltd 


THE  REXAIili/STORES 

'Mala  Store,  Comer  of  OnunvUIe  ana  Robson   Streeta 

Phones  Seymour  6184  and  6135. 

BMtlilEa  Street  Branch,     19  Ilaatlncs  Street  WesC 

Phone  Seymour  70. 

Rogers   Block   X^homiacj  .  Pbone   Seymour    636T. 

Fainieiv  Branch  Phone  Bayvlew  134 


Advertisement  of  a  Vancouver  drug  Arm  with  a  good  introduction. 
The  ad.  is  reduced  from  original  size. 

of  your  loved  ones — your  mother,  your  wife,  your 
children — are  they  not  worth  protecting  with  the  best 
insurance  you  can  buy"? 

The  Pocket-Book  Appeal,  being  a  mere  matter  of 
dollars  and  cents,  is  businesslike,  unbending,  cold. 
It  is  reminiscent  of  the  roll-top  desk,  the  clicking  type- 


writer and  the  telephone.  But  the  Heart  Appeal  is  a 
very  different  matter.  It  is  reminiscent  of  the  stage 
when  the  warmest  footlights  are  turned  on,  when  the 
orchestra  lingers  on  its  soft  chords  and  when  we  feel 
a  suggestion,  just  a  suggestion,  of  tears  welling  up 
back  of  the  eyes. 

Undoubtedly  both  the  Pocket-Book  Appeal  and  the 
Heart  Appeal  have  their  uses.     But  it  is  surprising  to 


I 


Try    Our    Beef,    Wine 
and  Iron 

For  nervousness,  weakness,  debi'ily  and  that  tlrej 
feeling  there  is  no  hing  belter  than  our  Beef,  Wine 
and  Iron. 

Tliis  is  a  sp'ejidid  preparation  for  strengthening 
the  nerves,  purifying  and  iiicrtasing  the  blood'  supply 
an<l  toning  up  the  system  generally, 

Get  a  bottle  today  and  watch  for  results. 

The  McLellan  Co.,  Ltd. 

The  Reliable  Store    -     Summerside 


A  600d  ad.  from  Summerside,  P.E.I.,  devoted  entirely  to 
featuring  one  line. 

what  an  extent  the  use  of  the  former  predominates. 
The  value  of  the  Heart  Appeal  is  underestimated.  And 
it  is  the  object,  of  this  article  to  point  out  a  few  of  its 
uses,  achievements  and  possibilities. 

Being  wholly  a  matter  of  sentiment,  the  Heart  Ap- 
peal may  be  easily  overdone  in  advertising,  just  as 
sentimentality  may  be  overdone  in  any  sphere.  It  is 
apparently  not  much  more  difficult  for  the  unwary  ad- 
vertising manager  to  "slop  over"  when  he  lets  loose 
on  sentiment  in  his  magazine  page  than  it  is  for  the 
gushing  young  boarding-school  girl  when  she  meets 
some  bright-buttoned,  "perfectly  handsome"  West 
Pointer.  Sentiment,  then,  is  quite  as  much  a  matter 
for  moderation  in  the  advertising  world  as  it  is  in  the 
sphere  of  society.  "When  overdone,  nothing -is  more 
silly  and  ineffectual. 

In  the  past  the  Appeal  to  the  Heart  has  been  em- 
ployed more  particularly  when  the  feminine  consumer 
has  been  sought.  This  tendency  has  been  abundantly 
illustrated  in  the  case  of  the  many  baby  foods  on  the 
market,  and  other  advertised  commodities  of  a  like 
nature.  The  love  of  the  mother  for  the  child  has  been 
■employed  in  advertising  illustration  and  text  in  a  thou- 
sand different  ways,  but  it  is  always  eternally  new  as 
is  true  of  any  other  heart-touch. 

It  is  where  the  Heart  Appeal  has  been  employed 
when  many  other  appeals  are  at  hand  which,  at  first 
blush,  would  seem  to  be  better  that  its  real  worth  has 
been  demonstrated. — Advertising  and  Selling  Maga- 
zine. 
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Talking  Store  Service  in  Advertising 

ONE  of  the  most  important  things  that  the  dealer 
sells  to-day  is  service.  It  is  the  factor  upon 
which  depends  to  no  little  extent  the  success  of 
a  business.  People  everywhere  are  demanding  high 
(|uality  service  as  well  as  high  quality  goods.  It,  there- 
fore, behooves  the  dealer  to  give  attention  to  his  store 
service  and  also  to  impress  its  high  quality  on  his  cus- 
tomers. 

One  firm  that  has  done  a  good  deal  of  late  in  the  way 
of  featuring  the  service  they  give  in  their  advertising 
space  is  the  Regina  Trading  Co.,  of  Regina,  Sask.  One 


Merchandise  and  Service 

The  customer  gets  the  best 
of  both  here 

THERE  is  no  hazard,  no  element  of 
chance,  no  uncertainty  of  result 
about  buying  merchandise  in 
this  popular  shopping  place. 

Our  service,  for  which  you  pay  noth- 
ing, we  have  endeavored  to  raise  lo 
such  a  degree  of  efficiency  th«it 
eliminates  all  worry  or  speculation  on 
your  part.  Our  salespeople  are  some- 
thing more  than  mere  sellers  of  mer- 
chandise—  they  are  specialists,  each  one 
in  their  own  line. 

Our  merchandise,  for  which  yon 
usually  pay  less,  makes  a  favorable  ami 
lasting  impression  on  the  buyer's  raiml 
by  reasou  of  three  things,  chiefly 
Authoritative  style,  dependable  quality, 
and  low  pricing.  In  fact,  our  regular 
customer  friends  have  come  to  regard 
the  name — Begina  Trading  Co. — ^as  a 
synonym  for  all  three. 

If  you  are  unacquainted  with  our 
standard  of  service  and  merchandise 
there  is  a  new  conception  of  these 
things  awaiting  your  visit  to 

THE 

Regina  Trading  Co. 

LIMITED 


Sample  editorial  talk  on  service  used  by  the  Regina  Trading 
Co.,  of  Kegina,  in  their  ad. 

of  their  talks  on  this  feature  is  reproduced  here.  The 
subject  matter  of  other  editorial  talks  of  this  nature 
that  they  have  used  are  given  below : 

Featuring  the  Value  of  Confidence. 

In  a  talk  on  confidence,  they  said:  "To  have  confi- 
dence rested  in  a  store  is  everything.  To  the  confidence 
that  this  store  has  planned  in  its  methods,  in  its  mer- 
chandise, and  in  its  fair  dealing,  is  due  the  remarkable 
growth  and  success  that  has  attended  to  its  present 
development.  To  know  that  the  merchandise  will  be 
true  to  its  character  of  fine  quality;  to  know  that  no 
more  will  be  asked  for  an  article  than  it  should  proper- 
ly cost,  and,  in  many  cases,  much  less;  to  know  that  a 
courteous  and  obliging  attention  will  be  given  to  your 
every  need,  breeds  the  confidence  and  goodwill  that  is 
such  an  asset  to  every  business.  Such  confidence  in  this 
store  and  its  methods  is  a  household  word  all  over  this 
city  and  district.  A  child  can  shop  here  with  the  same 
assurance  of  attention  and  treatment  accorded  its  par- 
ents.   Any  test  you  may  make  will  be  welcomed  by  us, 


for  if  this  store  has  any  shortcomings,  we  want  to  know 
them,  so  that  they  may  be  rectified." 

Service  As  the  One  Idea. 

Another  good  talk  on  service  was  headed f  "The  one 
idea  back  of  this  store  is  service."  It  pointed  out  that 
they  meant  by  service — 

To  give  the  people  the  best  values  at  the  lowest 

prices. 
To  make  shopping  a  pleasure. 
By  waiting  on  our  customers  promptly  and 

satisfactorily. 
By  giving  each  one  our  undivided  attention. 
It  continued:  "Prom  the  best  markets  we  have  se- 
lected the  most  desirable,  serviceable  and  fashionable 
goods — always  buying  with  the  idea  of  giving  our  cus- 
tomers the  very  best  values.  From  all  sources — from 
other  stores  in  other  cities — we  are  taking  the  best 
ideas  and  incorporating  them  into  this  store  to  help 
make  your  shopping  a  pleasure." 


Hints  on  Summer  Advertising 

THE  mere  expenditure  of  money  in  advertising  is 
not  going  to  bring  results,  or  at  least  not  the 
greatest  possible  results.  It  is  necessary  that 
the  copy  used  be  such  as  to  attract  attention,  arouse 
interest  and  induce  purchases.  Having  decided  to  ad- 
vertise, it  is  to  the  producing  of  such  copy  that  the 
dealer  needs  to  give  attention  and  study.  When  he  is 
paying  for  the  space,  it  is  surely  gross  extravagance 
for  the  dealer  not  to  make  the  best  use  of  it. 

Advertising  during  the  summer  months  should  more 
than  at  any  other  season  be  snappy  and  breezy.  Dur- 
ing the  warm  weather  people  are  not  inclined  to  read 
lengthy,  drawn-out  sentences  and  paragraphs.  The 
ad.  writer  should  put  his  message  in  the  form  that  will 
appeal  to  readers  and  be  read — short  and  to  the  point. 
Add  as  much  breeziness  to  your  style  as  possihle  with- 
out bordering  on  the  silly  or  ludicrous.  Just  as  people 
prefer  their  food  put  up  in  a  certain  manner  during 
the  summer,  so  do  they  like  their  reading  matter  put  up 
in  a  form  that  is  easily  consumed.  What  kind  of  an 
ad.  appeals  to  you?  Use  that  as  a  guide  in  writing  ads. 
that  you  expect  other  people  to  read. 

Use  Enough  Descriptive  Matter 

While  it  is  desirable  to  put  your  message  in  a  short, 
clear-cut  manner,  that  does  not  mean  that  you  should 
not  make  use  of  plenty  of  descriptive  matter  in  your 
ads.  Good  descriptive  matter  is  essential  in  working  up 
a  desire  on  the  part  of  readers  for  your  goods,  and 
the  ad.  that  has  lots  of  descriptive  matter  will  be  found 
more  effective  than  the  one  that  has  just  a  list  of  goods 
with  nothing  to  induce  a  desire  for  any  particular  line. 
The  plain  list  may  serve  as  a  reminder,  but  it  does  not 
create  many  sales  that  would  not  have  been  made 
anyway. 


SUCCESS  SUCCEEDS!     WHT7 

Many  persons  going  to  be  served  at  one  place  makes 
that  place  well  known.  Many  people  are  in  doubt  as 
to  the  best  place  to  go.  They  see  the  popularity  of  a 
store  and  naturally  conclude  that  there's  a  reason — 
so  they  follow.  Back  of  these  facts  is  the  conviction 
in  the  public  mind  that  both  success  and  failure  are 
deserved. 
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Business  at  the  Gateway  to  the  Peace  River  District  and 
the  Far  North  :  :  :  : 


By  Wm.  J.  BRYANS 


5o77ie  interesiing  phases  of  business  at  Athabasca,  Alta., 
the  gateway  to  the  big  Mack,enLie  district  and  the  Peace 
River  country,  gathered  from  first-hand  obseroalions 


APHASE  of  business  life  experienced  in  probably 
no  other  section  of  Canada  is  encountered  at 
Athabasca,  Alberta,  the  farthest  point  north  in 
Canada  that  any  of  the  big  railroads  run,  and  the  gate- 
way to  the  great  Mackenzie  district  of  the  North  as 
well  as  to  the  Peace  River  country,  the  agricultural 
possibilities  of  which  we  have  heard  a  good  deal  in 
recent  years.  An  editorial  representative  of  this  jour- 
nal, anticipating  business  features  not  common  to  other 
sections,  visited  this  district,  and  had  his  expectations 
fully  realized. 

Reached  by  O.N.R.  from  Edmonton 

Athabasca  or  Athabasca  Landing,  as  it  was  formerly 
known,  is  almost  directly  nbrth  of  Edmonton,  .being 
reached  by  the  Canadian  Northern  Railway,  thus  giv- 
ing this  railroad  the  unique  honor  of  not  only  operat- 
ing the  farthest  point  north  of  any  of  the  big  Canadian 
lines,  but  at  the  same  time  rendering  a  valuable  ser- 
vice in  giving  railway  facilities  to  a  hitherto  unserved 
district.  There  is  no  doubt,  however,  but  that  the 
C.N.R.  had  an  eye  to  business  in  pushing  on  into  this 
district  in  advance  of  competitors,  for  the  writer  be- 
lieves that  the  Peace  River  District  to  the  north  and 
west  of  Athabasca  has  a  great  future  ahead  of  it,  not 


to  mention  the  trade  of  the  Mackenzie  basin,  to  which 
Athabasca  is  the  leadway. 

A  Promising  Farming  District 

A  good  deal  has  been  heard  already  of  the  agricul- 
tural possibilities  of  the  Peace  River  District,  the  trade 
of  which  passes  to  a  large  extent  through  Athabasca. 


A  view  of  ^e  Athabasca  River  showing  a  section  of  the  town  of 
Athabasca  on  the  opposite  side.  lUustration  courtesy  of  C.  N.  B, 


A  steamer  on  the  Athabasca  River  between  Athabasca  and  Mirror 
Landing.  It  Is  towing  four  barges.  Illustration  courtesy  of  C.  N.  R. 

The  agricultural  section  of  this  country  is  approxi- 
mately 275  miles  by  300  miles,  located  in  the  northwest 
of  the  Province  of  Alberta,  and  flowing  over  into  British 
Columbia.  The  centre  of  this  district  is  Peace  River 
Landing,  about  150  miles  from  Athabasca,  as  the  crow 
flies.  Grouard,  the  head  of  navigation,  is  reached  by 
steamer  from  Athabasca.  From  Grouard  it  is  70  miles 
to  the  Peace  River  itself.  Trails  lead  to  all  districts  of 
the  Peace  River  Country  from  Grouard. 

Settlers  Are  Pouring  in 

There  has  already  been  a  considerable  flow  of  settlers 
into  this  district,  which  is  frequently  described  as  the 
"last  great  west."  You  encounter  them  in  large  num- 
bers on  the  trip  from  Edmonton  north,  and  you  find 
them,  on  the  whole,  a  fine  lot  of  people,  coming  from 
many  sections.  The  United  States  is  contributing  no 
small  share,  the  writer  finding  a  large  number  from 
the  republic  to  the  south  going  up  into  the  northern 
district  to  take  up  homesteads,  and  many  of  these  are 
people  of  considerable  means,  well  equipped  financially 
as  well  as  physically  to  take  up  the  work  of  clearing  the 
land  and  preparing  it  for  the  big  yields  that  it  produces. 

Unusual  Features  to  Trade  at  Athabasca 

The  fact  that  Athabasca  is  the  gateway  to  this  new 
and  extensive  district,  as  well  as  the  distributing  point 
for  all  the  Mackenzie  basin,  causes  business  at  that 
point  to  assume  a  character  all  its  own,  and  brings 
before  the  merchants  vastly  different  problems  in  mer- 
chandising to  those  generally  confronting  the  retail 
dealer.  Sales  to  individual  customers  are  much  larger 
in  amount  than  in  other  districts,  and  business  comes 
with  a  rush  at  certain  seasons,  when  trappers  and  pros- 
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pectors  from  the  northern  district  and  farmers  from 
the  agricultural  sections  come  in  to  make  their  pur- 
chases. Their  purchasing  trips  are  necessarily  made 
only  at  long  intervals,  when  they  buy  in  quantities 
large  enough  to  last  for  an  extended  period. 

Rushes  of  Trade  Have  to  be  Anticipated 

These  rushes  of  trade  have  to  be  anticipated 
a  considerable  time  in  advance  by  the  merchants, 
although  the  difficulty  in  this  regard  is  much 
less  than  before  the  C.N.R.  extended  its  line  to 
Athabasca.  Previous  to  that  time  goods  had  to  be 
brought  in  by  trail  from  Edmonton,  so  that  the  secur- 
ing of  goods  was  featured  with  great  difficulties  and 
delay.  An  idea  of  the  amount  of  goods  that  is  already 
pouring  through  Athabasca  is  indicated  by  the  fact 
that  one  shipment  leaving  Athabasca  previous  to  the 
visit  of  the  writer,  and  consigned  to  the  Mackenzie  dis- 


trict, exceeded  250  tons.  This  particular  shipment  was 
carried  by  32  scows,  with  130  men  in  charge.  Thus  is 
given  an  idea  of  the  business  passing  through  this 
point. 

Some  Well  Arranged  Stores 

The  opinion  is  sometimes  held  that  people  in  newly- 
settled  districts  are  indifferent  to  the  appearance  of 
the  stores  at  which  they  deal.  This  is  not  the  case. 
While  they  do  not  expect  to  find  the  costly  fittings  or 
beautiful  surroundings  of  city  stores,  nevertheless  they 
do  appreciate  orderly  and  attractive  stores.  For  this 
reason  dealers  in  places  like  Athabasca  find  it  of  ad- 
vantage to  give  attention  to  the  appearance  of  their 
stores,  and,  in  addition,  good  display  is  at  all  times 
found  valuable  in  selling  goods.  Athabasca,  consider- 
ing its  size  and  location,  has  some  attractive  and  well 
arranged  business  establishments. 


Pioneer  Druggist  Went  In  Ahead  of  the  Railroad 

Harvey  F.  Cull  located  in  Athabasca,  Alberta,  before  the  railroad 
had  been  put  in — Some  features  of  his  business  and  its  development. 


HARVEY  F.  CULL  is  the  pioneer  druggist  of  Atha- 
basca, Alberta.  In  fact,  be  might  well  be 
described  as  a  merchant  prospector.  Back  in 
1910,  when  considerable  had  been  heard  but  very  little 
really  known  about  Athabasca  and  the  possibilities  of 
the  country  lying  west  and  north  of  it,  Mr.  Cull,  who 
had  resided  in  Edmonton,  pushed  on  northward  to  the 
point  where  Athabasca  now  stands.  He  became  con- 
vinced that  the  prospects  for  a  town  at  that  point 
were  very  favorable.  This  was  the  point  where  the 
Athabasca  River,  flowing  down  from  the  Peace  River 
District,  made  almost  a  right  about  turn  and  started 
its  journey  northward  into  the  Mackenzie  basin.  Situ- 
ated at  the  most  southerly  point  of  a  great  system  com- 
prising over  3,600  miles  of  navigable  waters,  Athabasca 
looked  like  the  logical  distributing  point  for  a  big  area, 
and  therefore  he  decided  to  commence  business  there. 

Goods  Taken  in  Over  Long  Trail 

The  task  of  opening  a  drug  store  at  this  point  was 
a  more  difficult  one  than  is  usually  the  case,  for  up 
to  that  time  there  was  no  railroad  tapping  the  district. 


Goods  had  to  he  brought  in  from  Edmonton  over  the 
trail,  and  while  it  was  in  May  that  he  first  visited 
Athabasca  and  decided  to  launch  in  business  there,  it 
was  July  before  he  returned  with  his  stock  of  drugs 
and  stationery,  and  opened  up  the  Athabasca  Phar- 
macy. That  first  store  was  not  a  very  magnificent  strucf 
ture,  to  be  sure,  but  it  served  well  for  the  purpose  iij 
those  early  days. 

Interesting  Experiences  During  Early  Days 

And  of  those  early  days  Mr.  Cull  can  relate  some 
interesting  experiences.  Not  only  was  he  called  upon 
to  dispense  drugs  and  sundries  to  the  people  of  the 
district,  but  frequently  he  was  called  upon  to  act  in  the 
capacity  of  doctor  and  nurse  as  well. 

His  difficulties  lessened  a  little  when  the  C.N.R.  put  & 
branch  line  in  from  Edmonton  about  a  year  after  he 
established  himself  there.  The  problem  of  getting  in 
goods  was  solved  and  the  cost  of  goods  laid  down  in 
the  store  reduced  considerably,  for  goods,  especially^ 
heavy  lines,  cannot  be  toted  in  over  a  hundred  mileg'' 


THE  FIRST  DRUG  STORE  IN 
ATHABASCA. 

TTERE  is  a  view  of  tlie  business  section 
^^  of  Athabasca,  Alta.,  in  tlie  early  days, 
before  the  railroad  had  been  built  that  far 
north.  The  first  drug  store  of  Harvey  F. 
Cull,  the  pioneer  druggist  of  Athabasca,  is 
shown  in  the  foreground.  His  present  store 
is  shown  on  the  next  page. 

In  the  early  days  the  bringing  in  of  stock 
was  a  matter  of  much  difficulty  and  delay 
as  well  as  considerable  expense,  driving 
home  in  a  convincing  manner  the  fact  that 
cost  of  goods  does  not  moan  merely  the  in- 
voice px'ice.  In  those  days  there  was  fre- 
Quenlly  a  wide  difference  between  the  in- 
voice price  and  the  cost  of  the  goods  laid 
down  in  the  store— and  the  latter  is  what 
the  dealer  must  figure  his  percentage  of 
profit  on. 
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of  trail  without  a  considerable  increase  in  laid-down 
cost. 

Better  Store  Biiilt  After  Fire 

About  two  years  ago  his  store  was  burnt  out  in  a 
big  fire  which  swept  the  business  section  of  the  town, 
but  he  immediately  erected  the  present  larger  and 
more  up-to-date  establishment.  It  has  two  good  dis- 
play windows  that  are  used  to  advantage.  On  one  side 
is  a  counter  with  ledge  extending  out  from  it  for  the 
display  of  magazines.  There  is  a  wall  counter  at  the 
rear  for  books,  with  shelves  above  and  below.  On  the 
other  side  is  a  silent  salesman  and  counter  with  shelves 
below.  To  the  rear  of  the  main  store  is  the  dispensary 
and  office. 

Features  of  Business 

The  drug  business  in  a  place  like  Athabasca  is,  of 
course,  vastly  different  to  that  in  most  towns.  "Trade 
is  spasmodic,"  stated  Mr.  Cull  to  a  representative  of 
Tht  Retail  Druggist.  "Trade  will  come  in  a  rush  for 
a  while,  followed  by  a  corresponding  lull.  At  certain 
seasons  there  is  a  big  influx  of  people  from  up  and  down 
the  river,  who  come  in  to  purchase  their  supplies  for 
a  considerable  period  ahead.  At  one  time,  they  gener- 
ally came  in  on  the  ice  in  the  winter  and  took  back  a 
year's  supply  with  them,  but  with  the  improvement  in 
transportation  facilities    they  come  more  frequently." 


The  present  drug  store  of  Harvey  Cull,  pioneer  druggist  of  Athabasca, 

Alberta.    His  first  *-tore  is  shown  on  the  preceding  page,  driving 

home  the  progress  that  has  been  made  since  1910. 

There  is  a  demand  for  a  big  variety  of  sidelines,  al- 
though the  luxuries  that  are  prominent  in  older  sec- 
tions are  less  called  for.  A  considerable  trade  is  done 
in  books  and  magazines. 


MONEY  FOR  THE  BLIND. 

A  tradesman  one  day  put  a  box  outside  his  window 
labeled  "For  the  Blind."  Most  of  his  customers  sto|)- 
ped  and  put  a  copper  in.  A  few  weeks  afterwards 
the  box  disappeared. 

"What's  happened  to  your  box  with  contributions 
for  the  blind?"  he  was  asked. 

"Oh,"  said  he,  pointing  to  a  new  canvas  blind  over 
the  shop-front,  "I  got  enough  money  after  a  bit,  so 
I  bought  the  blind."  __ 


FUTtJRE  OPENINGS  FOR  DRUGGISTS 

That  big  commercial  opportunities  will  follow  in 
the  wake  of  agricultural  activities  in  the  Peace  River 
District  is  a  certainty.  Settlers  are  already  pouring 
into  the  district,  and  with  the  influx  of  settlers  comes  a 
corresponding  increase  in  the  need  for  drug  stores. 
This  will  continue  to  grow  as  time  goes  on,  for  ont 


Winter  scone  in  the  Peace  liiver  District. 

cannot  visit  the  district  without  being  impressed  with 
its  possibilities  for  the  future. 

Agricultural  prosperity  is  admitted  as  the  backbone 
of  development,  and  this  is  assured  in  the  Peace  River 
country.  Even  as  far  back  as  1893,  the  prize  wheat  at 
the  "World's  Fair,  Chicago,  was  raised  at  Peace  River 
Crossing.  The  yields  of  wheat,  oats  and  barley  all  run 
high,  and  a  feature  is  that  grain  matures  early  in  this 
district.  It  is  destined  not  to  be  merely  a  grain-grow- 
ing country,  like  many  other  portions  of  the  West,  but 
one  where  mixed  farming  is  taken  to.  The  very  nature 
of  the  country  assures  this.  While  progress  in  mixed 
farming  may  not  be  quite  so  rapid  on  the  start,  never- 
theless it  assures  steady  growth,  with  the  chances  of 
setback  reduced  to  a  minimum.  This  is  something  that 
the  merchant  seeking  an  opening  in  a  new  district 
places  much  value  on.  The  Peace  River  District  holds 
big  future  opportunities  for  enterprising  dealers. 


A  POINTED  ILLUSTRATION. 

It  does  not  pay  to  advertise,  say  some  merchants  who 
have  done  but  little  of  it  and  that  without  keeping 
it  up,  remarks  an  exchange.  The  incident  of  the  boy 
and  the  pump  illustrates  the  matter  very  well.  The 
boy  was  sent  after  a  pail  of  water.  He  poured  in  the 
priming  water,  and  pumped  out  as  much  as  he  poured 
in.  Then  he  stopped  to  rest  and  the  priming  ran  down. 
After  some  time  of  alternate  pumping  and  resting  he 
concluded  it  did  not  pay  to  piimp  and  quit  in  disgust. 
The  merchant  who  does  not  believe  in  advertising 
does  it  like  the  boy  did  the  pumping.  He  advertised 
once  and  then  concluded  advertising  didn't  pay. 


FOUNTAIN  SHOW  CARDS 

The   foMowiiig  suggestions  for  soJa  vpater  sihow  cards, 
from  bhe  North-We«tern  Druggis-t,  may  be  found  useful: 


Come  On  In! 
The  Soda  Water's  Fine. 

You  Can  Beat  an  Egg, 
But  You  Can't   Beat 
Our  Egg  Phosphate. 


Have  a 

Billy  Sundae 

'  Extra  Good, ' '  You  Enow 

You  Auto   Try  a 
Honk!  Honk! 
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FORMULARY 

Special  'Preparations  for  the  'Druggist 


WANTS  FORMULA  FOR  BLACK  DIP  ON  MATCHES 

The  Retail  Druggist : 

The  dipper  in  a  niateii  factory  here  has  asked  me  for 
a  formula  for  the  black  dip  on  silent  matches.  Can 
you  supply  same  ? 

FRANK  S.  COMPTON. 

Hampton,  N.B. 

Editorial  Note — If  any  of  our  readers  can  supply  the 
formula  reciuested  above,  we  would  appreciate  it  if 
they  would  send  it  along  to  us. 

Rat  Exterminator 

R.  L.,  Winnipeg — The  following  is  a  formula  for  tlie 
rat  exterminator  recjuested  by  you : 

Powdered  cantharides  10  drams 

Brown  sugar   2  ounces 

Ground  malt    16  ounces 

Musk 1  grain 

Oil  of  rhodium 10  drops 

Mix  and  make  into  10-grain  pellets. 

Peroxide  Cream 

Stearic  acid,  pure  18  parts 

Sodium  carbonate  2  parts 

Borax 1  part 

Lanolin  (or  cocoa  butter)   5  parts 

Glycerin 30  parts 

Distilled   water    100  parts 

Hydrogen  peroxide 8  parts 

Heat  the  stearic  acid,  sodium  carbonate,  borax,  gly- 
cerin, and  water  on  a  water-bath  until  effervescence 
ceases,  for  about  half  an  hour,  permitting  the  loss  of 
water  by  evaporation  from  time  to  time;  then  add  the 
lanolin,  remove  the  cream  from  the  water-bath,  and 
stir  at  intervals  until  cooler,  and  then  mix  it  in  a  mortar 
with  an  egg-beater  to  a  smooth  cream  until  cold.  After 
the  cream  is  cold  any  desired  perfume  and  the  hydrogen 
peroxide  are  added  and  the  whole  thoroughly  mixed. 

This  preparation  is  best  dispensed  in  collapsible  tubes. 
Put  up  in  this  way  the  product  does  not  dry  out  so 
readily  as  when  placed  in  jars. 

Poultry  Pood 

Ground  oyster  shells 'i  pounds 

Calcium  phosphate   10  ounces 

Black  pepper 8  ounces 

Ginger,  ground 6  ounces 

Gentian,  ground 4  ounces 

Sulphur,  powdered '. 3  ounces 

Mix  an  even  teaspoonful  of  this  powder  with  each 
pound  of  food  and  feed  every  other  day. 

Horse  Liniment 

Tincture  of  arndca   16  ounces 

Oil  of  turpentine    4  ounces 

Seneca  oil  5  ounces 

Petroleum 5  ounces 

Water  of  ammonia 4  ounces 

Mix  the  ammonia  and  the  petroleum,  shake  well,  and 
then  add  the  other  ingredients. 


MAKING  HOLES  IN  RUBBER  CORKS. 

In  making  hole-s  in  rubber  corks  much  annoyance 
is  caused  by  the  punch  making  "tapering"  holes  and 
"running  to  the  side."  A  little  ammonia  water  poured 
on  the  rubber  and  the  boring  instrument  causes  the  hole 
to  become  of  uniform  size  at  every  point  and  the  opera- 
tion is  accomplished  with  much  more  ease. 


REMOVING  SCRATCHES  IN  SHOW  CASES. 

While  it  is  difficult  to  remove  scratches,  slight  scrat- 
ches that  have  made  the  tops  somewhat  opaque  may  be 
polished  out  and  the  transparency  of  the  glass  restored 
by  rubbing  the  parts  with  jewelers'  rouge  wet  with 
water  on  a  piece  of  soft  chamois  skin  or  leather.  If 
the  scratches  are  deep,  however,  they  must  be  first 
ground  out  with  washed  flour  of  emery  and  water, 
as  is  done  by  opticians  in  grinding  eyeglasses,  and 
then  the  spot  is  polished  with  rouge,  as  described  for 
slight  scratches.  To  do  this  by  hand  is  rather  tedious 
— and  where  there  is  much  of  this  sort  of  work  a  buff 
wheel  made  of  wood  and  run  by  a  little  motor  will  save 
time  and  labor.  Fine  pumice  stone  and  water  should 
be  used  instead  of  rouge. 


WHEN  NOTE  BECOMES  OUTLAWED. 
R.  L.  E.,  Port  William: — In  Manitoba,  Ontario  and 
all  the  other  provinces  except  Quebec,  a  note  becomes 
outlawed  in  six  years  after  maturity,  or  after  last  pay- 
ment made  on  either  interest  or  principal.  Any  pay- 
ment, or  written  acknowledgment  of  the  debt,  will 
keep  the  paper  alive  six  years  from  that  date,  as 
against  the  party  who  makes  the  payment  or  the  ack- 
nowledgment, but  not  against  any  other  person  who 
signed  or  endorsed  the  note.  In  Quebec  the  time  is 
five  years  instead  of  six. 


Passing  Business  Thoughts 

By  W.  L.  E. 

Perseverance  is  a  good  thing  as  long  as  one  per- 
severes in  the  right  direction. 


To  the  wide-awake  retailer  there  is  no  period  in 
the  year  when  to  cultivate  business  is  unseasonable. 


The  clerk  who  attains  success  in  life  is  he  who  is 
zealous  for  the  success  of  his  employ ei^s  business. 


Advertising  that  is  not  backed  up  by  good  service 
in  the  store,  like  a  battleship  with  an  ineffective 
crew,  loses  much  of  its  effectiveness. 


When  a  business  man  gets  spring  fever  he  should 
chase  a  golf  ball  or  cast  flies  in  a  sylvan  trout 
stream.. 


Those  who  practise  putting  off  till  to-morrow  that 
which  should  be  done  to-day  have  a  weak  spot  in 
their  will  power. 
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Comment  on  Topics  of  Interest  to  Druggists 


:  By  W.  L.  EDMONDS  : 


Our  Imports  of  Canada's  imports  during  the  fis- 

Drugs,  Dyes,  cal  year  ending  March  31  last, 

and  Chemicals.  under   the   general   classification 

of  "drugs,  dyes  and  chemicals,'-' 
were  $13,449,067,  compared  with  $14,638,075.  This  was 
a  decrease  of  about  8.12  per  cent. 

When  we  consider  that  our  total  imports  of  all  mer- 
chandise declined  over  26  per  cent.,  the  decrease  in 
drugs,  dyes  and  chemicals  may  be  accounted  surpris- 
ingly small.  As  the  detailed  returns  have  not  yet 
been  issued,  it  is  not  possible  to  furnish  an  analysis 
covering  the  different  articles  included  under  the  classi- 
fication of  drugs,  dyes  and  chemicals. 

It  is  possible,  however,  to  show  the  relative  position 
of  the  imports  from  Great  Britain  and  the  United 
States. 

As  might  have  been  expected,  owing  to  the  condi- 
tions brought  about  by  the  war,  our  imports  of  drugs, 
dyes  and  chemicals  from  the  United  States  show  in 
value  an  increase,  the  total  being  $8,449,308,  compared 
with  $7,926,618,  a  gain  of  a  little  over  61/2  per  cent. 
In  1913  the  value  of  the  imports  from  the  United  States 
was  $8,721,953. 

The  imports  from  Great  Britain,  on  the  other  hand, 
show  a  decrease  of  over  21  per  cent.,  the  figures  for 
1915  and  1914  respectively  being  $2,351,277  and 
$2,315,277. 

In  considering  all  these  figures  allowance  should  be 
made  for  the  difference  in  the  prices  ruling  for  drugs, 
dyes  and  chemicals.  When  figures  for  quantities  are 
available  it  will  probably  be  found  that  the  decrease 
in  imports  is  larger  than  the  figures  regarding  values 
indicate. 


eluding  intersecting  rivers  and  lakes,  runs  from  Mont- 
real to  the  head  of  Lake  Superior,  a  distance  of  1,214 
miles,  or,  if  we  begin  at  the  mouth  of  the  St.  Lawrence, 
a  distance  of  2,217  miles.  A  vessel  drawing  not  more 
than  fourteen  feet  of  water  can  traverse  this  system 
from  one  end  to  the  other. 

The  cost  to  Canada  for  the  magnificent  system  of 
canals  which  she  possesses  was  $104,152,000  up  to  the 
end  of  the  fiscal  year  1913.  And  large  sums  are  still 
being  expended.  For  example,  we  are  spending  an- 
other $50,000,000  on  the  new  Welland  Canal.  Canada's 
first  venture  in  canal  building  was  in  1821. 


Pined  for  Trading  A  firm  in  Australia  has  been  fined 
With  the  Enemy.  $1,500  and  $25  costs  for  endeav- 
oring to  trade  with  Germany, 
through  Holland,  after  the  war  broke  out.  This  is  a 
heavy  fine,  but  it  is  none  too  heavy. 

In  Canada  the  Department  of  Trade  &  Commerce 
issued  a  notice  shortly  after  hostilities  began  intimat- 
ing that  anyone  attempting  to  do  business  with  the 
enemy  would  meet  with  summary  treatment.  But  al- 
though firms  in  the  United  States,  representing  Ger- 
man houses,  made  attempts  to  get  business  in  Canada 
it  is  doubtful  whether  they  obtained  any  orders.  Aside 
altogether  from  the  risk  entailed,  Canadian  business 
men  were  too  incensed  to  knowingly,  at  any  rate,  place 
an  order  for  anything  of  German  manufacture. 

It  will  be  a  long  time  before  Germany  can  build  up 
in  Canada  the  $15,000,000  trade  she  has  lost.  The 
present  generation  will  scarcely  see  it  at  any  rate. 


A  Year'^  Traffic  That  the  canals  of  Canada,  like 
on  Our  Canals.  all  other  systems  of  transporta- 

tion, suffered  from  the  general 
trade  depression  last  year  is  evident  from  the  official 
statement  recently  issued  by  the  Department  of  Rail- 
ways and  Canals,  there  being  a  decrease  of  15,421,912 
tons  in  the  volume  of  the  traffic.  The  actual  figures 
for  1914  were  37,023,237  tons.  There  is,  perhaps,  how- 
ever, some  consolation  in  the  fact  that  the  chief  con- 
tributing cause  of  the  decrease  was  in  United  States 
tonnage  using  the  Canadian  canal  at  Sault  Ste.  Marie. 

Although  nearly  75  per  cent,  of  the  freight  tonnage 
passing  through  the  Canadian  canals  is  American,  it  is 
somewhat  pleasing  to  be  able  to  note  that  the  percen- 
tage of  Canadian  tonnage  last  year  was  the  largest 
since  1908,  being  25.3,  compared. with  21.3  in  1913. 

Of  the  total  tonnage  21.51  per  cent,  was  agricultural 
products,  .04  animal  products,  3.29  manufactures,  4.38 
forest  products,  and  70.78  products  of  the  mines. 

One  interesting  feature  in  connection  with  the  Ship- 
ments of  Canadian  wheat  is  that  whereas  50.4  per  cent, 
sought  an  outlet  through  American  channels  in  1913 
only  26.8  was  so  shipped  in  1914.  It  is  maintained  that 
the  war  was  a  potential  factor  in  bringing  this  about. 

Canada  has  reason  to  be  proud  of  her  canals,  and 
particularly  that  section  of  them  embraced  within 
wfeat, is  known  as  the  St.  Lawrence  system,  which,  in- 


The  U.S.  and  Should  the  United  States  go  to 

Her  Customers.  war  with  Germany  she  will  have 

broken  commercial  relationship 
with  her  second  best  customer,  but  she  will  at  the  same 
time  be  coming  to  the  aid  of  her  best  customer. 

During  1912  and  1913  Canada  occupied  second  place 
among  the  foreign  customers  of  the  United  States,  but 
in  1914,  owing  to  the  trade  depression  in  this  country, 
she  stepped  back  to  third  position,  although  by  only 
$77,000. 

The  exports  of  the  United  States  to  her  six  best  cus- 
tomers in  1914  were  as  follows:  Great  Britain,  $594,- 
271,863 ;  Germany.  $.344,794,276 ;  Canada.  .$344.716,981 ; 
France,  $159,818,924;  Netherlands,  $112,215,673;  Cuba, 
$68,884,428. 

But  it  is  when  we  come  to  consider  the  extent  of  its 
export  trade  with  the  whole  of  the  British  Empire  that 
we  realize  how  great  are  the  commercial  relationships 
of  the  United  States  with  that  Empire.  That  trade  last 
year  aggregated  about  $1,060,000,000,  or  approximately 
45  per  cent,  of  the  whole,  the  total  exports  of  the  United 
States  to  all  countries  being  $2,364,579,148. 

When  the  returns  for  the  fiscal  year  ending  June  30 
are  published  it  will  probably  be  found  that  the  propor- 
tion of  the  exports  to  countries  comprised  within  the 
British  Empire  is  larger,  rather  than  smaller,  than 
during  1914.    Germany,  war  or  no  war,  wiU  certainly 


Jnly,  1915 


THE  RETAIL  DRUGGIST  OP  CANADA. 


27 


not  bulk  so  large,  and  Canada  will  certainly  come  back 
into  second  place  by  a  substantial  margin. 

The  ties  of  commerce  between  the  United  States  and 
the  British  Empire  are  apparently  sitronger  than  even 
the  ties  of  consanguinity. 


A  Victory  for 
Chemists. 


The  value  of  organization  to  the 
drug  trade  was  recently  exempli- 
fied in  Great  Britain  when  Par- 
liament had  under  consideration  the  Immature  Spirits 
Restriction  Bill. 

The  particular  purpose  of  the  bill  was  to  provide  that 
"no  British  or  foreign  spirits  shall  be  delivered  for 
home  consumption  unless  they  have  been  warehoused 
for  a  period  of  not  less  than  three  years." 

Although  there  was  a  clause  in  which  it  was  stated 
that  the  Act  should  not  prevent  manufactvtring  cbem- 
ists  procuring  spirits,  whatever  their  age  niig'ht  be, 
there  was  no  clause  defining  spirits.  Consequently,  no 
matter  what  the  intention  of  the  Government  might 
be,  the  manufacturing  chemists  sighted  danger  ahead, 
particularly  in  regard  to  la\:danum,  and  put  up  a 
vigorous  and  organized  fight,  with  the  result  that  be- 
.  fore  the  bill  passed  an  amendment  was  accepted  pro- 
viding that  the  law  should  not  apply  to  mixtures,  com- 
pounds or  preparations  which  have  been  charged  duty 
in  re-speet  of  the  spirit  contained  in  them. 

Fortunately  fpr  the  pharmacists,  they  had  in  the 
House  of  Commons  one  of  their  number  who  thor- 
oughly understood  the  questions  at  issue,  and  who  per- 
sisted in  his  point  until  the  Government  conceded  it. 
And  this  in  turn  shows  the  importance  of  having  busi- 
ness men  in  Parliament. 


Pharmacists  in  the  An  effort  is  being  made  by  the 
Army.  British  Pharmaceutical  Society  to 

persuade  the  Governipent  to  ap- 
point a  staff  of  pharmacists  for  service  at  the  Front. 
At  present  there  is  no  such  staff.  Pharmacists  who 
are  now  at  the  Front  are  serving  as  ordinary  soldiers, 
and  in  the  opinion  of  the  society  they  would  be  of  much 
more  value  as  an  organized  staff  at  the  base  hospitals, 
organizing  and  controlling  the  distribution  of  stores 
and  the  proper  dispensing  of  them. 

To  the  man  in  the  street  the  suggestion  must  appear 
to  be  a  reasonable  one.  The  surprise  is  that  such  an 
organization  has  not  already  been  created. 

But  it  must  be  remembered  that  the  medical  corps, 
such  as  we  have  to-day,  is  only  of  comparatively  recent 
origin.  At  the  time  of  the  Crimean  "War  each  regiment 
had  its  own  doctor,  but  he  had  no  trained  assistants. 
There  were  not  even  organized  stretcher  bearers,  the 
wounded,  during  or  after  an  engagement,  being  gath- 
ered up  in  a  sort  of  haphazard  way. 

The  time  now  appears  to  have  arrived  when  pharma- 
cists, like  the  doctors,  should  be  recognized  as  a  branch 
of  the  military  service. 


Putting  Life 
Into  the  Town. 


No  matter  what  natural  advan- 
tages or  disadvantages  a  town 
possesses  its  general  character  is 

largely  a  reflex  of  the  character  of  its  business  men. 
If  its  business  men  are  briglit  and  alert  the  town  will 

take  on  siniilar  qualities.    If  the  business  men  are  dull 

and  dead  the  town  will  be  in  a  similar  condition.    Like 

begets  like. 


Among  all  seasons  of  the  year  there  is  no  more  favor- 
able time  than  the  spring  and  early  summer  months 
for  putting  new  life  both  into  business  and  into  the 
town. 

Naturally,  it  must  begin  with  the  business  men.  One 
business  man  can  do  a  little,  but  if  much  is  to  be  accom- 
plished all  must  co-operate. 

It  is  a  good  thing  to  start  with  a  spring  clean-up  cam- 
paign. And  in  order  that  they  may  practise  what  they 
preach  business  men  should  begin  with  their  own  store 
premises,  by  cleaning  them  up  and  giving  them  a  coat 
of  paint,  if  necessity  demands  it.  This  consummation 
would  be  all  the  more  easily  obtained  if  the  business 
men  would  get  together  and  discuss  the  mabter.  To 
induce  the  municipal  council  of  the  town  to  proclaim  a 
certain  day  as  clean-up  day  would  materially  assist. 

Imagine  what  the  result  would  be  in  certain  towns 
if  there  was  a  general  cleaning  up  and  painting  up! 
Farmers  would  rub  their  eyes  in  astonishment  when 
they  drove  into  it !    They  would  also  appreciate  it. 

Still  another  step  would  be  for  the  business  men  to 
co-operate  in  advertising  during  the  period  of  the  clean- 
up campaign,  by  taking  a  page  or  two  in  the  local 
papers,  a  portion  of  the  space  being  devoted  to  each 
merchant  participating. 

Special  window  displays  in  keeping  with  the  season 
would  naturally  follow  as  a  part  of  the  campaign. 

The  life  thus  put  into  business  and  business  methods 
would  in  all  probability  have  a  lasting  (beneficial  effect 
upon  the  merchants  in  particular  and  in  the  people  of 
the  town  generally. 

Somebody  must  make  the  start.    Suppose  you  do  it. 


WE  SUPPOSE  SO 

A  dog  was  locked  up  in  our  summer  cottage  for  a 
week  without  food.  When  we  told  a  friend  of  the  case 
he  said,  "I  suppose  it  lived  on  the  jam  of  the  door." 


Passing  Thoughts  on  Business  Matters 

By  W.  L.  E. 

Spare  time  is  never  lost  time  •when  it  is  utilised 
for  arranging  the  stock  and  developing  business- 
getting  ideas. 

Flies  in  the  •window  are  scarcely  less  attractive 
to  the  customer  than  flies  in  the  pantry. 

He  who  keeps  his  summer  goods  where  they  •will 
most  readily  catch  the  eye  of  the  customer  on  enter- 
ing the  store  will  turn  his  stock  over  much  more 
rapidly  than  he  who  m.akes  no  effort  in  this 
direction. 

If  the  promising  character  of  the  crops  may  be 
taken  as  a  criterion  Nature  is  evidently  doing  all 
it  can  to  bring  about  prosperous  conditions. 

fudging  from  the  way  deposits  are  piling  up,  the 
banks  of  the  country  will  have  an  adequate  supply 
of  funds  in  the  fall  for  the  moving  of  crops  and  the 
financing  of  legitimate  business  enterprises. 

It  is  quality,  not  price,  that  determines  the  mea- 
sure of  success  in  business. 
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For  the  Man  Behind  the  Counter 


A  Department  of 
Salesmanship 


WHY  SOME  CLERKS  NEVER  OWN  STORES. 

The  reason  that  many  clerks  never  own  stores  is 
that  they  do  not  decide  early  enough  that  they  are 
going  to  own  a  store  some  day  and  then  gradually  pre- 
pare for  the  ownership  of  one  as  they  Should. 

You  have  to  have  business  ability  to  be  in  business 
for  yourself — ^^that  is,  be  in  business  and  make  a  success 
of  it.  A  good  many  clerks,  when  they  are  young, 
plainly  show  that  they  lack  certain  qualities  that  go 
to  make  a  successful  merchant.  That  is  no  reason  why 
they  should  always  lack  them,  however,  if  they  decide 
that  they  are  going  to  be  a  merchant  and  make  a  real 
efifort  to  study  and  become  eiBcient.  Some  clerks  ex- 
pect development  of  their  business  ability  without 
effort.  This  cannot  be  expected.  The  man  who  enters 
a  profession  or  a  technical  trade  does  not  make  good 
without  much  study  of  it,  so  why  should  the  entrant 
into  our  line  of  endeavor  expect  to  get  along  if  he  does 
not  constantly  aim  to  become  more  efficient  in  selling 
and  storekeeping.  To  become  efficient  the  clerk  must 
continually  be  studying  towards  that  end. 

Of  course,  some  clerks  never  own  stores  of  their  own 
because  they  lack  the  capital,  but  the  same  basic  reason 
is  responsible  here — they  do  not  decide  early  enough 
in  their  career  that  they  are  going  to  own  a  store  of 
their  own  and  begin  to  save  systematically  with  that 
end  in  view. 


GOOD  ADVICE  FOR  THE  PERSON  WHO  SELLS 
GOODS 

These  rules,  hammered  into  the  mind  of  every  em- 
ploye in  a  large  department  store  in  the  West,  are 
worthy  of  adoption  in  every  mercantile  establishment: 

"You  must  be  helpful  and  thoughtful  and  agreeable, 
not  only  to  customers,  but  to  your  co-workers  as  well. 
If  your  ability  be  of  the  highest  and  rarest  order,  but 
your  disposition  is  oblique,  yoa  can't  stay  here. 

"You  must  be  pleasant — or  prepare  to  leave.  The 
rules  are  simple  and  .just — obey  them  or  quit.  Your 
associates  are  sure  to  take  your  measure,  and  if  they 
find  a  dejected  and  dissatisfied  spirit,  you'll  not  care  to 
linger.  We  believe  in  the  cohesive  power  of  sunshine. 
Let  your  heart  smile  as  well  as  your  lips.  Christmas 
dies  with  the  day,  but  the  cheery  must  be  active  here 
during  the  entire  twelve  months. 

"What  is  your  attitude  toward  the  patrons  of  this 
store?  We  hope  your  interest  doesn't  centre  in  induc- 
ing them  to  make  a  purchase.  Don't  let  that  be  your 
thought. 

"Every  man,  woman  and  child  who  comes  beneath 
this  roof  is  a  guest.  Get  that  fixed  in  your  mind.  In  a 
way,  your  social  tact  is  tested  every  time  you  wait  on  a 
visitor.  Show  goods  graciously  and  give  a  sample  as 
courteously  as  you'd  write  a  check  for  a  big  sale. 

"Be  well  bred.  Politeness  is  an  outward  manifesta- 
tion of  blue  blood:  patience  is  proof  of  mental  poise. 
We  had  much  rather  have  you  create  a  fine  impression 
and  miss  a  sale  than  the  reverse. 

"Be  conscientious.  You  can  only  serve  the  store 
when  you  serve  the  customer.  Don't  think  you  are 
here  to  do  all  you  can  for  us  and  for  yourself.    You  owe 


the  largest  obligation  to  the  people  who  buy  here.  Let 
them  see  that  they  can  trust  you  completely. 

"Nothing  arouses  our  sorrow  and  indignation  more 
than  to  discover  a  clerk  who  has  two  sets  of  personal- 
ities— one  for  rich  and  one  for  poor  customers.  The 
clerk  who  cringes  and  fawns  to  a  wealthy  patron  and 
is  arrogant  and  acid  to  a  poor  one  is  contemptible  and 
disgusting. 

"Our  methods  are  staple  and  stable.  They  are  not 
adopted  lightly  or  carelessly.  We  place  a  cold  hand 
on  the  pulse  of  every  question  and  render  a  verdict  in 
accordance  with  strict  justice. 

"The  master  thought  is  to  do  everything  we  can  to 
deepen  and  enrich  the  customers'  allegiance  to  the 
store.  Sometimes  our  decisions  are  against  them. 
That's  because  we  firmly  refuse  to  establish  a  prece- 
dent unless  it  can  be  shared  by  all.  We  cut  off  all  spe- 
cial privileges.  This  is  a  public  institution.  We  make 
no  exceptions.  Rules  cannot  be  violated  to  meet  your 
particular  demand.  This  ruffles  you  at  times,  but  it  is 
the  biggest  and  squarest  and  finest  thing  in  this  whole 
business." 


ETHICS  OF  SALESMANSHIP. 

We  were  asked  the  other  day,  "What  do  you  mean 
by  a  good  clerk?"  Now  to  answer  this  question  there 
are  a  good  many  elements  to  be  considered.  There 
must  be  his  appearance,  his  ability  as  a  seller  of  goods, 
his  relations  with  his  customers,  with  the  "boss"  and 
with  his  fellow  employes,  and  last  of  all  his  relations 
with  himself. 

Let  us  consider  the  first  of  these.  Personal  appear- 
ance is  perhaps  to  be  placed  first  because  it  is  almost 
the  firsfthing  that  impresses  a  customer  when  the  sales- 
man approaches.  An  opinion  is  almost  always  formed 
bj'  the  customer,  oftentimes  unconsciously,  and  it  is 
most  desirable  that  the  impression  be  favorable.  Not 
but  what  sometimes  an  unfavorable  first  impression 
may  be  later  overcome  and  be  overbalanced  by  other 
qualities,  but  at  least  it  is  strongly  in  the  salesman's 
favor  that  the  impression  be  pleasing.  In  bringing  up 
the  question  of  personal  appearance  it  must  not  be 
supposed  that  the  writer  means  that  the  salesman 
should  be  a  fashion  plate  sort  of  a  man,  by  any  means, 
or  that  he  be  anything  except  absolutely  neatly  and 
tidily  dressed.     The  principal  essential  is  clean  linen 


PROMISING  DELIVEEIES 

ONE  of  the  easiest  things  in  the  world  is  to  make 
a  promise.  To  carry  out  the  promise  is  some- 
times quite  another  matter.  Wihen  a  customer 
asks  what  time  goods  will  be  delivered,  a  clerk  will 
often  make  a  promise  without  certainty  thart  it  can  be 
Kept.  The  customer  is  disappointed  and  naturally  sets 
the  store  down  as  unreliable. 

The  unfortunate  part  is  that  delivery  at  a  later  time 
would  frequently  suit  the  customer  just  as  well,  but 
the  clerk,  in  order  to  avoid  any  immediate  complaint, 
makes  rash  statements  withoait  regard  to  their  keep- 
ing. This  is  bad  businesis.  Too  miany  customers  are 
lost  through  reckless  and  unnecessary  promiaes  by 
clerks.     This  should  be  carefully  guarded  against. 
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and  well  polished  shoes  and  a  clean,  wholesome  per- 
sonality, the  kind  that  soap  and  water  gives,  and  we 
regret  to  say  the  kind  that  we  have  noticed  to  be  lack- 
ing in  some  clerks  in  retail  stores.  A  salesman  must 
be  confident,  that  is  he  must  know  his  goods  and  his 
stock  absolutely  and  he  must  be  able  to  convey  this 
impression  of  confidence  which  he  has  in  himself,  to 
his  customer,  and  yet  do  it  in  a  way  that  will  not 
appear  to  be  suggestive  of  a  "swelled  head."  If  a 
salesman  can  impress  himself  and  his  knowledge  of 
his  goods  upon  the  customer  in  a  favorable  way  it  is 
then  possible,  or  at  any  rate  more  possible,  for  him  to 
sell  the  customer  what  he  ought  to  have  rather  than, 
perhaps,  what  he  wants,  and  according  to  one  of  the 
greatest  retail  shoe  managers  in  this  country  that  is 
what  everj'  salesman  should  try  to  do.  He  must  be 
beyond  all  things,  tactful,  he  must  use  that  knowledge 
that  he  possesses  carefully  and  for  the  best  results. 
He  must  not  be  a  bluffer,  for  while  such  an  one  gets 
by  sometimes,  when  he  falls,  which  is  more  often  the 
case,  it  is  a  bad  fall.  A  salesman  should  be  persuasive 
without  forcing  his  customer,  that  is  the  customer 
should  never  be  pushed  but  should  rather  be  led.  A 
salesman  should  be  one  who  can  tell  his  story  and 
know  when  to  stop  without  boring  his  customer.  He 
should  tell  his  story  so  impressively  the  first  time 
that  he  need  not  repeat  it. 

As  we  have  said,  another  strong  thing  to  consider 
in  measuring  up  a  salesman  is  his  relationship  with 
his  fellow  salesmen,  and  with  the  head  of  the  house 
and  the  other  executives  of  the  store,  that  is,  he  is  a 
part  of  the  store  machinery  that  fits  in  harmoniously 
with  the  rest  of  the  organization,  and  the  store  or- 
ganization as  a  whole  is  the  most  important  thing  for 
a  merchant's  consideration.  Many  a  good  salesman 
individualh'  has  proven  a  bad  investment  as  a  part 
of  what  should  be  a  perfectly  smooth  running  business 
machine. 

The  man  who  is  in  constant  state  of  unrest  through 
petty  disagreements  with  his  fellows,  or  the  man  who 
is  a  disturber  of  peace  through  his  constant  talk  to 
other  employes  of  his  real  or  imagined  wrongs  can 
do  more  harm  in  this  way  than  he  ever  could  good 
through  a  selling  ability  above  the  ordinary.  The  man 
who  is  afraid  that  he  may  do  some  bit  of  work  that 
belongs  to  somebody  else  is  not  the  kind  of  salesman 
that  would  be  picked  as  the  long  run  winner. 

Now,  as  to  the  man's  relations  with  himself  we  would 
refer  to  the  way  that  he  conducts  himself  out  of  busi- 
ness hours.  Many  a  man  has  said  that  outside  of  his 
business  hours  he  may  do  as  he  pleases.  We  grant 
this,  but  he  must  also  realize  that  while  he  does  as  he 
pleases  and  it  concerns  him  alone,  yet  if  what  he  does 
so  affects  his  personality  that  it  has  effect  upon  his 
value  when  in  the  store,  why  right  there  the  rights 
of  Ills  employer  become  encroached  upon.  A  man 
should  so  take  care  of  himself  that  physically  and 
mentally  he  be  able  to  give  to  his  work  the  best  that 
there  is  in  him,  and  only  by  doing  so  is  he  giving  value 
received.  The  man  who  goes  out  at  night  and  so 
behaves  that  he  arrives  at  the  store  in  the  morning 
nursing  a  dark  brown  taste  and  a  sixty  horse-power 
grouch,  has  encroached  upon  his  employer's  rights 
the  night  before  and  he  can  neither  do  justice  to  him- 
self nor  to  his  firm  in  his  treatment  of  customers. 
These  we  think  are  some  of  the  elements  that  consti- 
tiite  a  good  salesman. 

Don't  stick  to  any  rule  against  your  own  judgment 
or  against  the  advice  of  your  friends,  merely  because 
you  have  made  it  a  rule  and  hate  to  change. 


PRACTICAL  HINTS  FOR  THE  CLERZ. 

By  The  Sow 

Do  not  expose  olive  oil,  salad  oil,  etc.,  to  strong  light 
or  heat. 

•     •     • 

Frosting  of  mirrors  will  prevent  fly  spots  from  becom- 
ing visible.  Of  course  the  mirror  is  also  put  out  of 
commission  as  a  mirror,  but  it  is  better  to  have  no 
mirror  than  a  fly  specked  one. 

«     •     • 

Save  boxes  of  similar  sizes  for  making  steps  and  plat- 
forms for  the  show  window. 


Throwing  a  pail  of  water  over  the  surface  of  the 
glass  first  thing  in  the  morning  and  letting  it  drain  off, 
will  take  off  the  previous  day's  dust. 

•  •     • 

Many  additional  sales  can  be  made  by  making  sug- 
gestions after  a  customer  has  finished  giving  her  order. 

•  •     • 

Keep  a  dust  cloth  handy  behind  your  counter  and 
use  it  as  many  times  a  day  as  possible. 

•  •     • 

The  fellow  w'ho  works  merely  to  get  his  work  done 
will  probably  accomplish  the  desired  result,  but  he 
will  never  make  any  great  hit  with  his  employer. 

•  •     * 

Have  you  tried  out  the  idea  of  using  ordinary  school 
slates  for  show  card  purposes. 

•  •     • 

It  does  not  pay  to  contradict  a  customer  flatly,  no 
matter  how  certain  you  are  of  being  right.  The  cus- 
tomer may  not  mind  being  told  that  he  is  wrong,  but 
the  chances  are  that  he  will  resent  it  and  get  peevish. 
It's  a  way  people  have  when  they  arr  in  the  wrong. 

•  •     • 

When  a  clerk  is  so  much  more  interested  in  chewing 
gum  than  in  the  customer's  wants  that  the  chewing 
must  be  kept  up  whether  the  salesmanship  is  or  not, 
that  clerk  is  not  slated  for  a  raise. 


It  isn't  asking  a  thousand  questions  of  the  boss  that 
makes  it  evident  that  you  are  interested  in  your  work. 
It  is  showing  intelligence  as  well  as  mere  curiosity. 


STORE   NO   PLACE   FOR   ENTERTAINING   ONE'S 
FRIENDS. 

rE  store  is  a  place  for  business  and  not  for  enter- 
taining one's  friends.  A  lot  of  clerks  do  not 
seem  to  realize  this  fact.  Not  only  do  they  not 
disapprove  of  their  friends  making  it  a  place  to  regu- 
larly call  in  and  talk,  but  a  good  many  of  them  en- 
courage it.  Then  when  the  boss  shows  his  disapproval 
of  the  practice  he  is  called  all  kinds  of  hard  names. 

It  is  all  right  to  be  perfectly  friendly  with  one's 
friends  when  they  visit  the  store,  but  they  should  not 
be  encouraged  to  make  constant  calls.  You  cannot 
properly  serve  customers  and  converse  with  your 
friends  at  fbe  same  time — and  your  employer  is  entitled 
to  your  time  and  best  attention  during  business  hours. 

It  is  not  expected  that  one  sihould  draw  too  strict  a 
line,  an-d  request  friends  not  to  call,  for  that  certainly 
would  not  be  good  business.  Just  use  a  little  common 
sense  and  tact  in  handling  the  question. 
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Collins'  Course  in  Show  Card  Writing 


One  of  a  aeries  of  articles 
spedally  prepared  for  Ihb 
iournal. 


VERY  attractive  cards  can  be  made  with  a  part  or 
the  whole  of  the  centre  made  transparent.  The 
object  of  cards  of  this  nature  is  to  show  at  night 
with  a  light  behind  them.  One  effective  way  is  to  cut 
out  the  letters  with  a  sharp  knife  and  on  the  reverse 
side  of  the  card  paste  brilliantly  colored  tissue  paper. 
Letters  like  A  B  P  R,  etc.,  will  require  the  centre  pieces 
pasted  on  to  the  tissue  paper  after  the  latter  has  been 
pasted  on  to  the  back  of  the  card.  Another  method  is 
to  stretch  tracing  or  draftsman's  linen  or  glazed  sign- 
writer's  cotton  on  to  a  frame  or  card  mat  and  letter  on 


• 

'Tir 


Fig.  11. 


this  material.  This  will  mean  that  the  background  and 
not  the  letters  will  be  illuminated  when  the  sign  is 
lighted.  If  electric  lights  are  available,  colored  bulbs 
may  be  utilized  to  good  advantage.  Sheet  celluloid  may 
be  used  instead  of  cotton  or  linen.  The  transparent 
sign  may  be  used  for  the  sides  of  windows  or  the  cor- 
ners, and  put  next  to  the  glass  on  the  casing.  They  will 
then  show  at  night  as  well  as  during  the  day  time. 

Another  very  attractive  card  of  a  similar  character 
may  be  made  by  cutting  the  letter  of  a  word  out  of 
cardboard,  or  a  cut  of  a  figure  of  a  hat,  suit,  shoes,  etc., 


then  cut  an  oval  epening  or  some  attractive  shape  and 
paste  on  the  back  of  the  card  a  piece  of  black  or  dark 
brown  fine  threaded  netting  with  about  a  one-sixteenth 
mesh.  On  to  this  netting,  in  the  opening,  paste  the  pic- 
ture you  have  cut  out.  When  the  card  is  placed  in 
position  the  netting  is  almost  invisible,  which  gives  the 
article  or  picture  pasted  on  the  appearance  of  being 
suspended  in  the  air. 

Paper  Borders. 

Very  artistic  effects  may  be  had  with  cards  by  using 
wallpaper  borders  for  the  edges.  These  should  be  used 
only  on  large  cards,  half  sheets  and  whole  sheets.  Nar- 
row borders  from  one  to  two  inches  are  the  best  widths 
and  should  be  mitred  at  the  corners.  The  lettering 
should  be  done  in  colors  to  harmonize  with  the  borders. 

Mounting  Cards. 

Cards  that  are  mounted  keep  their  shape,  and  do  not 
curl  nor  fall  over  the  same  as  when  unmounted.  One 
way  to  do  this  is  to  make  wooden  stretchers  out  of  half- 
inch  by  one  or  one  and  a  half  inch  wood.  Mitre  these 
at  the  corners  and  glue  and  nail  together.  When  ready 
for  the  cards,  give  the  top  of  stretcher  a  coat  of  glue. 
Then  dampen  the  back  of  the  card  with  a  sponge  or 
cloth  and  glue  around  the  edge  of  card  and  press  it  on 
to  the  stretcher.  Unless  the  card  is  moistened  all  over 
with  water  it  will  not  lie  smooth  on  the  stretcher.  Af- 
ter it  is  dry  paste  a  border  of  plain  green  or  other  col- 
ored paper  around  the  edge,  allowing  it  to  come  over 
the  face  of  the  card,  about  a  half  or  three-quarters  of 
an  inch,  and  lap  around  the  edge  to  cover  the  wooden 
frame. 

Another  way  to  "mount"  or  stiffen  cards  is  to  score 
them  about  three-quarters  of  an  inch  from  the  edges, 
see  1,  2,  3,  4,  Fig.  21,  and  turn  the  edges  back  the  same 
as  a  box  cover.  This  will  necessitate  cutting  out  a 
three-quarter  inch  square  at  each  corner  to  allow  the 
sides  and  ends  to  turn  back.  After  turning  back,  paste 
or  glue  a  small  piece  of  cotton  on  the  corners  to  hold 
them  in  position.  Then  paste  a  border  on  the  edge  the 
same  as  directed  for  the  wooden  stretcher.  The  "scor- 
ing" is  done  by  cutting  the  card  not  quite  half  through 
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Plate  17— Fancy'fuU  block,  with  outline,  upperlcaso. 
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on  the  top  or  face  side  with  a  sharp  knife.    This  pre- 
vents the  card  from  breaking  when  you  bend  it  back. 

Pastes  and  Olues. 

As  every  card  writer  needs  paste  or  glue  almost  con- 
stantly, it  is  well  to  know  how  to  make  them.  A  super- 
ior paste  can  be  made  of  starch.  This  is  made  the  same 
as  a  laundress  makes  it  for  the  clothes,  only  much 


Samples  showing  wide  rantre  of  work  that  can  be  done  with 
the  air  brush. 

thicker.  First  dissolve  the  starch  with  cold  water,  to 
remove  all  lumps,  then  pour  boiling  water  on  it,  stirring 
all  the  time.  A  little  alum  water  added  to  this  or  a  few 
drops  of  oil  of  cloves  will  keep  it  for  weeks  from  spoil- 
ing. 

A  good  liquid  glue  can  be  made  by  dissolving  a  fine 
grade  of  white  glue,  or  fish  glue,  in  vinegar,  instead  of 
water,  for  at  least  twelve  hours.  Then  heat  it  in  a  dou- 
ble boiler  or  glue  pot  until  thoroughly  mixed.  Add  a 
few  drops  of  oil  of  cloves  to  keep  it.  This  glue  can  be 
made  to  use  cold  by  thinning  with  white  wine  vinegar. 
Use  no  water. 

Sample  Cards. 

The  Santa  Glaus  card  is  a  sample  that  is  worth 
studying.  It  is  a  fountain  air  brush  design,  re- 
quiring two  patterns  to  execute  it.  One  is  a  round  ring 
and  the  other  is  a  piece  cut  out  the  shape  of  old  Santa's 
head  and  beard.  Lay  the  pattern  of  the  head  on  the 
card  and  the  ring  on  top  of  it.  The  beard  of  Santa  will 
project  below  the  ring  or  circle.  Air  brush  around  the 
circle  and  the  beard,  then  take  off  the  pattern  of  the 
circle  and  allow  the  other  pattern  to  remain  in  its  place, 
and  air  brush  around  it  inside  the  circle.    Now  finish 


the  features  by  hand.  The  face  can  be  flesh  color 
and  the  top  of  the  cap  and  tassel  a  bright  red.  The  fur 
around  the  cap  niay  be  almost  any  fur  color.  You  can 
get  a  quicker  and  even  better  result  with  a  card  of  this 
type  if  you  can  get  a  picture  or  litho  of  old  Santa  and 
cut  it  out.  In  that  case  you  will  not  need  a  pattern. 
Simply  lay  the  picture  on  the  card  and  mark  aroivnd 
it  with  a  pencil  and  air  brush  over  the  pencil  marks.  It 
will  not  matter  if  you  go  inside  the  pencil  marks  for 
the  picture  will  cover  it  when  it  is  pasted  on  to  the 
card.  You  will  have  to  lay  a  piece  of  paper  over  the 
beard  where  it  projects  below  the  circle,  so  you  will  not 
air  brush  the  beard. 

In  the  group  of  cards,  Nos.  6  and  8  are  entirely  foun- 
tain air  brush  work,  and  give  some  idea  of  the  wide 


Air  brush  design,  requiring  two  patterns  to  execute. 

range  of  work  that  can  be  accomplished  with  this 
splendid  assistant  of  the  card  writer.  Nos.  9,  11  and  13 
and  the  leaves  on  No.  7,  are  also  air  brush  designs,  and 
further  illustrate  the  wide  range  of  work  that  can  be 
done  with  it.  Nos.  1  to  5  and  7,  8,  12  and  14  have  plas- 
tic work  on  them.  No.  7  is  an  example  of  an  openwork 
design  and  will  give  some  idea  of  how  a  transparent 
design  can  be  made. 


Plate  46— Fancy  full  block  with  outline,  lower  -jase. 
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Council  of  Ontario  College  of  Pharmacy  in  Session 

DiscusseJ  and  dealt  with  many  problems  of  the  college  and  drug 
trade — Principal  items  of  business  during  their  semi-annual  meeting 


THE  council  of  the  Ontario  College  of  Pharmacy  at 
its  semi-annual  session  in  Toronto  during  the 
week  of  June  7  discussed  and  dealt  with  a 
variety  of  questions  of  interest  to  the  college  and  its 
members,  as  well  as  to  the  Canadian  drug  trade  gener- 
ally. Problems  brought  to  the  front  by  the  existence 
of  the  present  war  were  very  much  in  the  limelight. 
The  question  of  the  standing  of  pharmacists  who  are 
giving  professional  services  at  the  Front  was  a  very 
prominent  one,  while  it  was  decided  that  students  who 
have  joined  the  colors  be  given  credit  on  their  term  of 
apprenticeship  for  time  given  to  military  duties.  The 
question  of  the  manufacture  of  medicinal  and  indus- 
trial chemicals,  to  replace  those  previously  imported 
from  Germany,  was  also  taken  up. 

Canada  Could  Produce  Many  Chemicals 

Prof.  Geo.  A.  Evans,  of  the  O.C.P.  staff,  demonstrated 
in  a  convincing  manner  how  Canada,  by  working  co- 
operatively with  Great  Britain  and  other  parts  of  the 
Empire,  could  produce  and  manufacture  chemicals, 
and  consequently  capture  a  good  deal  of  the  trade  on 
which  Germany  has  previously  held  pretty  much  of  a 
monopoly.  The  College  committee  on  education  and 
research,  after  a  conference  with  Prof.  Evans,  brought 
in  a  recommendation  that  the  initial  stage  should  be 
taken  by  the  Federal  Government,  and  that  a  fitting 
petition  be  addressed  to  the  Government  through  the 
Minister  of  Commerce,  or  otherwise,  urging  an  in- 
vestigation of  the  conditions  favorable  to  attainment  of 
derived  object,  and  pledging  the  hearty  co-operation  of 
the  college  in  the  undertaking.  They  also  recom- 
mended that  the  memorandum  of  Professor  Evans  be 
printed  in  the  minutes. 

To  Have  Reciprocity  with  Victoria,  Australia 

The  registrar-treasurer  reported  that  pursuant  to  the 
request  of  the  council  at  its  November  meeting  regard- 
ing reciprocity  in  diplomas,  most  gratifying  replies 
have  been  received  from  the  Pharmacy  Board,  Victoria, 
Australia.  It  was  recommended  that  an  official  agree- 
ment, similar  to  that  existing  between  Ontario  and 
Alberta,  be  entered  into  with  Victoria. 

Through  the  reciprocal  relations  with  Saskatchewan, 
certificates  were  granted  to  Malcolm  R.  McColl,  of 
Toronto,  and  D.  R.  Black,  of  St.  Thomas,  but  it  was 
decided  that  no  further  consideration  be  given  any 
applications  for  certificates  from  students  from 
Saskatchewan  until  an  agreement  similar  to  that 
with  Alberta  has  been  entered  into  between 
Ontario  and  Saskatchewan.  The  president  and  regis- 
trar are  to  sign  such  an  agreement  and  forward  it  on 
to  Saskatchewan  for  their  consideration  and  signature. 

Medals  for  Both  Theoretical  and  Practical  Chemistry 

The  presiding  examiner,  in  his  report,  drew  atten- 
tion to  the  conditions  surrounding  the  awarding  of 
the  medal  in  chemistry.  Up  to  the  present,  practical 
and  theoretical  chemistry  have  been  grouped,  and  the 
aggregate  of  the  two  taken  in  awarding  the  medal. 

In  the  recent  examination  one  candidate  secured  99 
points  in  theoretical  chemistry,  but  his  showing  in  the 


practical  subject  was  too  low  to  bring  his  average  in 
the  winning  class.  It  should  be  noted  that  this  candi- 
date made  an  otherwise  high  standing,  being  well  up 
in  the  honor  list.  It  would  seem  that  some  provisions 
should  be  made  to  meet  a  case  of  this  kind,  especially 
when  it  is  considered  fhait  the  large  degree  of  chance 
entering  into  the  practical  test  renders  the  latter  less 
conclusive  than  any  of  the  other  subjects. 

The  difficulty  has  been  overcome  by  the  donation  of 
a  medal  for  practical  chemistry  by  Prof.  Evans.  The 
Chambers  Medal  will  henceforth  be  awarded  for  the 
highest  marks  in  theoretical  chemistry,  and  the  Evans 
Medal  for  the  highest  in  practical  chemistry. 

A  Series  of  Business  Lectures  for  Students 

The  necessity  for  some  instruction  in  business  mat- 
ters and  salesmanship  is  being  recognized.  Last  session 
a  series  of  business  talks  was  given  before  the  students 
by  J.  W.  Flavelle,  G.  C.  T.  Pemberton,  W.  H.  Worden, 
C.  D.  Daniel,  R.  B.  J.  Stanbury,  and  W.  A.  Hargreaves. 
The  council  voted  their  appreciation  to  these  gentle- 
men for  their  services,  as  well  as  to  W.  H.  Worden.  who 
arranged  for  them. 

This  is  to  toe  followed  up  this  year  by  lectures  on 
salesmanship,  and  arrangements  are  to  be  made  with 
the  Sheldon  School  of  Business  Science  for  a. series  of 
business  lectures. 

R.  0.  Hurst  Appointed  to  Staff 

B.  0.  Hurst,  a  recent  graduate  of  the  college,  and  a 
gold-medalist,  was  chosen  to  succeed,  in  the  chair  of 
materia  medica,  Lieut. -Col.  J.  T.  Fotheringham,  who 
went  to  the  Front  as  Chief  Medical  Officer  of  a  Cana- 
dian contingent.  It  was  decided  that  the  classes  in 
theoretical  chemistry,  over  which  Dr.  Graham  Cham- 
bers had  charge,  should  be  handled  toy  Prof.  G.  A. 
Evans,  in  addition  to  the  work  in  pi-aetical  chemistry 
which  the  latter  now  conducts.  Dr.  Chambers  is  also 
with  the  troops. 

Credit  on  their  apprenticeship  term  for  time  served 
at  the  Front  will  be  granted  to  W.  H.  Till,  of  Mount 
Forest;  J.  L.  McPhail,  of  London,  and  Roy  E.  Munn,  of 
London. 

Notes  of  the  Session 

It  was  decided  to  have  one  thousand  copies  of  the 
Canadian  Formulary  printed,  and  Mr.  Worden  and 
Registrar  Graham  were  empowered  to  receive  tenders 
and  allot  same. 

J.  H.  H.  Jury,  of  Bowmanville,  presided  at  the  meet- 
ings. The  other  members  of  the  council  are :  S.  J. 
Johnston,  Sarnia ;  Henry  Walters,  Ottawaj  E.  W.  Case, 
Picton ;  W.  H.  Worden  and  Geo.  E.  Gibbard,  Toronto ; 
Alex.  Stewart,  Guelph;  H.  G.  Robertson,  Barrie;  Bur- 
well  Griffin,  Hamilton ;  E.  R.  Wigle,  Goderieh ;  Clarence 
T.  Adams,  Sault  Ste.  Marie ;  J.  T.  Pepper,  Woodstock ; 
T.  E.  McLellan,  Gait. 

A  new  council  will  be  .elected  in  July. 

Full  proceedings  of  the  meeting  are  being  printed 
and  will  be  sent  out  to  members. 

Registrar-treasurer  Graham  reported  a  prosperous 
year  and  an  increase  in  the  surplus  of  the  college. 


July.  19]  5 


THE  RETAIL  DRUGGIST  OF  CANADA. 


33 


NEW  OFFICERS  OF  CANADIAN  WHOLESALE 
DRUGGISTS'  ASSOCIATION 

At  the  animal  t'onveution  of  the  Canadian  Whole- 
sale Druggists'  Association,  at  Quebec,  on  May  17, 
the  following  officers  were  elected: 

Hon.  President — D.  W.  .Bole,  Montreal. 

President — D.  Hockiu,  Vancouver. 

Vice-President — M.  C.  Macpherson,  Ottawa. 

Secretary — J.  Mattinson.  Montreal. 

Treasurei^W.  S.  Elliott,  Montreal. 

Executive — A.  Lyman.  Montreal ;  Chas.  McD.  Hay, 
Toronto:  E.  D.  Martin.  Winnipeg;  T.  A.  Henderson, 
Toronto;  A.  C.  Gorden,  Hamilton;  E.  C.  Mitchell,  Lon- 
don, and  C.  W.  Tinling,  Montreal. 

Mr.  Hoekin,  the  president,  is  assistant  manager  for 
the  Xational  Drug  &  Chemical  Co..  at  Vancouver.  He 
was  born  in  Pietou.  X.S.,  and  was  apprenticed  to  W. 
P.  Odell,  of  Truro,  N.S.  He  joined  Simson  Bros.,  of 
Halifax,  and  took  a  position  with  the  National  Drug 
Co.  when  it  was  formed,  and  when  T.  M.  Henderson 
retired  from  active  work  he  went  to  Vancouver  as 
assistant  manager. 

COUNCIL  OF  QUEBEC  ASSOCIATION 

The  Pharmaceutical  Association  of  Quebec  held  its 
annual  meeting  in  Montreal  on  June  8,  with  John  E. 
Tremble,  president,  in  the  chair.  The  annual  report 
and  financial  statement  were  submitted  and  adopted. 

The  scrutineers  presented  their  report,  showing  that 
the  following  had  been  elected  to  the  council :  John  E. 
Tremble.  A.  J.  Laurence,  J.  E.  W.  Leeoui-s,  S.  Boulkind, 
A.  D.  Quintin,  E.  Vadboncoeur.  These  gentlemen,  with 
those  remaining  in  office,  viz.,  Messrs.  A.  L.  Jolicoeur, 
J.  A.  D.  Godbout.  H.  W.  Reynolds,  E.  C.  Fraser,  W.  P. 
Laroche,  and  F.  H.  Spearman,  will  compose  the  new 
council  for  1915-16.  The  election  of  officers  will  take 
place  at  the  first  meeting  of  the  council  in  July  next. 


G.  E.  RASON  BACK  FROM  ROUND-THE-WORLD 
JAUNT 

G.  E.  Rason,  of  F.  K.  Stearns  &  Co.,  of  Windsor,  Out., 
has  returned  from  an  extended  trip  around  the  world. 
He  had  the  unique  experience  of  going  over  the  battle- 
field where  the  French  hurled  back  the  Germans  at 
Marne,  of  being  convoyed  through  the  Suez  Canal  when 
soldiers  lined  both  sides,  and  of  watching  lively  anti- 
German  riots  in  London  after  the  sinking  of  the  Lusi- 
tania. 

Mr.  Rason  Ijas  been  gone  on  his  trip  over  a  year,  and 
was  accompanied  by  his  family.  He  has  been  pro- 
moted to  the  position  of  manager  of  the  foreign  de- 
partment at  the  head  office  of  the  company,  in  Detroit, 
and  has  been  made  a  director  of  the  Canadian  company. 


ANNUAL  MEETING  OF  NEWFOUNDLAND 
PHARMACEUTICAL  SOCIETY 

At  the  sixth  annual  meeting  of  the  Newfoundland 
Pharmaceutical  Society,  at  its  new  headquarters  in 
the  Smallwood  Building,  Duckworth  St.,  St.  John's, 
the  following  officers  were  elected: 

President — R.  G.  MacDonald. 

Vice-President — M.  J.  Murphy. 

Secretary — M.  F.  Wadden. 

Treasurer — P.  O'Mara. 

The  council  for  this  year  is  composed  of  Messrs.  R. 
G.  MacDonald,  D.  G.  Fraser,  M.  F.  Wadden,  A.  W. 
Keiuiedy,  M.  J.  Murphy,  P.  O'Mara,  H.  Miller,  A.  Staf- 
ford, W.  H.  Liddy,  and  H.  Peddigrew. 


SUCCESSFUL  SASKATCHEWAN  STUDENTS 

The  successful  students  at  the  recent  examinations 
of  the  Saskatchewan  Pharmaceutical  Association  were : 

Wm.  Crosbie,  Thos.  Holly,  Wm.  Potts,  Mr.  Kalick, 
Prank  Edwards,  R.  J.  Eley,  Robt.  Hill,  P.  Ackerman, 
Sydney  Rockstraw,  and  Scott  McKay. 

The  aiuiual  meeting  of  the  Saskatchewan  Pharma- 
ceutical Association  will  be  held  in  Regina  on  July  13. 


Pharmaceutical  Roll  of  Honor 


JUDSON  ELLIS  DIES  FROM  WOUNDS 

ONE  of  the  members  of  the  Canadian  drug  trade 
who  has  given  his  life  for  the  Empire  and  the 
great  cause  for  which  it  is  fighting    is  Judson 
Ellis,  of  AUiston,  Out.,  a  member  of  the  3rd  Field  Am- 
bulance, who  has  died  from  wounds  received  on  the 
battle  line  in  France  on  May  21. 

Mr.  Ellis  was  one  of  Alliston's  most  popular  'boys. 
He  served  his  apprenticeship  with  E.  B.  Schell,  of  AUis- 
ton, graduating  from  the  Ontario  College  of  Pharmacy 
with  honors  in  1913.  Following  graduation  he  took  a 
position  with  the  Gordon  Mitchell  Drug  Co.,  of  Winni- 
peg, where  he  enlisted. 

CORPORAL  A.  E.  THOMAS  KILLED  IN  ACTION 

TO  C.  M.  S.  Thomas,  the  veteran  druggist,  of  Am- 
herstburg,  Ont.,  the  drug     trade     extends     its 
deepest  sympathy  in  the  death  of  his  son.  Corp- 
oral A.  E.  Thomas,  who  fell  while  fighting  with  the 
Canadian  contingent  in  France. 

Mr.  Thomas  has  just  reason  for  pride  in  the  sons  he 
has  reared,  for  not  only  has  one  given  up  his  life  for 
the  honor  of  the  fiag,  but  three  others  are  also  serving 
with  the  colors. 


B.  C.  DRUG  CLERK  FALLS  AT  FRONT 

AMONG   those   who    have    recently   fallen    at   the 
Front  was  Lance-Corporal  C.  Moodie,  a  British 
Columbia  drug  clerk.    He  was  at  one  time  with 
the  Burns  Drug  Company,   Vancouver,   and   recently 
with  the  Powell  River  Drug  Company,  Powell  River, 
British  Columbia. 


NEWFOUNDLAND  DRUGGIST  TO  THE  FRONT 

M.  J.  Murphy,  vice-president  of  the  Newfoundland 
Pharmaceutical  Society,  is  at  present  in  Scotland,  be- 
ing a  sergeant  of  the  Ambulance  Division  with  the  first 
contingent  of  the  Newfoundland  Regiment,  which  is 
in  training  there.  He  is  an  enthusiastic  member  of  the 
craft  in  Newfoundland,  and  at  the  recent  meeting  of 
the  society  was  unanimously  re-elected  vice-president. 
Previous  to  enlistment  he  held  an  important  position 
on  the  staff  of  Thos.  McMurdo  &  Co.,  St.  John's,  the 
oldest   drug  firm  in   Newfoundland,   of  which   T.   M. 

McNeil  is  principal. 

«     •     • 

E.  C.  Ready,  accountant  with  the  Canada  Drug  & 
Book  Co.,  of  Regina,  has  enlisted  with  the  3rd  Contin- 
gent. 

•     •     • 

W.  P.  MacKusie,  who  relieved  Dr.  R.  H.  Sutherland, 
of  Springhill,  N.S.,  when  the  latter  went  to  the  Front, 
has  also  joined  the  colors  and  has  sailed  for  Europe. 
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NEWS  OF  THE  TRADE 

From  Coast  to  Coast 


Quebec  and  Maritime  Provinces 

La  Compagnie  Des  Produits  Aseptol,  manufacturers 
of  patent  medicines,  Three  Rivers,  have  registered. 

The  Ideal  Medicine  Co.,  of  Victoriaville,  Que.,  has 
registered. 

The  Promo  Medicine  &  Products  Co.,  of  Victoria- 
ville, Que.,  ha;s  registered. 

J.  A.  Champagne,  druggist,  of  Verdun,  Que.,  passed 
away  in  late  May. 

Howard  Taylor,  of  Windsor,  N.S.,  has  accepted  a 
position  with  Grant  Bros.,  of  New  Glasgow. 

Will  Borden,  for  some  time  with  Crease  &  Munro, 
Amherst,  N.S.,  has  taken  a  position  with  the  Pugwash 
Drug  Co. 

L.  J.  Mylius,  of  the  National  Drug  &  Chemical  Co., 
representing  the  Maritime  Provinces  on  the  board  of 
the  Canadian  Credit  Men's  Trust  Association,  was 
elected  vice-president  of  that  association  at  its  annual 
meeting  in  Winnipeg. 

Ontario 

Geo.  Parke,  of  Parke  &  Parke,  Hamilton,  Ont.,  has 
returned  from  a  visit  to  the  San  Francisco  Exposition. 

James  Luxton  is  now  manager  of  the  Bond  Drug 
Store,  Sault  Ste.  Marie. 

Sweet  &  Dunlop,  druggists,  of  Hamilton  and  Dun- 
das,  have  dissolved. 

Dr.  J.  A.  McNiven,  druggist,  of  Comber,  has  sold  to 
P.  B.  Robertson. 

The  stock  and  fixtures  of  the  estate  of  the  Central 
Drug  Co.,  Ltd.,  of  Port  William,  have  been  sold  to 
W.  H.  Gillespie. 

A.  Caldwell  is  now  with  Laurence,  Ltd.,  of  Sault 
Ste.  Marie.  He  was  formerly  with  H.  G.  Robertson, 
Barrie. 

The  branch  store  at  Hurst  of  Laurence,  Ltd.,  of  Sault 
Ste.  Marie,  is  in  charge  of  F.  J.  Willey. 

J.  D.  TuUy,  of  Peterboro,  who  died  in  his  64th  year, 
was  engaged  in  the  drug  business  in  that  city  for  39 
years.    He  sold  his  business  in  1910. 

P.  H.  Walley  of  Waterdown,  Ont.,  whose  store  was 
recently  burnt,  will  open  a  new  store  as  quickly  as 
possible. 


Burke  P.  Poster  has  opened  a  new  store  in  Bedford 
Park,  Yonge  St.,  North  Toronto. 

Victor  Sawyer  has  taken  a  position  with  his  previous 
employer,  R.  M.  Tuthill,  1313  King  St.  W.,  Toronto. 
Mr.  Sawyer  was  silver  medalist  at  the  recent  examin- 
ations of  the  O.C.P.,  and  also  won  the  John  Roberts 
Gold  Medal  in  chemistry  and  pharmacy. 

Harold  P.  Ritchie,  of  Harold  P.  Ritchie  &  Co.,  Ltd., 
manufacturers'  agents,  Toronto,  has  returned  from  an 
extended  business  trip  through  Western  Canada. 

The  Miller  Rubber  Company  of  Canada,  Ltd.,  has 
been  incorporated  with  a  capital  stock  of  $50,000. 
Along  with  other  lines,  they  will  manufacture  surgical 
and  hospital  supplies.    The  head  ofilce  is  in  Toronto. 

Manitoba  and  Saskatchewan 

A.  J.  Swan,  druggist,  of  Binscarth,  Man.,  has  been 
succeeded  by  John  V.  Brandon. 

E.  J.  Mitchell,  druggist,  of  Esterhazy,  Sask.,  has 
been  succeeded  by  B.  B.  Walker. 

Jack  Johnson  has  taken  a  position  with  the  Shaun- 
avon  Drug  &  Stationery  Co.,  Shaunavon,  Sask. 

W.  M.  Vanvalkenburg  has  severed  his  connection 
with  the  Regina  Trading  Co.,  of  Regina.  He  has  been 
in  Regina  for  thirteen  years,  and  with  the  Regina  Trad- 
ing Co.  for  four  years.    He  is  succeeded  by  Mr.  Guffis. 

Alberta 

E.  S.  Hyman,  druggist,  of  Strome,  Alberta,  has  been 
succeeded  by  G.  A.  P.  Sherran  &  Co. 

Dewitt  Speers  has  succeeded  to  the  drug  business  of 
J.  W.  Johnston,  of  Calgary. 

The  business  of  Dr.  Mace,  at  Big  Valley,  Alberta, 
has  been  purchased  by  G.  J.  Anderson. 

British  Columbia 

P.  L.  Neiley  has  taken  a  position  with  Harrison's 
Drug  Store,  Vancouver. 

Robt.  C.  Pattinson  is  now  with  W.  S.  Terry,  Port  St., 
Victoria.  He  was  formerly  with  W.  E.  Poxwell,  Vic- 
toria West. 

George  Blunt,  recently  with  C.  M.  Pineo,  Albemi,  is 
now  with  Cyrus  H.  Bowes,  Victoria. 

Utley  Terry  and  James  Rennie,  of  Victoria,  have 
joined  the  Motorcycle  Corps  of  the  47th  Battalion. 

The  marriage  of  T.  S.  Quance,  of  Phoenix,  to  Miss  E. 
McEwen,  took  place  on  June  2.  A  honeymoon  was 
spent  at  the  San  Francisco  Exposition. 


A.  J.  Johnston  Nominated  as  Candidate  in  Next 
Federal  Elections 

A  LBBRT  J.  JOHNSTON,  the  well  known  druggist  of  Sarnia,  Ont., 
/-\  was  nominated  as  candidate  in  the  next  Federal  elections  by  the 
Conservatives  of  West  Lambton,  at  a  large  convention  of  the 
association  of  that  riding  on  June  16. 

Mr.  Johnston  is  well  known  in  pharmaceutical  circles  and  has  been 
an  enthusiastic  worker  for  the  promotion  of  the  drug  trade  for  many 
years.  He  is  at  present  vice-president  of  the  Ontario  College  of  Phar- 
macy and  chairman  of  the  by-laws  and  legislajtion  committee  of  that  in- 
stitution. He  is  also  chairman  of  the  committee  on  legislation  of  the 
Canadian  Pharmaceutical  Association. 

He  has  always  taken  a  keen  interest  in  legislative  matters  relative 

A.  J.  Johnston,  Sarnla. 

to  the  drug  trade,  and  with  him  in  Parliament  the  drug  trade  would  be 
assured  of  an  able  champion  of  their  rights  and  demands. 
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NEW  COUNCILLORS  OF  B.  C.  ASSOCIATION 

The   annual   meeting  of  the   B.   C   Pharmaceutical 
Association  was  held  in  Victoria  on  June  10,  the  semi- 
annual meeting  of  the  council  being  held  on  the  morn- 
ing of  the  same  day. 
The  following  new  councillors  have  been  elected: 
No.  1  district — Charles  G.  Mills,  Vancouver. 
No.  2  district — Frederick  J.  Williams,  Victoria.  ~ 
No.  3  district — Walter  Bews,  Revelstoke. 
The  other  councillors  who  hold  office  for  one  more 
year  are:  T.  H.  Robinson,  Vancouver;  J.  H.  Emery, 
Victoria,  and  F.  J.  MacKenzie,  White  Rock,  B.C. 


OFFICERS   OF   MONTREAL    COLLEGE   OF 
PHARMACY 

The  following  officers  were  elected  at  the  annual 
meeting  of  the  Montreal  College  of  Pharmacy: 

Hon.  President — David  Watson. 

President — Leo.  G.  Ryan. 

Vice-President — M.  Albert. 

Treasurer — W.  H.  Chapman. 

Executive  Board— A.  T.  Christie,  H.  Singer,  0.  St. 
Amour,  W.  S.  Stone.  0.  H.  Tansey,  M.  Freeman,  S. 
Boulkind,  R.  S.  Bryson,  and  C.  T.  Milne. 

Prizes  and  Diplomat 

The  following  prizes,  diplomas  and  certificates  were 
presented,  the  Dean,  A.  B.  J.  Moore,  making  the 
presentations: 

Miss  Dora  Schacher.  the  Dean's  silver  medal  for 
botany;  diploma  and  honor  certificates. 

Messrs.  Paul  V.  Charland  and  Leopold  Tetu,  the 
president's  bronze  medals  for  materia  medica,  junior 
and  honor  certificates. 

Mr.  J.  II.  Scharf.  prizes  for  botany  and  senior  chem- 
istry, dijdoma  and  certificates. 

Mr.  W.  J.  Kavanagh,  prize  and  honor  certificates  for 
chemistry,  senior. 

Mr.  J.  C.  Cusson,  prize  and  certificate  for  chemistry, 
junior. 

Diplomas-  and  Certificates — Messrs.  Joseph  Eldlow 
(honors),  Harry  F.  Gold,  Isidore  Getz,  Wm.  Liebel,  L. 

A.  Casey,  and  Chas.  Hillrieh.    . 

Certificates — Messrs.  L.  A.  Leduc,  S.  Sehmerling,  J. 

B.  Martin,  L.  Lightstone,  H.  Neamton,  C.  M.  Call,  and 
S.  Frischling. 

The  faculty  is  composed  of:  Prof.  A.  B.  J.  Moore 
(Dean),  Messrs.  T.  Linsey  Crossley,  Herve  Nadeau,  and 
L.  S.  Desautels.  An  enlarged  photograph  of  the  dean 
was  given  to  the  college  by  the  students  as  a  mark  of 
appreciation  of  the  dean's  services. 


SUCCESSFUL  STUDENTS  AT  NOVA  SCOTIA 
COLLEGE  OF  PHARMACY 

The  following  were  successful  at  the  recent  examin- 
ations of  the  Nova  Scotia  College  of  Pharmacy; 

S.  J.  McNeill,  Glace  Bay ;  Fraser  Colquhoun,  Sydney ; 
Harry  D.  Madden,  Amherst  and  S.  R.  Balcom,  Halifax. 
Thomas  P.  Slavin,  of  Sydney  Mines,  passed  in  all  sub- 
jects except  botany. 

Certified  Clerks— W.  F.  Boudrot.  Amherst  ;'J.  H.  Or- 
mond.  Amherst,  and  Alex.  Collins,  Inverness. 

Gold  Medal  (for  general  excellence) — H.  D.  Madden. 

Silver  Medal  (for  dispensing) — S.  R.  Balcom. 


THOSE  WHO  PASSED  PHM.  B.  EXAMINATIONS 
AT  TORONTO  UNIVERSITY 

The  following  students  were  successful  at  the  recent 
(>xaminations  for  the  degree  of  Bachelor  of  Pharmacy, 
held  at  the  University  of  Toronto : 

G.  L.  Agnew,  Victoria,  B.C. 

J.  H.  Anguish,  Muirkirk,  Ont. 

C.  G.  Butchart,  Edmonton. 

W.  H.  Davis,  Toronto. 

T.  R.  Douglas,  Meaford,  Ont. 

J.  W.  Ford,  Dunnville,  Ont. 

E.  P.  Foster,  Medicine  Hat. 
W.  R.  Freeman,  Brighton,  Ont. 
R.  E.  Garvin,  Acton,  Ont. 

V.  W.  Graham,  Cobden,  Ont. 

G.  H.  Grant,  Toronto. 

G.  C.  Hodgins,  Niagara  Falls,  Ont. 

C.  W.  Holbrook,  North  Bay,  Ont. 

F.  F.  Homuth,  Winghaim,  Ont. 
H.  I.  Johnston,  Windsor,  Ont. 

G.  E.  Kidd,  Warsaw,  Ont. 
J.  S.  Lawson,  Guelph,  Ont. 
C.  T.  Lee,  Toronto. 

C.  H.  McAvoy,  Exeter,  Ont. 

W.  T.  Mackenzie,  Gravenhurst,  Ont. 

A.  F.  McKibbin,  Pakenham,  Ont. 

H.  W.  Magee,  Toronto. 

M.  R.  Nieol,  Norwood,  Ont. 

G.  Pinder,  Mitchell,  Ont. 

W.  H.  Pole,  Sarnia,  Ont. 

F.  J.  Powers,  Ottawa. 

E.  Rumford,  Fort  William,  Ont. 

W.  C.  Seaton,  Forest,  Ont. 

E.  A.  Simmons,  Hamilton,  Ont. 

F.  E.  Snetsinger,  Cornwall,  Ont. 
0.  S.  Upshall,  London. 

E.  Vogelman,  Dunnville,.  Ont. 
W.  F.  Walther,  Mitchell,  Ont. 
L.  G.  J.  Watson,  Exeter,  Ont. 
0.  P.  Watson,  Vernon,  B.C. 
E.  T.  Weir,  Ashcroft,  B.C. 
A.  R.  Wilkins,  Toronto. 
J.  W.  Wilson.  Sarnia,  Ont. 
E.  L.  Wing,  Berlin,  Ont. 

D.  II.  Wray,  Newmarket,  Orit. 
H.  Zilliax,  Listowel,  Ont. 


OFFICERS  OF  MANITOBA  R.  M.  A. 

Campbell  Jarratt  has  been  appointed  provincial  sec- 
retary of  the  Manitoba  Retail  Merchants'  Association. 
The  new  executive  for  the  ensuing  year  is  as  follows: 
President,  C.  F.  Rannard;  1st  vice-president,  J.  H. 
Treleaven ;  2nd  vice-president,  W.  A.  Templeton ;  trea- 
surer, T.  A.  Connell,  and  F.  W.  Lambert,  auditor. 


Ormand  A.  McDonald,  of  Terry's  Drug  Store,  Fort 
St..  Victoria,  was  married  to  Frances  Foster  last  month. 
The  latter  is  a  niece  of  George  Chadwick,  druggist. 


NEWS  NOTES  OF  DRUG  TRADE 

P.  M.  Gillespie,  druggist,  of  Hedley,  B.C.,  is  on  an 
extended  visit  at  his  old  home  in  Muskoka,  Ont. 

Waller  Crummer  is  now  with  the  Owl  Drug  Co.,  Cor- 
dova St.,  Vancouver.  He  was  formerly  with  the 
Uneeda  Pharmacy. 

H.  J.  Rogers  has  taken  a  posiition  with  Campbell's, 
Ltd.,  Vancouver. 

L.  G.  Manuel  is  located  in  new  and  enlarged  quarters, 
at  .'5712  Victoria  Drive,  Vancouver. 

G.  F.  Woods  has  taken  ,a  position  with  D.  E.  Camp- 
bell, Fort  and  Douglas  Streets.  Victoria.  He  was  for- 
merly with  A.  Galloway,  Kamloops,  B.C. 
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THE  STATIONERY  DEPARTMENT 


=1      A  dtpartmenl  devoted  lo  stationery,  took'i  pott  cards  and  associated  lines      1 1 


Building  Up  a  Stationery  Trade 

By  Fred.  B.  Alchinson 

I  WISH  to  call  your  attention  to  some  facts  and  con- 
ditions relative  to  the  sale  of  stationery.  There  are 
more  correspondence  papers  and  stationery  sold  by 
the  drug  store  trade  to-day  than  by  any  other  class  of 
merchants.  Many  druggists  have  the  idea  that  the 
bulk  of  stationery  is  sold  by  the  iDOok  stores  and  com- 
mercial stationers.  Such  is  not  the  case.  The  largest 
bulk  of  this  goods  is  sold  by  the  druggists — the  next 
largest  sale  is  by  the  department  store.  Any  druggist 
who  features  stationery  carries  more  than  the  average 
book  store,  and  it  is  my  opinion  as  a  paper  salesman 
that  the  sale  of  stationery  in  book  and  commercial  sta- 
tionery stores  is  growing  smaller  each  year,  while  the 
sale  with  the  druggist  and  department  store  is  increas- 
ing very  rapidly. 

A  Good  Stock  Necessary  for  Good  Results. 

Now,  Mr.  Druggist,  are  you  getting  your  share  of 
this  business  which  is  in  the  proce^  of  enlargement? 
Why  not  wake  up  to  the  fact  that  things — perhaps  un- 
consciously— are  coming  your  way.  How  many  of  you 
carry  just  enough  stationery  to  perhaps  accommodate 
an  occasional  customer  who  happens  to  come  in  to  buy 
stationery  because  the  book  store  or  department  store 
is  closed?  Wake  up,  Mr.  Druggist,  you  have  not  a  big 
enough  stock  of  paper  to  make  any  noise  in  the  station- 
ery trade.  You  may  have  a  customer  to-day  and  never 
have  him  again.  What  have  you  to  attract  a  customer 
to  your  store  again  for  another  purchase? 

I'm  reminded  of  the  pill  peddler  on  the  corner  selling 
his  ware,  who  cried  out:" I've  sold  these  pills  for 
twenty-five  years  and  never  had  a  complaint."  Then 
a  wag  retorted:" Dead  men  tell  no  tales."  Mr.  Drug- 
gist, you  have  some  dead  customers  in  your  territory 
that  are  not  interested  enough  in  your  line  to  come 
back.  Give  me  a  come-back  business  and  I  will  show 
you  a  profitable  business.  Again,  let  me  tell  you  that 
you  will  have  hard  work,  and  I  will  say  further,  little 
hope  of  success  in  business  or  profits  by  buying  a  non- 
descript line  of  goods. 

Stock  Attractive,  Up-to-date  lines. 

It  is  an  essential  that  you  have  a  standard  line  of 
attractive,  up-to-date  merchandise  adaptable  to  your 
particular  locality.  A  man  said  to  me  when  demurring 
on  adding  a  line:  "I  can't  sell  it."  T  said:  "No,  you 
cannot  well  sell  something  you  do  not  carry.  Do  you 
stock  your  other  lines  with  so  much  discrimination?" 

It  is  and  should  be  the  business  of  paper  houses  to 
know  the  paper  line  as  to  quality  and  style ;  how  papers 
are  made  and  of  what  they  are  composed ;  what  is  and 
is  not  staple  in  a  certain  territory.  Tt  is  not  a  question 
of  how  much  has  been  sold  in  New  York  or  Chicago, 
but  how  much  will  sell  right  here  in  Ohio. 

I  have  interviewed  men  who  said  they  couldn't  buy 
papeteries  to  retail  at  25  cents  and  pay  over  8  or  10 
cents.    Why?    Because  they  said  they  could  not  make 


any  profit  on  other  lines  and  they  had  to  make  it  on 
paper. 

The  moral  is  this:  Stationery  is  not  a  cut  rate  com- 
modity; you  can  walk  into  a  department  store  and  see 
dry  goods,  soaps,  toilet  articles,  perfumes,  and  other 
things  which  belong  in  your  line  at  cut  prices,  but  rarely 
is  this  the  case  with  paper. 

You  must  give  the  department  store  man  credit  for 
being  far  in  advance  in  his  merchandising.  He  is  buy- 
ing a  better  class  of  merchandise  than  many  druggists 
are  buying,  paying  more  for  it  and  selling  it  at  the 
price  you  are  asking  for  the  so-called  profit-making 
lines.  He  has  values  and  the  public  soon  know  it.  They 
pass  your  door  and  patronize  the  down-town  store.  I 
remind  you  that  too  many  of  you  are  not  right  on  your 
quality.  Do  not  forget  this  if  every  other  statement 
of  this  address  is  forgotten.  "Price  is  not  what  you 
pay,  but  what  you  get  for  what  you  pay."  Price  is  a 
bottomless  pit.  If  you  are  shopping  for  prices  you'll 
get  prices  more  likely  than  merchandise. 

Editor's  Note. — The  above  is  part  of  an  address  on 
the  sale  of  stationery  delivered  before  the  Ohio  Phar- 
maceutical Association.  More  of  the  same  will  be 
given  in  another  issue.  Druggists  are  realizing  that 
stationery  is  an  important  department  and  are  getting 
behind  it  strongly.  We  would  be  pleased  to  have  read- 
ers send  on  along  letters  on  what  they  are  doing  to 
promote  sales  in  this  line. 


THE  SALE  OP  SOUVENIR  POST  CARDS. 

A  dealer  who  conducted  a  summer  souvenir  store  for 
some  eleven  years  states  that  souvenir  post  cards,  con- 
sidering the  time,  labor  and  space  given  to  them, 
showed  a  better  profit  than  anything  else  in  the  store. 
There  is  no  doubt  that  this  department  is  at  least  one 
worth  giving  some  attention  to.  Statistics  go  to  show 
that  the  post  card  business,  instead  of  declining  as 
some  dealers  predicted  a  few  years  ago,  is  showing  an 
increase. 

This  dealer  says  that  better  cards  are  sold  than  ever 
before.  There  are  plenty  of  persons  who  are  willing 
to  pay  twenty-five  or  fifty  cents  each  for  cards  to  send 
to  their  friends.  One  dealer  claims  that  he  sells  more 
cards  at  these  prices  than  he  does  at  five  cents. 

And  as  for  local  view  cards,  they  sell  as  well  as  they 
ever  did.  The  leading  druggist  in  a  large  summer 
resort  town  told  me  that  he  sold  more  cards  last 
sea.son  than  ever  before.  The  sale  on  some  cards  was  so 
much  greater  than  expected  that  they  ran  out  and  he 
estimated  that  they  turned  away  five  hundred  people 
each  week  who  were  looking  for  cards  that  they  did 
not  have.  The  druggist  has  a  fine  display  of  cards  that 
sell  two  for  five  cents  and  another  equally  large  display 
that  he  sells  for  one  cent  each.  The  cheaper  cards  do 
not  displace  the  dearer  ones.  People  get  the  kind  they 
come  after. 

The  picture  post  card  has  come  to  stay.  No  letter 
can  do  the  work  of  one  handsomely  colored  card  in 
sending  home  the  story  of  what  the  traveler  has  seen. 
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School  Opening 

THE  IMPERIAL  SERIES  of 
SCHOOL  PRACTICE  BOOKS 


Anticipating  the  demand  for  patriotic  cover 
designs,  we  have  published  a  series  of  Military 
and  Naval  subjects  in  many  colors,  never  before 
equalled,  and  unexcelled  in  execution. 


Your  Success  with  our  Goods 
is  Our  Success  in  Business. 


We  know  the  wonderful  drawing  power  of  a 
picture  to  both  young  and  old.  If  paper  is  right 
and  plenty  of  it,  the  cover  will  sell  the  book. 

BEST     VALUE     IN     SUNDRIES 


Warwick  Bros.  &  Rutter,  Limited 

Manufacturing  Stationers 

Toronto 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A  department  of  means  and  methods  of  incteasing  business  In  photographic  sup- 
pliest   pennants,  plaving  cards,   pens,  ink,  sporting  goods,    novelties,  china,    etc. 

II 

CAMERA  TIME  IS  HERE. 

Joys  of  picture  taking  and  picture  making  are  too 
great  to  resist.  Men,  women  and  children  find  delight 
in  so  charming  a  pastime.  Amateur  photography  is 
a  recreation  to  mind  and  soul.  It  sounds  the  call  of  the 
woods  and  rocks.  It  brings  to  your  life  and  home  the 
beauties  of  Nature's  playgrounds.  It  creates  .a  spirit 
of  out-of-doors  and  a  desire  to  see  and  know  the  charm 
of  unusual  places  and  people. 


STIMULATING  PHOTOGRAPHIC  BUSINESS  BY 
PRIZE   CONTESTS. 

By  A.  W.  Rideout 

Having  installed  your  camera  department  and  given 
it  a  compact  but  good  display,  the  next  thing,  of  course, 
is  to  do  some  advertising.  Whatever  you  may  do  in 
the  way  of  ordinary  conventional  advertising  in  the 
local  newspaper  or  otherwise,  I  believe  that  one  of 
the  best  methods  of  creating  a  lively  interest,  and  of 
making  your  store  the  centre  of  attraction  for  all 
camera  fiends  is  to  offer  a  few  prizes. 

Pictures  of  Children  Popular. 

Pictures  of  children,  or  those  containing  children, 
come  first  in  popularity  and  I  would  offer  a  prize,  or  a 
first  and  second  prize,  for  the  best  picture  of  this  char- 
acter sent  in. 

Then  I  would  have  a  prize  or  two  for  the  best  vaca- 
tion pictures.  That  is,  pictures  that  were  actually 
taken  by  somebody  while  away  from  home  on  their 
vacation.  This  offer  will  remind  people  to  go  prepared 
and,  by  the  same  token,  to  get  their  supplies  at  your 
store  before  the  start.  They  may  arrange  also  to  send 
films  back  to  you  for  developing. 

Another  prize  or  series  of  prizes  should  be  offered 
for  best  local  view.  This  offer  takes  advantage  of 
local  pride,  and  may  be  the  means  of  securing  for  you 
one  or  more  excellent  views  that  you  could  arrange  to 
have  made  up  into  post  cards. 

Pets  and  live  stock  also  make  a  popular  appeal  if 
anything  further  is  desired. 

How  Dealer  Profits. 

You  should  arrahge  some  neat  method  of  displaying 
the  photos  as  they  are  sent  in,  keeping  the  display 
changing  as  often  as  the  exigencies  of  new  arrivals 
make  it  possible.  The  name  of  the  person  contributing 
the  picture  should  be  attached. 

At  the  end  of  the  contest  an  extra  display  should 
be  made  of  the  prize-winning  pictures. 

It  is  an  excellent  idea  to  look  carefully  at  all  prints 
■before  delivering  them  to  the  customer,  and  if  you  find 
a  negative  that  you  think  would  make  a  good  enlarge- 
ment, enclose  it  in  a  separate  envelope  with  a  slip 
suggesting  that  this  film  is  an  excellent  one  to  en- 
ilarg,e.  Enclose  also  with  it  your  price  list  for  enlarge- 
ments and  if  the  customer  should  take  the  matter  up 
with  you,  tell  them  why  it  is  suited  to  that  purpose. 
Perhaps  it  has  good  definition,  the  detail  is  good,  the 
Tights  and  shadows  pleasing  or  whatever  the  ease  may 


be.  This  not  only  helps  to  get  further  work,  but  the 
customer  will  be  complimented  and  pleased  to  think 
they  were  so  successful.  It  will  be  good  advertising 
whether  you  get  any  immediate  benefit  out  of  it  or  not. 
If  you  should  adopt  any  of  these  suggestions  we 
would  be  very  glad  to  hear  about  it  later  in  the  season, 
and  a  prize  winning  picture  or  two  would  be  acceptable 
for  reproduction  along  with  the  article. 


SEASON  FOR  SELLING  FLASHLIGHTS. 

The  number  of  druggists  who  are  taking  up  the  sale 
of  flashlights  is  constantly  increasing.  This  is  a  line 
that  not  only  works  in  well  with  the  various  sidelines 
that  the  druggist  carries,  but  it  also  pays  an  appreci- 
able profit. 

The  demand  for  flashlights  is  constantly  increasing, 
due  to  a  considerable  extent  to  the  publicity  that  is  be- 
ing given  to  the  line  by  the  manufacturers  and  also  to 
the  fact  that  people  are  more  and  more  realizing  the 
many  uses  to  which  flasihlights  may  be  put.  At  any 
rate,  dealers  are  making  good  sales,  and  the  present 
is  an  especially  good  time  for  going  after  business. 
There  is  more  motoring  during  the  summer,  and  to  the 
motorist  a  flashlight  is  a  necessity.  People  who  are 
going  away  to  their  summer  homes  will  particularly 
find  a  flashlight  of  very  great  use,  while  every  doctor, 
nurse,  mother  and  farmer  finds  constant  use  for  them. 

Now  is  the  time  when  the  druggist  should  get  behind 
flashlights  and  play  them  up  prominently.  It  is  a  side- 
line worth  pushing. 


NOVEL  TOOTH  BRUSH  IN  SANTO  DOMINGO. 

A  novel  tooth  brush  or  "chew  stick,"  as  it  is  called 
by  the  natives,  is  told  of  by  a  United  States  Con- 
sul at  Santo  Domingo.  It  consists  of  the  stems  of 
several  different  shrubs  and  trees.  Among 
others,  the  stems  of  the  orange,  the  lemon,  and  the 
membrillo  or  quince  tree  are  used  on  account  of  the 
agreeable  flavor  of  these  woods.  But  the  most  com- 
monly used  is  a  plant  called  "guano,"  which  is  prob- 
ably the  same  as  the  one  called  in  Spanish  "palma  de 
guano"  with  the  scientific  name  Trynax  argentea. 
"Guano"  grows  in  large  quantities  in  the  vicinity  of 
Bani  and  San  Cristobal.  The  natives  use  the  green 
stem,  the  end  of  which  they  chew  up  and  use  in  the 
nature  of  a  toothbrush.  It  is  said  that  the  natives  of 
Porto  Rico,  Jamaica,  and  other  West  Indian  countries 
allow  the  chewsticks  to  become  dry  before  using  them. 

Editorial  Note — While  it  has  been  suggested  by  the 
consul  that  a  sale  for  this  line  might  be  found  in  the 
United  States  or  Canada,  there  seems  little  likelihood 
af- this  at  present,  except  it  be  as  a  novelty.  However, 
the  salesman  can  probably  find  use  for  this  information, 
as  for  instance,  in  selling  a  toothbrush,  it  would  prove 
interesting  to  customers  to  tell  them  about  the  tooth 
brushes  used  by  the  Southern  natives.  People  are 
always  interested  in  these  things,  and  they  pass  it  on 
to  friends  as  coming  from  your  store,  and  thus  it  proves 
a  means  of  advertising. 
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A  Good  Story  Will  Bear  Oft  Repeating 

The  story  of  to-day  is  one  intensely  interesting  to 
wise  druggists.  It's  a  stoiy  of  large  profits  which 
can  be  made  by  selling: — 

Dr.  CasselFs  Tablets 


D?  CASSELLS 


}' CASSELLS 
TABLETS   i 
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«AMUP*CTU*I»  •» 

Mll-i  Medicine  e«.l.<. 


Which,  although  have  only  been  on  the  Canadian 
Market  for  a  few  months,  are  being  demanded  by 
people  all  over  the  Dominion,  by  the  result  of  the 
$75,000  consumer  advertising  campaign  which  is 
being  carried  on  this  year. 

Now  is  the  time — the  opportune  time  for  you  to  put  in  a 
stock  of  these  tablets.  Display  them  on  the  counter  or 
showcase  and  they  will  sell  themselves. 


of  Manchester 
England 


The  Veno  Drug  Co.,  Ltd. 

Harold  F.  Ritchie  &  Co.,  Limited 

Canadian  Selling  Agents 

10-12-14  McCaul  St.  Toronto,  Ontario 


Mucilages  and  Paste 


MADE  IN  CANADA 

IN  OUR  CANADIAN  FACTORY  AT 

9-11-13  Davenport  Road  -  Toronto 

N     Catalogues  mailed  to  the  trade  on  request 


UCK^ 


XMAS  CARDS 
CALENDARS 
POST  CARDS 
BIRTHDAY  CARDS 
BLANK  CARDS 
JUVENILES 
TOY    BOOKS 

TK»y  kr«    tK.    MOST        Df/I      Til      D      CQ 
WtLCOMt.  ARTISTIC       IT     I     K^      I        (JIxJUl? 

t,r\d     UP-TO-OATC. 

ETC. 

Every  "  TUCK"  Card  and  other  publica- 
tion bears  the  name  of  the  firm  and  oiir 
"Easel  and  Palette"  Trade-Mark.  Do 
not  be  mitled.      None  genuine  without. 

RAPnAELTUCK&50N5CQLimTED 

9  S^ANTOINE  STREET 
MONTREAL 
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SECOND   ANNUAL   CONVENTION   OP   ALBERTA 
RETAIL  MERCHANTS'  ASSOCIATION 

The  officers  for  the  ensuing  year  elected  at  the 
second  annual  convention  of  the  Albprta  Branch  of 
the  Retail  Merchants'  Association,  at  Red  Deer,  last 
month,  were  as  follows: 

President — T.  A.  Gaetz,  Red  Deer. 

1st  Vice-President — G.  A.  Smith,  Tnnisfail. 

2nd  Vice-President — O.  Cruickshank,  Hillerest. 

Treasurer — N.  J.  MeDermid.  druggist,  Calgary. 

Secretary — W.  H.  Andrews. 

Among  the  important  addresses  delivered  at  the  con- 
vention was  one  by  E.  Michener,  M.L.A.  for  Red  Deer, 
on  "Retail  Trade  as  an  Asset  to  the  Province";  H.  H. 
Gaetz,  president  of  the  Pharmaceutical  Society  of  Al- 
berta, on  "Keeping  Trade  at  Home";  P.  R.  Freeze,  sec- 
retary of  the  Canadian  Credit  Men's  Trust  Association 
at  Calgary,  on  "The  Disposal  of  Bankrupt  and  As- 
signed Stocks." 

Transient  traders,  co-operative  associations,  mail- 
order house  problems,  wholesalers  selling  to  consumers, 
disposal  of  bankrupt  stocks,  the  new  small  debts  court, 
the  abolition  of  the  weights  and  measures  fee,  and 
other  questions  were  discussed  at  considerable  length. 


PITHY  POINTS  FOR  THE  DEALER 

The  best  way  to  get  the  farmers'  business  is  to  have 
a  large  personal  acquaintance  among  them. 

Too  many  storekeepers  think  that  success  is  depen- 
dent on  about  fifteen  hours'  work  per  day.  Success  of 
the  hest  and  biggest  sort  will  rarely  come  because  of 
too  long  hours,  though  occasionally  it  comes  in  spite  of 
them. 

The  merchants  of  a  town  who  do  not  organize  will 
have  the  pleasure  of  watching  their  organized  neigh- 
boring town  gradually  draw  their  business  away. 

The  right  way  of  doing  things  may  be  harder  to 
learn  but  is  easier  to  do  after  it  is  learned  and  it  is  a 
big  time  saver  in  the  end. 

Who  ever  heard  of  a  man  who  wanted  to  work  com- 
plaining that  there  was  nothing  to  do?  There  is  al- 
ways something  needs  doing  in  a  store. 

Dort't  take  anybody's  patronage  for  granted.  Your 
nearest  neighbor  or  your  best  friend  may  stray  away 
if  they  are  not  included  in  your  business-getting  efforts. 


The  prompt  man  usually  has 
trade. 


a   good  standing  in 


HINTS  TO  BUYERS 


COOPER'S  FLUID— A  DISINFECTANT  AND 
GERMICIDE 

Willm.  Cooper  &  Nephews  are  placing  a  new  disinfec- 
tant and  germicide  on  the  Canadian  market  that  is 
extremely  efficient  for  both  household  and  farm  use, 
as  well  as  being  pleasant  and  safe.  Cooper's  Fluid  is  a 
highly  concentrated  disinfectant  of  the  Cresol  class, 
containing  60  per  cent,  of  pure  Cresol,  suitably  com- 
bined to  gain  the  maximum  disinfecting  qualities.  It 
makes  a  water-white  solution  when  mixed  with  water 
and  not  the  milky  emulsion  of  many  disinfectants  con- 
taining insoluble  tarry  ingredients  of  no  great  disin- 
fecting power. 

Besides  being  an  efficient  household  disinfectant  and 
excellent  for  use  in  the  sick  room,  Cooper's  Fluid  is  an 
ideal  veterinary  solution.  Not  only  does  it  effectively 
destroy  external  parasites,  but  it  has  a  healing  action 
about  the  skin  as  well  as  being  an  effective  safeguard 
against  blood  poisoning. 

A  feature  of  Cooper's  Fluid  is  the  special  spring 
lever  top  for  the  bottle,  allowing  it  to  be  made  air- 
tight after  it  is  used  each  time.  This  is  something 
that  will  appeal  to  purchasers.  It  comes  in  bottles  re- 
tailing at  25  cents,  as  well  as  in  cans  containing  larger 
quantities.  The  Canadian  address  of  Willm.  Cooper  & 
Nephews  is  122  Wellington  St.  W.,  Toronto. 


CORSON'S  SHAVING  CREAM 

Every  man  realizes  the  important  part  that  the  shav- 
ing cream  plays  in  shaving.  To  a  large  extent  it  makes 
or  mars  the  shave.  For  this  reason  men  are  on  the 
lookout  for  a  shaving  preparation  that  will  make  the 
shave  both  easy  and  pleasant,  and  when  they  get  a 
brand  that  pleases  them  they  are  sure  to  continue  to 
come  back  for  it.  Druggists  will  find  in  Corson's  Shav- 
ing Cream  an  article  that  will  please  customers  and 
bring  them  back  for  more.  It  is  put  up  in  an  attractive 
and  handy  tube,  and  is  a  "Made-in-Canada"  product. 
It  is  manufactured  in  the  laboratories  of  Sovereign 
Perfumes  Limited,  Toronto. 


MENTHOLATUM 

Druggists  will  find  Mentholatum  a  good  line  to 
stock  and  feature.  It  gives  complete 
satisfaction  to  users,  and  dealers  are 
therefore  assured  repeat  business  on 
it.  It  also  pays  an  appreciable  profit, 
and  under  the  present  quantity  offer, 
one  third  dozen  of  the  25c.  size  is 
given  free  with  three  dozen,  wfhile  a 
five  per  cent,  trade  discount  is  given 
on  six  dozen  or  more.  It  is  made  by 
the  Mentholatum  Co.,  Bridgeburg, 
Out. 


New  ambulance  supplied  to  the   Department  of  Public  Health,   Toronto. 


A  "Buy  a  Bandage"  week  was 
conducted  in  Niagara  Falls,  Ont., 
during  the  week  of  June  12  to  19. 
Receptacles  of  the  Red  Cross  Society 
were  located  in  each  drug  store,  in 
which  customers  could  deposit  their 
purchafies. 
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Now  Ready 
16th  Edition 


THE  EXTRA 
PHARMACOPOEIA 


MARTINDALE    A    WESTCOTT 


In  two  Tolumet,  21  s.  net,  poitag*  6d.     Separately,  Vol. 
I.,  14*.  net,  postage  4d. ;    Vol.  II.,  7s.  net,  postage  3d. 

H.  K.  LEWIS,  136  Gower  Street,  London,  W.C,  England 


The  Chemist  and 
Tfruggist  says : 

"A  book  that  is  in- 
dispensable to  the 
modern  pharmacist, 
and  in  this  case  an  old 
edition  is  not  '  just  as 
good !' " 


A  LINE  TO  STOCK— Tke  "Acid  Core"  Spinal  System  oi  Treatment 

F.  COUTTS  &  SONS'   Guaranteed 

ACETIC   ACID 

APPROVED  FOR  nPTY  YEARS 

A  safe,  simple,  and  efficient  Ejcteroal  Remedy  for  Nerve  Com- 
plaints, Gout,  Rheumatism,  Throat  and  Chest  complaints.  Spinal 
Stomach.  Liver,  and  all  Acute  and  Chronic  Diseases. 

Can  b«  obtained  in  large  and  unall  tize  bottles  from  tbe  followiDg  wKoleiale  house*  :  — 
Hamilton— Parke  &  Parke.  London.  Ont. — London  Drug  Co.  Toronto— Lyman 
Sons  &  Co.,  National  Drug  Co.,  The  T.  Eaton  Co.,  The  Drug  Trading  Co.  Vic- 
toria—National Drug  Co.  Winnipeg— Martin  Bole  &  Wynnt  Co.,The  T.  Eaton 
Co.  Kingston — Hobart  &  Soni.  Montreal— Sharland  fit  Co.,  National  Drug  Co., 
Lyman  Sons  &  Co.     Vancouver— J.  A.  Tepooiten,  Ltd. 

**The  PracHcai  Guide  "  containing  instrucUons  gratis  from  F,  Coutts  &  Sons 
6  Gt.  Eaatern  Strtet,  London,  England. 

Be  sure  to  order  "COUTTS*  Acetic  Acid" 


DR.  STEDMAN'S 
TEETHING  POWDERS 


TRADE  MARK 

la.  l>^d.  aize  —  9  Powder* 
2..9d.        "        36 

Our  advertisement  appears  in  many  Canadian  Papers 

ARE  YOU  WELL  STOCKED  ? 
This    Line    is     worth     pushing. 

125  New  North  Road,  London,  England 


Atkinson  &  Barker's 

ROYAL 

INFANTS 

PRESERVATIVE 

Does 

Not  Contain 

any 

Scheduled 
Poison 

Manufacturers 

R.  Barker 

&  Son 

Manchester 
England 

MOTORING 


The   Pioneer   Paper  in  the 
Autoipobile  Field  in  Canada 


Q  A  monthly  magazine  oj 
real  inlerest  and  value  to 
every  motorist  in  Canada. 
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Need  of  Business  The  council  of  the  Ontario  Col- 

Course  in  lege   of   Pharmacy,   at    its   semi- 

Pharmacy  Colleges,  annual  session,  took  a  step  in  the 
right  direction  when  it  made  pro- 
visions for  a  series  of  lectures  during  the  next  college 
tei-m  on  salesmanship  and  other  phases  of  business. 
Arrangements  have  been  made  for  these  with  tlie  Shel- 
don School  of  Business,  and  they  will  be  undertaken 
Avithout  additional  cost  to  the  student  other  than  a 
nominal  fee.  The  lectures  will  be  made  compulsory, 
and  students  attending  the  full  course  will  have  the 
fee  refunded  at  the  end  of  the  term. 

While  this  is  not  as  far  as  it  would  be  well  to  go, 
nevertheless  it  gives  hopes  of  the  establishment  of  a 
permanent  course  in  commercial  instruction — a  thing 
that  is  badly  needed  in  these  days  when  the  commercial 
side  of  the  drug  business  is  becoming  so  important. 
The  college  of  to-day  should  not  only  teach  a  student 
to  be  a  pharmacist.  It  ^ould  also  teach  him  to  run 
a  drug  store.  In  short,  it  should  grapple  with  condi- 
tions as  they  actually  exist,  and  make  an  earnest  effort 
to  prepare  the  druggist  for  the  intelligent  and  success- 
ful pursuit  of  business.  In  these  days  when  a  know- 
ledge of  salesmanship  and  etficient  business  manage- 
ment counts  for  so  much  in  the  achievement  of  success 
by  the  druggist,  it  is  certainly  desirable  that  he  should 
receive  some  instructions  along  that  line  from  the 
college  he  attends.  Nor  should  it  be  merely  incidental. 
It  should  be  a  recognized  subject  of  study  and  given  the 
full  attention  its  importance  warrants. 


Pharmacists  and 
the  Medical  Course 


In  connection  with  the  shortage 
of  medical  men,  the  Pharmaceu- 
tical Society  of  Great  Britain  has 
been  urging  that  qualified  pharmacists  should  be 
granted  some  concessions  in  regard  to  the  medical  cur- 
riculum. In  this,  however,  they  have  received  little 
encouragement  from  the  General  Medical  Council. 

The  concessions  asked  were  that  pharmaceutical  ap- 
plicants should  be  exempted  from  the  medical  pre- 
liminary and  from  those  portions  of  the  curriculum 
which  they  have  to  pa.ss  an  examination  in  before  get- 
ting their  certificate  as  pharmacist. 


The  Medical  Council  says  that  the  pharmaceutical 
preliminary  is  not  sufficiently  high  to  satisfy  the  Coun- 
cil's requirements,  and  that  botany,  physics,  chemistry, 
materia  mediea  and  pharmacy  are  studied  by  druggists 
from  the  viewpoint  of  their  application  to  pharmacy. 

It  would  appear  that  in  England,  as  in  Canada,  the 
medical  profession  is  well  entrenched  and  means  to 
keep  the  doorway  as  difficult  as  possible  to  enter.  ,No 
concessions  are  made  to  druggists  in  Canada  in  spite 
of  the  fact  that  medicine  and  pharmacy  are  closely 
allied,  and  a  graduate  in  pharmacy  should  be  better 
equipped  for  medical  studies  than  an  ordinary  matri- 
culant. 


Medicinal  Value 
of  Spices. 


Spices  are  now  in  good  de- 
mand for  pickling  purposes.  It 
is  interesting  to  note  that  they 
are  valuable  from  a  medicinal  standpoint,  as  well  as 
preservatives  and  condiments. 

The  value  of  spices  lies  in  the  richness  of  aromatic 
substances  and  essential  oils.  They  have  been  the  sub- 
ject of  classic  research  and  have  been  shown  to  arouse 
appetite  and  to  promote  the  secretion  of  the  gastric 
juice,  and  the  role  they  play,  therefore,  in  dietetics  is 
an  important  one.  The  medicinal  action  of  some  of 
them  is  further  of  value.  Allspice,  for  example,  is  used 
as  an  aromatic,  and  has  been  successfully  administered 
for  flatulency,  the  oil  gives  relief  in  rheumatism  and 
neuralgia. 

The  medicinal  uses  of  cinnamon  are  well  known. 
Cardamoms  are  used  in  the  form  of  a  tincture  as  aro- 
matic and  stomachic,  and  are  also  employed  as  a  flavor- 
ing agent  in  curry  powder,  cakes  and  liqueurs.  The 
api)lication  af  capsicum  and  the  peppers  generally  are 
well  known.  Cloves  are  aromatic,  carminative  and 
stimulant,  and  have  been  used  in  dyspepsia,  gastric 
irritation  and  in  cases  of  vomiting. 

Oil  of  cloves  is  also  a  popular  remedy  for  toothache. 
It  has  also  its  uses  in  tnicroscopy  as  a  preservative.  The 
uses  of  nutmeg  are  wide,  vanilla  has  an  enormous  appli- 
cation as  a  flavoring  agent,  while  turmeric  enjoys  a 
similar  patronage  on  account  of  its  bright  yellow  color 
and  pleasant,  musky  flavor. 
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No  Wonder  We  hear  a  good  deal  about  the 

He  Was  Hot!  value   of   "keeping   cool"   these 

days — of  not  getting  hot  around 
the  collar,  even  though  there  seems  just  cause  for  it. 
It  is  freiiuently  diflficult  to  keep  cool,  hovyever,  as  in  an 
instance  T  hcArd  of  recently. 

It  had  been  a  terribly  warm  and  nerve-racking  day 
in  the  store.  At  last,  however,  the  ordeal  came  to  an 
end,  and  the  merchant  repaired  to  his  apartments  over- 
head. The  house  bell  rang  very  loudly  some  time 
about  midnight.  The  dealer  answered,  as  he  thought 
it  a  very  urgent  call,  when  to  his  surprise  one  of  his 
neighbors  asked  for  a  bottle  of  ginger  ale. 

Of  course,  the  dealer  was  mad  right  through,  but 
business  has  to  be  eared  for,  and  he  delivered  the 
goods. 

"Two  cents  deposit  on  the  bottle,"  he  demanded, 
"which  will  be  allowed  on  return  of  the  bottle." 

He  went  back  to  bed.  Two  hours  later  the  bell 
rang  again.  Once  more  he  went  down  and  found  it 
was  the  same  customer.  "There's  your  bottle,"  said 
the  customer,  "I  came  back  for  my  two  cents." 

And  then  they  say  that  a  man  shouldn't  get  hot 
around  the  collar  during  the  summer. 


Throwing  Money  In  these  times  of  financial  strin- 
Away.  gency    it    may    seem  absurd  to 

charge  anyone — a  business  man 
especiall}' — with  throwing  money  away,  but  that  is  ex- 
actly what  a  good  many  retail  dealers  are  constantly 
doing.  At  least,  they  are  throwing  away  the  equiva- 
lent of  money — something  that  costs  real  money  and 
which  might  be  turned  to  profit  by  them. 

I  speak  of  the  advertising  matter  that  is  supplied  free 
to  retailers  by  manufacturers,  and  which  so  many  mer- 
chants throw  out  instead  of  putting  to  the  good  use 
that  it  might  be.  The  manufacturers  who  furnish  the 
advertising  helps  are  keen  business  men,  and  they  are 
not  sending  these  high-priced  signs  and  circulars  to  you 
for  the  delivery  boy  to  amuse  himself  burning  them  in 
the  back  yard.  Their  own  experience  has  taught  them 
the  value  of  advertising,  and  they  know  lots  of  re- 
tailers who  use  their  helps  or  they  wouldn't  get  them 
out.  They  send  them  to  you  because  when  you  buy 
their  goods  they  want  you  to  sell  them  and  come  back 
for  more. 

Because  this  adverti'feing  doesn't  cost  you  anything, 
don't  consider  it  worthless.  I  know  one  enterprising 
dealer  who  certainly  appreciates  it  and  finds  it  valu- 
able. He  not  only  uses  all  that  is  sent  him  but  he  sends 
for  more  of  certain  literature.  He  stamps  his  name 
on  all  this  with  a  rubber  stamp  and  encloses  it  in  par- 
cels and  letters  going  out  to  customers.  That  it  is 
profitable  to  do  this  is  shown  by  the  trade  that  is  in- 
duced in  some  special  lines  by  the  sending  out  of  such 
literature  by  this  dealer. 


More  and  Better  Tlie  advertising  of  retail  drug- 
Advertising  Needed,  gist-s,  considered  both  from  the 
standpoint  of  quantity  and 
i|uality,  is  not  what  it  should  be.  Retail  drug  men  ap- 
parently have  not  come  to  a  fnll  recognition  of  the 
value  of  printer's  ink  in  developing  trade,  and  even 
those  who  are  giving  evidence  of  their  faith  in  publicity 
by  using  space  are  in  many  cases  not  making  the  use  of 
the  space  they  are  paying  for  in  the  way  they  might. 
The  character  of  advertising  is  not  such  as  to  produce 
tlie  greatest  possible  results. 


These  facts  are  driven  home  to  the  writer  every 
week  during  his  inspection  of  papers  published  in  both 
large  and  small  centres  all  over  Canada.  Here  and 
there  you  find  a  dealer  who  is  using  a  goodly  quantity 
of  space  and  reaping  richly  from  it,  because  copy  that 
will  attract  attention  and  create  sales  is  used,  but  the 
great  majority  are  not  making  the  use  of  this  important 
selling  agent  in  the  way  they  might  or  should. 

Dealers  should  bear  in  mind  that  the  outstanding 
merchants  of  to-day  give  much  of  the  dredit  for  their 
success  to  the  fact  that  they  have  been  persistent  adver- 
tisers. Men  who  started  in  a  small  way  on  a  back  street 
have,  by  an  intelligent  use  of  advertising,  forged  their 
way  onward  until  they  have  attained  a  big  store  on 
the  main  street  with  a  substantial  and  profit-paying 
trade. 

Such  dealers  are  not  cutting  down  on  advertising 
expenditure  these  days  either,  just  because  business  is 
somewhat  inclined  to  lag.  On  the  other  hand,  they  are 
making  a  stronger  eifort  than  ever  through  this  medium 
to  stem  the  tide  of  business  and  maintain  sales  at  the 

old  level. 

•  •     * 

Know  Where  You  Too  many  dealers  are  drifting 
Are  Going.  along  with  little  or  ao  accurate 

knowledge  of  progress  being 
made — they  know  not  whether  they  are  going  ahead  or 
behind  in  the  matter  of  sales  and  expenses.  One  would 
hardly  expect  such  lack  of  business  with  business  men, 
but  nevertheless  it  exists  to  altogether  too  great  a 
degree. 

The  mariner  who  has  no  compass  and  knows  not 
where  he  is  going  is  likely  to  run  ashore.  It  is  the  same 
with  the  business  man  who  has  no  records  to  show  him 
just  how  he  is  progressing  each  day  and  week  and 
month  in  the  matter  of  sales.  An  accurate  record  of 
sales  should  be  made  each  day,  so  that  the  dealer  may 
know  just  what  he  has  done  each  day  or  week  and  how 
it  compares  with  the  figures  of  the  previous  week  or 
the  preceding  year. 

A  comparison  of  sales  stimulates  a  dealer  to  greater 
effort.  Knowing  the  amount  of  business  he  has  done 
one  week  he  will  try  to  exceed  it  next  week.  In  the 
same  way  he  will  work  to  exceed  previous  years' 
records. 

Sales,  however,  do  not  tell  the  whole  story  of  pro- 
gress. It  is  necessary  to  make  an  inventory  of  actual 
worth  of  the  business  from  time  to  time  in  order  to 
ascertain  just  what  actual  profit  is  being  made.  This 
should  be  made  at  least  once  a  year,  but  oftener  is 
preferable. 

No  dealer  should  drift  along  without  knowing  with 
some  degree  of  accuracy  how  his  business  is  pro- 
gressing. 

SHORT  NOTES  FROM  THE  EDITOR'S  PEN 

Have  you  t^ken  your  holidays  yet? 

•  •     • 

Make  a  S'trong  bid  for  trade  in  toilet  preparations. 

•  •     • 

The  elerk   who  is  fired  with   ambition   is  not   likely 

to  be  fired. 

•  •     • 

Advertising  i.s-  one  of  the  best  medicines  known  for 
a  business  that  is  inclined  to  be  sick. 

•  •     • 

Two  .sets  of  rules  in  the  store--one  for  the  favoivd 
clerks  and  the  other  for  the  rest — is  liable  to  reduee 
the  general  efficiency  of  the  sales  force. 
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Keep  cool  and  keep  the  store  cool. 

*  •     • 

If  you  would  maintain  sales,  maintain  your  selling 

effort. 

*  *     # 

Where  you  find  too  many  flies  there  will  you  find 

too  few  customers. 

*  *     * 

A  little  ginger  will  keep  your  business  cake  from 
going  bad  during  the  warm  weather. 

*  «     * 

It's  all  right  to  save  time,  but  some  people  lose  a  lot 
figuring  how  they  can  save  a  little. 

«     *     * 

Give  the  store  a  clean  and  cool  appearance.  Shut  out 
the  glare  and  heat  during  the  middle  of  the  day. 

*  •     • 

The  man  who  sits  around  waiting  for  business  to 
pick  up  usually  sees  it  picked  up  by  his  competitor. 

*  *     • 

Show  yourself  a  man  by  not  getting  hot  under  the 
collar  even  when  you  have  considerable  provocation. 

*  •     • 

Flies  are  not  the  only  detrimental  thing  that  the 
warm  weather  breeds.    Listlessness  is  a  close  second  in 

this  regard. 

*  «     « 

What  would  you  do  if  you  saw  a  house  fly?  One 
fellow  said  he  would  swat  it.  Another  one  said  he 
would  stop   drinking. 

*  *     * 

Competition  is  often  a  blessing  in  disguise,  making 
a  man  do  his  very  best  to  develop  his  business.  Wlfy 
not  speed  up  without  such  a  competition.     It  will  mean 

more  profit  for  you. 

«     *     * 

If  a  competitor  is  getting  your  business,  there's  a 
reason.  If  it's  price-cutting,  leave  him  to  the  business 
undertaker ;  if  not,  there  is  something  he  can  teach  you. 

Find  out  what  it  is. 

*  •     « 

Trade  in  vacation  goods  is  not  over  by  any  means. 
A  good  many  people  don't  take  their  holidays  until 
after  August  1,  so  keep  on  giving  prominence  to  the 
goods  that  will  be  needed  by  the  person  who  is  going 

away. 

*  «     « 

There  are  two  things  which  a  wise  business  man  al- 
ways keeps  in  touch  with — the  figures  on  his  monthly 
balance  sheet  and  his  customers.  It  pays  to  be  well 
acquainted  with  each. 

*  *     « 

The  dealer  who  is  contemplating  the  erection  of  a 
new  building  should  put  it  up  now.  Building  material 
and  labor  are  both  obtainable  at  Lower  rates  than  have 
been  obtainable  for  many  years.  He  will  also  be  help- 
ing to  solve  the  unemployed  problem. 

*  .  *     • 

There  is  no  doubt  that  the  temperance  legislation  in 
Saskatchewan  and  the  narrowing  of  the  wet  areas  in 
other  provinces  will  cause  an  enlarged  demand  for 
tobacco  and  cigars.  Those  who  handle  cigars  should 
make  plans  to  get  their  share  of  this  increased  trade. 

*  •     • 

Every  time  a  man  or  woman  is  misled  by  a  false  ad- 
vertisement, the  selling  power  of  all  advertising  is 
lowered.  Every  time  a  false,  exaggerated  statement 
is  printed  in  an  advertisement,  all  advertising  is  dis- 


credited to  a  certain  extent.  As  a  means  of  self  pro- 
tection every  business  man  who  advertises  should  help 
to  drive  out  the  fakers. 


Are  You  Insured  Against  Fire? 

Sailings  of  a  lifetime  are  frequently  lost  by  lack 
of  sufficient  insurance. 

HOW  fretjuently  do  we  hear  of  a  merchant  having 
the  savings  of  a  lifetime  collected  together  by 
years  of  long  hours  and  strenuous  labor  wiped 
out  by  fire,  in  the  twinkling  of  an  eye,  as  it  were. 
Instead  of  the  enjoyment  of  pleasures  from  the  little 
nest  egg  which  he  had  gradually  been  laying  aside,  by 
neglect  to  carry  sufficient  insurance,  he  is  perhaps  left 
in  a  state  of  bankruptcy,  or  at  least  much  disheartened 
and  discouraged,  and  with  little  heart  or  ambition  to 
take  up  the  struggle  of  strenuous  business  activities 
again. 

Why  Merchant  Should  be  Well  Insured 

In  justice  to  himself  and  the  business  he  is  fostering, 
the  family  which  depends  on  him,  and  the  wholesalers 
who  have  extended  credit  to  him,  the  dealer  should  see 
that  he  is  fully  and  well  insured  against  loss  by  fire. 
Surely  the  very  thought  of  the  pitiable  tales  of  other 
dealers  overcome  by  fire — the  dearly  bought  ex- 
periences of  other  merchants — should  awaken  in  every 
business  man  the  necessity  of  carrying  sufficient  insur- 
ance. 

The  Question  of  Rates 

The  time  to  consider  the  question  is  now — and  not 
after  a  fire  has  occurred.  It  is  true  that  insurance  costs 
monej',  but  it  is  a  necessary  expense  for  the  safeguard 
of  the  business,  and  should  be  charged  up  to  the 
expense  account  just  the  same  as  rent,  light  and  other 
expenditures.  The  excuse  that  premiums  are  high  is 
absolutely  no  reason  for  carrying  insufficient  insurance. 
If  rents  are  high,  the  merchant  simply  has  to  get  a 
larger  percentage  of  profit,  and  if  insurance  is  high,  in 
the  same  way  the  fact  will  have  to  be  taken  into  con- 
sideration in  figiiring  profits. 

The  dealer  by  consulting  his  insurance  agent  can 
frequently  ascertain  certain  precautions  that,  if  com- 
plied with,  will  assist  somewhat  in  the  reduction  of  the 
rate.  Especially  when  a  new  building  is  being  con- 
structed, it  should  be  found  out  what  character  of  con- 
struction will  give  the  lowest  insurance  rate. 

Appropriate  Time  to  Deal  With  Problem 

This  is  a  particularly  appropriate  time  to  take  up 
the  question  of  carrying  sufficient  insurance.  By 
this  time  most  dealers  have  taken  stock,  and  are 
thus  in  a  position  to  gauge  whether  the  amount  of 
insurance  is  sufficient  for  the  stock  carried.  This  is 
one  value  of  taking  stock,  and  in  addition  the  stock 
sheets  are  a  means  of  proving  loss  in  case  of  fire,  thus 
allowing  a  rapid  settlement  of  claims. 

If  stock  is  increased  for  any  one  season  of  the  year, 
insurance  should  be  increased.  Short  term  policies  are 
available  for  this  purpose.  There  are  several  fire  in- 
surance companies  that  allow  a  percentage  off  the 
premium  when  80  per  cent,  of  stock  is  kept  insured 
during  entire  year.  Insurance  up  to  80  per  cent,  of 
stock  is  considered  fairlj'  good  protection. 


Not  Always. — Papa— "Yes,  my  son,  if  you  want  to 
learn  anything  well  you  must  begin  at  the  bottom." 
Little  Boy — "How  about  swimming,  pa?" 
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A  Score  of  Practical  Hints  for  Attracting  More  Trade 

Plans  that  the  retailer  can  use  to  advantage  in  his  bid  for  more  trade 


Lady  customers  will  appreciate  having  a  chair  which 
thp}"^  may  use  while  giving  orders. 


vacation  goods  window  or  a  paddle  or  fishing  tackle  in 
a  camping  goods  window,  will  add  to  its  value. 


Flowers  and  branches  of  pretty  foliage  help  to  make 
the  store  cheerful  on  warm  days. 


If  you  wish  to  represent  water  in  a  display  of  camp- 
ing or  picnic  goods,  use  a  mirror  for  the  purpose. 


"Green  aipple  time  not  good  for  the  kiddies"  was 
the  heading  on  a  small  space  ad.  of  Waters  Drug  Store, 
Belleville,  Out.,  which  continued  "Keep  handy  a  bottle 
of  Blank's  blackberry  cordial.  Do  you  know,  it  is 
one  of  the  best  and  safest  remedies  for  summer  com- 
plaint." 


Why  not  install  a  container  for  cold  water  this  year? 
Customers  will  appreciate  a  cool  drink  after  coming 
in  from  the  hot,  dusty  street. 


Liggetts  Ltd.,  of  Toronto,  on  the  formal  summer  open- 
ing day  in  their  soda  department,  gave  an  orange  free 
with  every  ten  cent,  cheek  for  soda. 


Adopt  the  "  buy-a-dozen "  slogan  in  the  sale  of  sum- 
mer drinks.  Point  out  the  advantage  of  the  customer 
having  a  supply  in  the  house  at  all  times. 


G.  &  W.  Pear's,  Banff,  Alberta,  has  a  sticker  which 
he  places  on  films  which  reads:  "Bring  me  back  to 
G.  &.  W.  Pear's  to  be  developed  and  printed.  Moder- 
ate charges." 

•     *     • 

To  make  attractive  show  cards  for  a  window  display 
of  camping  goods,  clip  camping  and  boating  scenes 
from  illustrated  papers  and  paste  them  on  the  show 
cards.    Many  trimmers  use  this  plan  to  advantage. 


One  dealer,  who  finds  that  the  dust  collects  quickly 
on  the  outside  of  the  windows  during  the  summer,  has 
the  boy  wash  them  down  first  thing  each  morning — 
merely  throwing  a  pail  of  water  over  the  surface  of  the 
glass  and  letting  it  run  down. 


In  arranging  a  display  of  mosquito  lotion  for  C.  H. 
Willson,  of  Saskatoon,  L.  H.  Stover  had  a  number  of 
pedestals  cut  from  a  rough  log.  These  were  arranged 
in  a  row,  each  succeeding  pedesital  being  about  6 
inches  higher  than  the  preceding  one.  Strips  of  plate 
glass  were  placed  on  top  of  each  pedestal  on  which 
the  lotion  was  displayed.  The  rough  pedestals  were 
suggestive  of  camping  where  mosquito  lotion  is  most 
appreciated. 

*     *     • 

Best's  Drug  Store,  Kingston,  Ont.,  make  a  strong 
bid  for  photographic  business  during  the  summer 
months.  In  an  ad.  headed  "Your  vacation  photos" 
they  said :  "They  should  be  finished  as  carefully  as  they 
were  taken.  Buy  materials  off  us  and  your  pictures  will 
come  ont  right.  Our  photo  goods  are  fresh,  of  best 
(inality  and  are  dependable.  If  you  haven't  the  time 
to  do  your  own  work,  let  us  do  it.  You  will  be  pleased 
with  results.     We  rent,  repair  and  exchange  cameras." 


A.  W.  Howell,  of  King  St.,  Hamilton,  has  shelves 
built  up  above  the  .silent  salesman  in  his  store  in  order 
to  secure  as  much  display  .space  as  possible.  He  be- 
lieves in  getting  goods  out  before  customers. 


M.  J.  Neville,  who  conducts  two  drug  stores  in  Port 
William,  Out.,  uses  bill  boards  for  advertising  pur- 
poses. A  novel  form  of  advertising  was  that  showing 
the  back  of  a  man's  head  with  the  wording  "meet  me 

fai>-  to  face." 

*  •     • 

The  drug  store  of  A.  W.  Howell,  of  Hamilton,  is 
located  on  a  corner.  At  the  rear  of  the  store,  on  the 
side  street,  he  has  a  supplementauy  display  window 
in   wliieh   he  shows  school  sui)i)lies  and   various  other 

lines. 

*  •     • 

The  sales  value  of  a  vacation  or  holiday  goods  win- 
dow is  materially  increased  by  an  appropriate  setting. 
This  can  be  made  as  elaborate  or  as  simple  as  the 
trimmer  deems  desiral)le  or  finds  time  to  arrange. 
Even    the    mere    suggestion    of   a    traveling    bag    in    a 


In  a  previous  issue  we  gave  a  plan  used  by  one  dealer 
to  keep  flies  from  entering  the  store  by  means  of  an 
electric  fan  placed  above  the  entrance.  Plies  encoun- 
tering the  air  current  from  it  were  forced  back  to  the 
street.  One  dealer  with  a  high  door,  who  tried  this 
plan,  found  that  some  flies  while  flying  low  made  their 
way  into  the  store.  In  an  effort  to  check  this  stream 
of  pests  the  proprietors  erected  a  pair  of  low  screen 
doors  about  two  and  a-half  feet  in  height.  The  flies, 
blown  to  the  floor  by  the  fan,  struck  the  screen  door 
and  were  unable  to  enter.  The  only  thing  left  for  them 
to  do  was  to  make  their  way  to  the  street  again. 


rE  advertiser  Who  exaggerates  ai|>peals  only  to 
that  part  of  the  pifblic  which  may  be  classed  as 
easy  marks,  and  this  class  is  not  big  enoiigih  to 
keep  the  salespeople  very  ibusy.  It's  better  to  adver- 
tise an  article  as  worth  a  dollar  an<I  sell  it  at  that 
price  than  it  is  to  claim  it  is  worth  two  dollars  and 
sell  it  for  one.  Even  a  sucker  will  quickly  spot  the 
store   that  exaggerates   in   its  advertising. 
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Seasonable   Tips    for    the    Retail    Druggist 


By  THE  SCRIBE 


MAKE  STRONG  BID  FOR  TRADE  IN  PICKLING   NECESSITIES 

THE  time  is  now  at  hand  when  prominence  should  be  given  to  pickling  necessities  by.  the 
retailer.  This  is  a  seasonable  avenue  of  demand  that  the  dealer  can  cultivate  to  advantage. 
A  good  shelf  of  home-made  pickles,  catsup,  and  associated  lines,  is  the  housewife's  pride. 
As  the  season  advances  she  is  "all  on  pins"  until  she  gets  started  "putting  down"  the  annual 
supply.    This  enthusiasm  should  be  cashed  in  on  to  the  full. 

Spices  and  other  necessities  should  be  played  up  strong  in  the  dealer's  advertising  space, 
and  an  occasional  window  should  be  put  in  during  the  season.  The  clerk  behind  the  counter 
should  not  fail  to  suggest  these  lines  to  customers  whenever  the  opportunity  is  presented.  Show 
cards  should  be  made  full  use  of  in  window  and  interior. 

The  wise  dealer  should  make  quality  the  keynote  of  his  selling  campaign.  With  her  reputa- 
tion as  a  pickle  maker  at  stake,  the  housewife  will  want  the  very  best  goods  with  which  to  work 
and  will,  in  the  majority  of  cases,  be  willing  to  pay  a  good  price  to  be  assured  of  quality  goods. 
The  dealer  who  buys  high  quality  goods  can  recommend  them  with  the  highest  degree  of  confi- 
dence, and  that  means  much  in  promoting  sales. 

The  dealer  should  get  right  after  this  trade  as  soon  as  there  is  a  chance  for  making  sales.  It 
eau  be  made  a  big  and  profitable  sideline  during  the  next  couple  of  months. 


THE  USE  OF  THE  MOVIE  SCREEN  FOR  ADVERTISING 

DEALERS  in  some  lines  of  business  are  making  good  use  of  the  moving-picture  screen  for 
advertising  purposes.  What  about  it  as  a  means  of  publicity  for  the  druggist?  There  is 
no  doubt  about  the  growing  popularity  of  the  "movies."  They  are  now  attended  by  pretty 
near  every  class  and  age. 

The  dealer,  from  his  own  experience,  knows  that  they  receive  pretty  good  attention.  An  ad. 
switched  on  the  screen  at  the  end  of  an  interesting  picture  is  pretty  sure  to  be  read.  The  adver- 
tisement has  the  spotlight  and  there  is  nothing  to  distract  attention  from  it,  as  there  is  in  a  news- 
paper, where  the  ad.  is  surrounded  by  reading  matter. 

The  "movie"  audience  is  generally  in  a  mood  to  receive  the  full  benefit  of  the  ad.,  and  as 
most  of  them  come  from  the  district  that  you  are  catering  to,  there  is  little  lost  circulation. 

As  in  other  kinds  of  advertising,  the  kind  of  copy  used  is  important.  It  wants  to  be 
easily  read,  as  people  seeking  entertainment  are  not  likely  to  be  interested  in  reading  a  long,  tire- 
Some  ad.     It  should  be  bright  and  breezy  and  to  the  point. 

Retailers  would  do  well  to  give  consideration  to  the  question  of  using  the  movie  screen  for 
advertising  purposes.  It  can  hardly  take  the  place  of  space  in  the  local  paper,  but  it  should  prove 
a  valuable  supplement. 


USE  SYSTEM  IN  COLLECTION  OF  PAST  DUE  ACCOUNTS 

IT  is  regrettable  but  true  that  a  good  many  dealers  to-day  have  accounts  on  their  books  that  are 
long  past  due  and  on  which  there  have  been  no  recent  payments.    The  reason  in  many  instances 
why  some  returns  are  not  coming  in  from  these  bad  accounts  is  that  no  persistent  or  systematic 
plan  of  collection  is  carried  on. 

System  is  essential  to  secure  the  best  results  in  the  collection  of  accounts.  It  does  not  do  to 
conduct  this  end  of  the  business  in  a  haphazard  manner,  sending  out  bills  or  making  collection 
trips  just  when  it  is  found  necessary  or  the  spirit  moves  one.  Once  an  account  becomes  past  due, 
a  start  should  be  made  on  collections  and  followed  up  at  regular  intervals  until  collected,  •  or 
found  to  be  really  uncollec table. 
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Drug  Store  in  B.C.  Town  Finds  Candy  Big  Department 

Chittenden  &  McKeen,  Penticlon,  B.C.,  give  a  good  deal  of  attention 
to  candy,  making  it  a  big  department     How  they  handle  the  business 


BY   A  STAFP   EDITOR 


A  GOOD  many  drug  stores  in  towns  and  villages 
thiit  liatuUt'  candy  do  not  play  it  up  in  tho 
prominent  manner  that  they  should.  The  writer 
has  been  struck  with  this  fact  ijuite  fretiuently  in  his 
visits  to  stomes  in  snuiller  centres,  and  has  been  at  a 
h)ss  to  account  for  the  reason.  It  cannot  be  that  there 
are  not  good  possibiliti<>s  for  developing  trade  in  this 
line  in  snuill  towns,  because  opportunities  should  be 
better  there  than  in  larger  jilaces  where  there  are  stores 
devoted  <'xclusively  to  confectioiun-y  to  com|)ete  with. 

Confectionery  Needs  Display  Attention. 

A  lack  of  realization  of  the  possibilities  of  this  side- 
liiU'  is  no  doubt  the  reason  that  some  druggists  do  not 
pusli  confectionery  stronger.  Some  have  stocked  the 
line  and  expected  business  to  grow  in  it  without  any 
particular  efforts  on  their  part.  They  have  not  grasped 
the  fact  that  confectionery  must  be  seen  by  customers 
and  displayed  in  an  attention-attracting  nuiniu'r  in 
oriler  to  produce  the  best  results.  A  realization  of 
this  fact  is  the  underlying  reason  why  Chittenden  & 
McKeen,  of  Pentieton,  B.C.,  the  interior  of  whose  store 
is  reproduced  here,  have  found  it  possible  to  make 
candy  an  important  and  profit  paying  line  in  their 
store. 

Treat  as  an  Important  Department. 

The  truth  of  the  matter  is  that  they  were  not  con- 
tent to  merely  carry  a  s;tock  and  take  what  trade 
might  happen  to  drift  their  way.  Instead  they  decided 
to  make  it  an  important  department,  and  the  view  of 
their  store  reproduced  here  shows  how  they  went 
about  this  in  the  matter  of  display.  They  handle  both 
bulk  and  box  candy,  the  latter  being  displayed  on  a 
big   table    in    a    central   position    and    the    latter   in    a 


silent  salesman  properly  fitted  with  trays.  In  addition, 
they  handle  hard  boiled  lines.  The  person  entering 
their  store  is  certainly  impressed  with  the  fact  that 
they  handle  candy  and  that  is  a  big  factor  in  securing 
trade. 

Scales  Convenient  to  Prevent  Overweight. 

It  will  be  noted  that  the  candy  scales  are  on  top  of 
the  candy  show  ease.  This  is  not  only  for  conven- 
ience sake,  but  a  means  towards  preventing  loss  of 
profit  by  overweight.  When  the  scales  are  a  distance 
from  the  candy  case,  the  salesman  who  has  a  few 
candies  left  in  the  scoop  after  the  scales  balance  is 
likely  to  throw  them  in  for  good  measure.  When  one 
considers -that  chocolates  average  around  a  cent  apiece, 
the  loss  in  profits  by  this  plan  will  at  once  be  realized. 
Thus,  the  advantage  of  having  the  scales  right  at 
hand,  so  that  the  few  chocolates  left  in  the  scoop  can 
be  returned  to  the  case  without  an  appearance  ot 
"stinginess." 

Other  Features  of  this  Store. 

Tobacco,  cigars  and  pipes  are  also  a  big  department, 
a  silent  salesman  being  devoted  to  them. 

The  photographic  department  has  developed  into  an 
important  sideline. 

While  the  sidelines  are  given  a  good  deal  of  atten- 
tion, regular  drug  lines  are  not 'neglected  by  any 
means.  They  feature  prescriptions,  giving  .a  good 
deal  of  personal  attention  to  this  branch  of  the  busi- 
ness. 


Sprinkling  the  front  of  the  store  on  warm  days  goes 
a  long  way  towards  making  the  entrance  cool  and 
inviting. 


Interior  viewof  the  store  ot  Chittenden  &  McKeen,  Pentieton,  B.C.  who  (oaturo  confectioiiory. 

in  the  accompanying  article. 


Reud  about  it 
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Make  Certain  That  You   are  Figuring  Profits  Correctly 


Make  certain  that  ^ou  are  by  reading  this  article  thor- 
oughly— Many  dealers  are  fooling  themselves  by 
figuring  profits  on  one  basis  and  expenses  on  another. 


THERE  are  quite  a  few  merchants  who  think  they 
are  figuring  profits  correctly  when  they  are 
not.  They  are  fooling  themselves,  and  on  a 
question  on  which  no  dealer  can  afford  to 
make  any  mistakes.  It  is  sometimes  the  case  that  a 
dealer  is  so  certain  that  he  is  figuring  profits  cor- 
rectly that  he  refuses  to  read  articles  in  his  trade  paper 
dealing  with  the  question,  and  yet  perhaps  this  dealer, 
if  he  would  examine  closely  into  his  method,  would 
find  that  he  is  operating  on  a  wrong  basis,  and  losing 
considerable  money  as  a  result. 

Just  to  illustrate  how  easy  it  is  for  a  dealer  to  fool 
himself  in  figuring  profits,  we  will  give  a  sample  case. 
A  dealer  on  examination  of  his  purchases  finds  he  is 
buying  $30,000  worth  of  goods  a  year.  He  decided 
to  sell  at  an  average  advance  of  2OV2  per  cent,  on  cost, 
which  equals  $6,150,  and  makes  a  total  selling  price 
of  $36,150.  He  has  ascertained  that  his  expenses  aver- 
age 17  per  cent.,  and  unthinkingly  figures  that  by  sell- 
ing at  an  advance  of  2OV2  per  cent.,  that  he  is  making 
an  average  net  profit  of  3V2  per  cent.  This  per  cent, 
on  $30,000,  he  figures  would  give  him  a  net  profit  of 
$1,050  for  the  year. 

At  the  end  of  the  year,  he  finds  that  he  has  not  made 
this  amount  of  money — in  fact,  he  finds  that  he  is  no 
further  ahead  than  at  the  beginning  of  the  year.  What 
was  the  reason?    He  was  figuring  profits  incorrectly. 

Was  Figuring  Profits  and  Expenses  on  Diflferent  Basis 
Let  us  reason  out  just  what  profit  he  was  really  mak- 
ing, and  where  he  was  wrong  in  his  calculations.  The 
goods  were  sold  at  an  advance  of  201/4  per  cent  on  cost, 
or  $6,150.  His  expenses  averaged  17  per  cent.,  but 
here  is  the  point — his  expenses  were  figured  on  sell- 
ing price  of  goods,  which  for  the  year  was  $36,150. 
The  expenses  for  the  year  were,  therefore,  $6,145.  The 
goods  were  sold  at  an  advance  of  $6,150,  leaving  a  net 
profit  of  $5,  whereas  he  had  figured  that  he  would  be 
making  $1,050  for  the  year.  Surely  a  big  difference 
between  what  he  expected  and  his  real  pi^ofits,  and 
all  because  he  was  figuring  profits  wrong.  He  was 
figuring  his  advance  for  profit  on  cost  price,  and  his 
expenses  on  selling  price,  the  basis  upon  which  dealers 
always  figure  their  expenses — cost  of  doing  business. 

Difference  Between  Advance  on  Cost  and  on  Selling 

Price 

Dealers  who  court  success  must  ever  bear  in  mind 
that  percentage  of  advance  on  cost  is  vastly  different 
from  the  same  advance  on  selling  price.  For  example, 
if  an  article  costs  $1 — if  we  add  25  cents  on  to  this  and 
sell  it  at  $1.25,  we  are  making  25  per  cent,  on  the  cost 
price  ($1.00),  but  only  20  per  cent,  on  the  selling  price 
($1.25).  In  other  words,  25  per  cent,  on  cost  price  is 
only  20  per  cent,  on  selling  price;  33  1-3  per  cent,  on 
cost  is-  only  25  per  cent,  on  selling  price ;  and  so  on. 
Dealers  who  want  their  business  to  pay  a  profit  should 
ever  bear  this  fact  in  mind. 

Figure  Both  on  Selling  Price  and  be  Safe 

The  way  for  the  merchant  to  guard  against  the  in- 
correct figuring  of  profits,  is  to  make  a  practice  of  al- 
ways figuring  profits  on  the  selling  price.    This  is  the 


basis  on  which  expenses  are  always  figured.  A  dealer 
does  $10,000  worth  of  business  in  a  year,  and  his  cost 
of  doing  business  is  $1,700.  He  says  his  cost  of  doing 
business  is  17  per  cent — he  has  figured  it  on  the  selling 
price.  Now,  if  he  turns  around  and  figures  his  profits 
on  the  cost  price — another  basis — he  does  not  know 
what  net  profits  he  is  making,  or  whether  he  is  making 
any  or  not. 

Better  to  be  Safe  than  Sorry 

It  is  equally  foolish  for  the  dealer  to  try  to  figure 
profits  on  one  basis  and  expenses  on  another,  as  it  is 
for  the  child  at  school  to  try  to  add  fractions  together 
without  reducing  them  to  a  similar  denomination.  You 
may  figure  your  profits  on  cost  price  if  you  wish,  but 
you  must  at  the  same  time  figure  out  what  profit  that 
means  on  sales  and  compare  it  with  cost  of  doing  busi- 
ness (always  figured  on  sales)  in  order  to  ascertain 
whether  you  are  making  a  sufficient  net  profit.  The 
easy,  sure  and  safe  way  is  to  figure  both  on  selling 
price,  and  thus  eliminate  the  possibility  of  mistakes. 
This  is  in  line  with  this  paper's  profit  figuring  slogan, 
"Better  to  be  safe  than  sorry." 

Reason  the  Problem  Out 

Mr.  Dealer,  it  behooves  you  to  look  into  this  ques- 
tion of  figuring  profits  and  into  your  own  method. 
The  question  is  one  of  vital  importance  to  every  dealer, 
because  the  primary  reason  a  man  is  in  business  is  for 
profit.  You  may  think  that  yours  is  the  correct 
method,  and  therefore  there  is  no  necessity  of  looking 
into  the  problem.  Do  not  be  too  sure.  Many  other 
dealers  have  thought  the  same  thing  and  eventually 
woke  up  to  the  fact  that  they  were  mistaken. 

Reason  the  question  out.  If  you  have  been  figuring 
incorrectly,  as  not  a  few  dealers  are  to-day,  it  will  be 
time  well  spent.  If  you  have  been  right,  the  assurance 
of  the  fact  will  do  no  harm,  and  will  give  you  even 
greater  courage  to  demand  a  sufiicient  margin  of  profit 
on  the  goods  you  sell. 


•   SHORT  NOTES  FROM  THE  EDITOR'S  PEN 

Figure  your  profits  correctly. 

•  •    •    • 

Very  few  men  try  to  get  even  with  the  world  by  pay- 
ing their  debts. 

•  •     •    * 

The  big  stores  have  no  monopoly  on  live  merchan- 
dising methods. 

•  •    •    • 

The  average  man's  ability  is  about  equal  to  the  load 
it  is  called  on  to  bear. 

•  •     •     • 

Each  of  us  is  dead  sure  that  if  our  true  worth  were 

understood  that  life  would  be  one  grand  sweet  song. 

•  •     •     • 

Consult  with  the  clerks.  They  are  in  touch  with  the 
customers  and  can  frequently  give  valuable  sugges- 
tions. 

•  •     •     • 

The  appearance  of  labels  is  a  big  factor  in  sales. 
Appealing  to  the  eye  is  frequently  the  way  to  the 
pocketbook. 
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Montreal  Druggist  Finds  Expenses  Run  From  20  to  22% 

/.  A.  Gayer,  who  conducts  three  drug  stores  in  Montreal,  finds  that  expenses 
run  from  20  to  22  per  cent.  —  Some  features  of  his  store  and  business 


A  KNOWLEDGE  of  the  cost  of  doing  business  is 
exceedingly  important  to  every  druggist,  be- 
cause he  must  know  what  his  total  percentege 
of  expenses  is  before  he  can  set  his  selling  prices  with 
an  assurance  that  he  is  getting  enough  to  pay  expense^ 
.'.nd  leave  a  reasonable  net  i)rotit.  System,  of  Chicago, 
in  a  nation-wide  investigation  of  the  cost  of  doing 
business  found  that  retail  drug  stores  averaged  a  little 
less  thau  25  per  cent.  J.  A.  Gayer,  who  conducts  three 
di-ug  stores  in  Montreal,  finds  that  it  costs  him  20  to 
22  per  cent,  to  run  his  business. 

Items  Included  in  Expense  Account. 

In  his  list  of  the  items  reckoned  in  his  expense  sheet 
in  arriving  at  these  figures,  he  includes: 

Rent  and  interest  on  investment. 

Clerks'  salaries. 

liight  and  heat. 

Delivery  and  telephone. 

Insurance  (fire,  burglar  and  glass). 

Breakage,  paper  and  twine,  window  cleaning,  etc. 

Advertising. 

Every  dealer  should  keep  a  properly  conducted  ex- 
pense book  in  which  all  money  paid  out  for  the  conduct 
of  the  business  should  be  entered.  The  posting  of 
these  items  should  not  be  done  in  a  haphazard  way, 
but  entered  systematically  so  that  all  items  will  be 
included  and  the  cost  of  doing  business  will  be  ex- 
actly known. 

Turns  Stock  Over  Five  Times  a  Year. 

Mr.  Gayer  turns  over  his  stock  about  five  times  a 
year.  While  the  prescription  and  patent  medicine  de- 
partments are  given  full  attention  warranted,  sidelines 
are  also  played  up  strong,  Mr.  Gayer  being  convinced 
that  these  are  the  lines  that  are  the  most  profitable. 


in  that  they  can  be  turned  over  frequently  and  iu 
addition  pay  an  appi-eciabie  profit  on  turnover. 

The  prominence  given  to  sidelines  can  be  gleaned 
f  I'om  the  accompanying  photograph  of  his  main  store  at 
17!)5  St.  Lawrence  Boulevard.  He  has  two  other  branch 
stores  and  in  each  a  large  business  is  done  in  such  side- 
lines as  statiojiery,  post  cards,  tobacco  and  cigars,  eix;.^ 

Mr.  Gayer  first  commenced  business  in  the  store  re- 
produced here.  It  is  about  a  mile  north  of  St.  Cath- 
erines Street,  the  chief  thoroughfare  of  the  big  Eastern 
city.  At  that  time,  one  of  the  chief  means  of  adver- 
tising he  used  was  through  the  generous  distribution 
of  well-printed  handbills  and  dodgers  to  the  homes  in 
his  district.  In  these  he  told  the  people  about  the 
service  features  of  his  store  and  pointed  out  to  them 
the  convenience  of  his  location,  allowing  them  to  pur- 
chase their  goods  without  going  away  down  town.  He 
made  special  announcements  on  each  one  in  the  way 
of  special  articles  or  special  prices  and  combined  his 
window  displays  to  fit  this  advertising. 

Nine  Cent  Sale  was  Successful. 

One  of  his  most  successful  sales  was  a  "Nine  cent 
sale,"  in  which  he  offered  nine  articles  each  day  from 
9  a.m.  to  9  p.m.  for  9  days  at  9  cents  each.  He 
changed  some  of  the  articles  each  day  so  that  customers 
who  had  already  bought  might  be  interested  again. 

Mr.  Gayer  is  a  firm  believer  in  good  window  dis- 
plays and  tries  to  fit  them  in  with  the  things  occupy- 
ing public  attention.  For  example,  since  the  outbreak 
of  war  he  ha«  had  some  splendid  patriotic  displays. 
At  the  time  of  the  discovery  of  the  North  Pole  he  had 
a  window  in  which  the  Pole  wa;s  represented  by  candy 
and  the  trail  leading  to  it  with  gum  drops.  It  was 
appropriately  finished  off,  and 'as  the  North  Pole  dis- 
covery was  being  much  discussed  at  that  time,  the 
window  came  in  for  a  good  deal  of  attention. 


store  of  J.  A.  Uayer  of  Montreal,  located  at  1795  St.  Lawrence  Boulevard.  ,  lie  has  two  other  branch  stores. 
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Window  Dressing  Department 


Hints  and  Suggestions 

for 

The  Trimmer 


Buying  centres  are  formed  by  attractive  store  win- 
dows. Take  any  city  of  moderate  size  and  group  in 
the  same  block  three  or  four  stores  noted  for  their  in- 
dividual and  interesting  window  displays,  and  you 
will  find  that  there  is  a  buying  centre.  The  public 
want  to  be  shown,  and  they  will  go  any  place  where 
there  is  enough  for  them  to  see.  If,  in  the  neighbor- 
hood of  your  store,  there  are  not  several  other  interest- 
ing windows,  it  is  all  the  more  necessary  for  you  to 
provide  one  yourself.  You  will  find  that  gradually 
the  quality  of  your  neighbors'  windows  improves  and 
thereby  influences  just  so  much  more  trade  to  come  to 
that  particular  centre. 

Window  a  Miniature  Theatre. 

A  window  is  really  a  miniature  theatre.  There  must 
be  something  about  it  which  attracts  the  crowd,  and 
something  which  holds  its  attention.  Get  a  clear  con- 
ception of  what  that  quality  is  that  interests  the  public 
and  then  work  on  various  phases  of  it  through  your 
window,  and  people  will  continue  to  talk — favorably — 
about  your  store. 

It  is  easy  to  prove  the  interest  of  the  street  audience, 
especially  so  by  contrast.  Consider  the  monotony  of 
walking  through  a  street  with  nothing  whatever  of 
interest  to  look  at.  Consider  a  city  street  on  Sunday 
when  the  curtains  of  the  shop  windows  are  all  closely 
drawn,  or  take  a  wholesale  district  of  any  large  city 
where  the  windows,  if  there  are  any,  are  filled  Avith 
boxes  instead  of  attractive  displays.  In  such  places 
that  feeling  of  lively  interest  in  things  about  you  is 
absent.  Your  sole  desire  is  to  get  through  the  street 
to  your  destination.  But  given,  on  the  other  hand,  a 
series  of  especially  prepared  windows,  you  will  find 
yourself  loitering  and  looking  and  thoroughly  enjoying 
the  walk. 

Not  only  that.  You  will  find  yourself  in  a  receptive 
frame  of  mind.  You  will  find  an  item  in  this  window 
or  that  one  which  interests  you  and  appeals  to  your 


desire  for  possession.  It  is  just  this  feeling  which  your 
windows  must  arouse  in  the  people  you  want  for  your 
customers. 

The  Cheapest  Advertising. 

Window  display  advertising  is,  from  the  standpoint 
of  cost,  the  cheapest  advertising  you  can  do,  because 
for  a  given  amount  of  expenditure  it  is  the  most  effec- 
tive. However,  don't  expect  your  windows  to  be 
effective  without  any  expenditure  of  money  or  effort. 
Don't  hesitate  to  put  a  little  money  into  window  equip- 
ment when  necessary.  Such  things  as  boards,  fixtures, 
paper,  cloth,  and  lights  must  be  provided,  and  the 
expense  of  a  man  to  work  with  these  things  while  the 
windows  are  being  arranged.  Charge  these  items  up 
to  your  advertising,  as  it  is  all  money  well  spent. 

Remember,  the  first  essential  of  a  window  display 
is  to  attract  attention;  then  to  interest,  and  finally  i" 
create  a  desire  of  ownership.  This  last,  however,  is 
least,  since  to  a  large  extent  your  windows  are  expected 
only  to  attract  attention  and  to  interest,  as  many  pur- 
chases are  made  months  after  a  display,  simply  be- 
cause the  person  saw  such  a  thing  on  display  and  was 
interested  in  the  display  in  your  window,  but  the  need 
or  the  desire  to  buy  did  not  arise  until  the  later  date. 

Sales  the  Ultimate  Purpose. 

The  ultimate  purpose  in  every  case  is,  of  course,  to 
sell,  so  your  window  must  attract  favorable  attention 
by  a  distinctive  drug  display  and  aim  toward  a 
sale.  You  may  not  be  following  this  policy,  but  one 
of  the  methods  most  successful  in  helping  along  the 
window  sale  is  a  good,  plain  price  tag  on  every  article 
in  the  window.  Price  tags  add  a  touch  of  reality  to 
the  display.  The  spectator  in  looking  at  something  of 
interest  to  him  can  correctly  place  it  in  his  scale  of 
relative  values. 

Take  your  own  case  when  yon  are  looking  at  a  shoe 
display  or  at  a  men's  furnishing  store  display.    Aren't 
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SuKSeetire  setting  for  a  window  display  of  camping  goods,  a  line  that  should  be  played  up  prominently  at  present.    An  appropriate  setting, 
even  though  it  be  much  simpler  than  the  one  shown  here,  is  sure  to  add  to  th&  value  of  the  window. 
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you  always  just  as  well  satisfied  to  see  a  price  tag  on 
the  collars  and  shirts  exhibited,  as  to  be  left  in  the 
dark  regarding  their  selling  price t  Doesn't  the  price 
tag  sometimes  lead  you  into  the  store  when  otherwise 
you  would  not  go  inf 

Don't  overcrowd  a  window,  or,  rather,  don't  crowd. 
One  thing  or  one  line  at  a  time,  with  very  frequent 
changes,  is  the  best  working  plan. 


HEART  APPEAL  ADVERTISING 

By  A.  Rowdcn  King 

There  are  many  women  who  sincerely  assert  that 
the  surest  way  to  a  man's  heart  is  through  his  stom- 
ach.   It  may  be  true. 

But  when,  in  advertising,  it  comes  to  reaching  a 
reader's  brain,  there  are  at  least  two  distinct  and  ap- 
proved schools.  One  maintains  that  the  best  way  to 
reach  a  reader's  brain  is  through  his  pocket-book. 
This  constitutes  what  might  be  called  the  DoUars-and- 
Oents  Appeal.  And  the  other  well  defined  doctrine  is 
that  the  best  route  is  via  the  heart,  which  should  be 
called  the  Heart  Appeal. 

In  other  words,  this  merchandising  problem  narrows 
itself  down  to  this:  When  selling  automobiles  is  it 
better  to  advertise  that  "Our  car  is  the  best  buy  for 
the  money  on  the  market,"  or  to  say:  "It  will  mean 
much  to  all  your  dear  ones  at  home  if  you  purchase 
one  of  our  automobiles  with  all  their  comforts  and 
conveniences"?  Or,  when  selling  insurance,  is  it  bet- 
ter to  advertise  that  "Our  insurance  policies  represent 
the  best  investment  j'ou  can  make."  or  to  say:  "Think 
of  your  loved  ones — your  mother,  your  wife,  your 
children — are  they  not  worth  protecting  with  the  best 
insurance  you  can  buy"? 

The  Pocket-Book  Appeal,  being  a  mere  matter  of 
dollars   and   cents,   is   businesslike,    unbending,   cold. 


A  tasty  background  tor  any  fancy  display  the  dealer  desires 
to  work  out. 

It  is  reminiscent  of  the  roll-top  desk,  the  clicking  type- 
writer and  the  telephone.  But  the  Heart  Appeal  is  a 
very  different  matter.  It  is  reminiscent  of  the  stage 
when  the  warmest  footlights  are  turned  on,  when  the 
orchestra  lingers  on  its  soft  chords  and  when  we  feel 
a  suggestion,  just  a  suggestion,  of  tears  welling  up 
back  of  the  eyes. 


WINDOW  IS  THE  "FACE"  OF  THE  STORE 

When  a  salesman  comes  into  my  office,  I  judge  him 
first  by  his  face.  Is  he  clean?  Is  he  shaved?  Is  ho 
smiling  or  gloomy?  Does  he  look  trustworthy?  Be- 
fore I  know  who  he  is  or  what  he  sells,  I  have  a  definite 
impression  of  some  sort  about  him. 

Your  show  window  is  the  "face"  of  your  store — 
keep  it  clean  and  smiling.    A  dull,  uninteresting  face 


is  never  a  good  introduction  either  for  a  salesman  or 
a  store.  As  long  as  I  have  not  entered  your  store,  I 
can  judge  it  only  by  what  I  see  of  its  windows  as 
I  pass.  If  this  fails  to  attract  and  interest  me,  only 
the  force  of  urgent  necessity  will  make  me  investigate 
further. 

Compare  the  policies  of  the  two  stores  that  I  have 
mentioned.  One  is  the  natural,  handy,  and  convenient 
place  for  me  to  trade,  yet  I  have  never  stepped  inside 
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Mnny  druggists  sell  llsliing  tackle.  This  dJRplny  had  very  many 
good  ideas.  The  floor  was  covered  with  black  cloth  umler  glass  which 
gave  a  water  like  etfect.  In  the  foreground  was  a  flslicmuin  with  a 
complete  bass  outfit,  seated  in  a  small  boat.  He  was  placed  in  the  pro- 
per position  to  start  a  "cast."  Back  of  the  boat  were  grass  duck  blinds. 
Hanging  along  the  background  were  fishing  outfits  of  different  prices, 
rantting  from  50c  to  |2.50.  Each  outfit  was  complete  and  was  mounted 
on  a  heavy  piece  of  cardboard,  the  shape  of  which  may  be  seen  in  the 
picture.  Every  item  was  mounted  in  a  careful  and  orderly  manner  co 
that  it  could  be  seen  distinctly.  At  the  top  of  the  card-  was  an  itemized 
list  of  the  outfit  with  the  price  of  each  piece  and  the  sale  pi  ice.  In  the 
floor  in  front  were  shown  the  tackle,  bait,  etc.,  for  a  bass  fishing  trip. 
Nearly  every  article  ha<l,  in  addition  to  a  price  ticket,  a  small  can!  with 
some  strong  talking  point.  A  setting  like  this  adds  much  to  the  value 
of  the  diaplay. 

its  door  or  even  paused  to  study  its  windows.  It  has 
lost  my  trade  to  a  store  over  two  miles  away.  How 
many  more  possible  customers  is  it  losing  each  day  by 
this  policy  of  "It's-too-mueh-trouble-to-fix-up  the  win- 
dows, and-it-doesn  't-pay-any  way ' '  ? 

On  the  other  hand,  the  store  that  does  use  its  win- 
dows to  attract  trade,  succeeds  in  securing  customers 
from  neighborhoods  two  miles  away.  If  it  does  that, 
you  can  be  sure  that  it  does  not  feel  much  competition 
in  its  immediate  neighborhood. 

Your  Windows  the  Introduction. 

In  closing,  notice  one  thing:  I  have  not  even  men- 
tioned that  window  displays  sell  the  goods  on  display. 
That  is  an  additional  feature  that  often  makes  them 
return  big  profits  on  a  small  investment.  Wholly  out- 
side of  this  valuable  feature,  however,  is  the  undeniable 
fact  that  live  customers  like  live  dealers — and  the 
easiest  way  for  myself  and  my  friends  to  judge  a 
store  from  the  outside  is  by  its  windows. 

Until  we  actually  enter  your  store,  we  know  you  only 
through  your  window  displays.  Is  yours  a  favorable 
introduction? 


Monte  Johnston,  of  the  Rutherford  Drug  Co.,  Ltd., 
Nelson,  has  joined  the  54th  Battalion  for  overseas  ser- 
vicie. 

Jack  Darling,  of  the  Pool  Drug  Co.,  Vancouver,  has 
joined  the  same  battalion. 

Dr.  Armstrong,  Eyebrow,  Sask.,  has  sold  lii.s-  drug 
store  to  Dr.  Jessop  and  F.  G.  Scotchmere  of  Tugaski. 
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Make  Your  Advertising  Bring  Maximum  Results 

Many  dealers  do  not  get  the  best  possible  results  either  from 
lack  of  proper  copy  or  neglect  to  change  their  ads  often  enough 


By  THE  SCRIBE 


SOME  dealers  seem  to  think  that  paying  money  to 
the  printer  for  space  is  advertising.  At  least, 
that  is  the  opinion  that  one  would  get  from  watch- 
ing the  kind  of  advertising  that  some  dealers  do.  The 
writer  looks  regularly  over  a  large  number  of  news- 
papers from  various  parts  of  Canada  and  he  is  struck 
by  the  fact — and  frequently  disgusted  too — that  many 
dealers  allow  the  same  ad.  to  run  in  their  advertising 
space  for  such  a  long  period  that  it  cannot  be  expected 
to  produce  results. 

Neglect  to  Change  Ads.  Often  Enough 

I  have  in  mind  the  advertising  of  a  dealer  in  an  On- 
tario town  that  is  only  changed  about  twice  a  year. 
It  is  very  good  advertising  as  a  rule,  too,  but  it  is  left 
week  after  week  until  it  becomes  unseasonable  and 
must  have  little  or  no  publicity  value,  except  it  be  to 
advertise  the  dealer  as  a  listless  and  unambitious  mer- 
chant, and  giving  the  public  such  an  opinion  is  cer- 
tainly not  likely  to  induce  business. 

Using  space  in  that  manner  is  not  advertising  in  the 


Serve  Grape  Juice 

These  Warm 

Days 

The  beverage  Is  an  important  part 
of  the  sumimor  •meal.  If  you  want 
something  that  is  cool  and  refreshing, 
we  suig'gesit  grajve  juice.  It  is  adapt- 
able for  the  family  meal,  the  summer 
C4imp,  outings,  luncheons  or  formial  din- 
ners. 

Serve  it  alone  with  cracked  i<'c. 
diluted  with  ice  water — or  in  a  fruit 
punch  or  lemonade.  It  makes  a  de- 
licious drink. 

Keep  a  Supply  on  Hand 

The  best  way  to  buy  summer  drinks 
is  in  quantities,  so  fhat  you  will  have 
them  on  hand  whenever  needed — no 
running  to  the  store  at  a  time  when  you 
do  not  care  Uy — ^always  ready  to  serve 
a  suitable  drink  for  any  meal. 
Blank  brand  pure  grape  juice, 

bottle   25c.   &  50c. 

Lime  juice — you  add  water  to    , 

it— bottle    25c. 

Raspberry  vinegar — an  appetite 

tempter 25c. 

Lemonade  —  in     concentrated 

form    15c.   &  25c. 

Ginger   ale — the    blank    brand 

per  bottle   10c. 

A  full  line  of  all  soft  drinks.  Yorrs 
for  refre-shing  summer  drinks. 

SMITH  &  JONES 

Phone  15 


real  sense  of  the  word,  but  it  is  certainly  gross  extrav- 
agance for  that  merchant  to  pay  good  money  for  adver- 
tising space  and  not  get  the  returns  from  it  that  he 
might. 

Good  Copy  Makes  Difference  in  Results 

Yet,  there  are  many  merchants  who  are  failing  to 
cash  in  on  their  advertising  expenditure  in  the  way 
they  might.  All  are  not  as  bad  as  this  particular  mer- 
chant, which  is  some  consolation,  'but  a  good  many  are 
not  securing  the  maximum  returns.  Sometimes  it  is 
neglect  to  change  the  copy  frequently  enough,  and 
quite  often  negliect  to  use  the  kind  of  copy  that  will 
induce  the  largest  sales.  There  is  much  bad  advertis- 
ing copy  used  by  merchants  to-day,  but  it  is  pleasing 
to  note  that  the  standard  of  advertising  matter  used  by 
grocers  is  Showing  a  gradual  improvement. 

Use  the  Suggestions  in  the  Retail  Druggist 

More  consideration  and  study  to  the  question  ol 
good  advertising  copy  is  advisable.  In  this  regard  the 
advertising  of  other  dealers  will  be  found  helpful,  while 
the  suggestive  ads.  that  we  are  running  each  month  will 
be  found  of  much  assistance  by  readers  in  preparing 
their  ads.  Many  subscribers  are  finding  the  suggestive 
ads.  appearing  in  The  Retail  Druggist  of  much  prac- 
tical help  to  them.  Frequently  they  can  be  run  just 
as  they  are  with  a  few  minor  price  changes.  Other 
times,  some  sliglit  changes  will  be  found  necessary  to 
comply  with  the  special  requirements  of  some  dealers. 
At  all  times,  however,  the  suggestions  contained  in 
them  will  be  found  valuable.    Make  use  of  them. 


Suggestive  seasonable  advertisement  for  the 
retail  drugeist. 


SHORT  HINTS  ON  ADVERTISING 

Use  plenty  of  descriptive  matter.  It  arouses  interest 
in  the  goods  you  desire  to  sell. 

•  *     • 

Don't  try  to  crowd  too  much  into  the  space  at  your 
disposal.    A  crowded  ad.  doesn't  appeal  to  the  eye. 

•  •     « 

Don't  be  too  long-winded  in  your  introduction,  say 
something  that  'will  catch  the  eye  and  arouse  interest, 
but  make  it  short  and  to  the  point. 

•  •     * 

Better  to  deal  with  a  few  lines  and  do  it  so  as  to  in- 
duce sales  than  to  mention  many  in  a  way  that  will 

not  bring  results. 

•  •     • 

Quote  prices  in  your  ads.,  even  if  they  are  regular 
prices.  The  price  is  something  the  customer  must  know 
before  buying. 

Gibbs — "I  believe  in  early  rising,  don't  you?"  Dibbs 
— "Well,  there's  no  abstract  excellence  in  early  rising; 
it  all  depends  upon  what  you  do  after  you  rise.  It 
would  be  better  for  the  world  if  some  people  never 
got  up." 
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ADVERTISING   OF   OTHER   RETAIL   DRUGGISTS 

The  retail  druggist  will  fiud  the  advertising  of  other 
dealers  of  inateriaJ  assistance  to  him  in  the  preparation 
of  his  own  ads.  Sometimes  an  ad  of  another  deahn* 
eannot  1h'  repi'odueiHl  word  for  word,  but  yet  witli 
slight  change  will  suit,  or  will  form  the  basis  for  a  good 
ad  of  the  dealer's  own  uiaking.  For  this  reason  we 
reproduce  e^ieli  month  good  siimple  advertisemeurts 
usihI  by  other  dealere  and  suggestive  subject  matter 
for  drug  advertising. 

DON'T  LET  TILE  SUMMER  SUN  AND  WIND 
SPOIL  Y(UTR  SKL\.— With  heat  to  dry  and  crack, 
and   wind  to  tan  and   freekle,   the  wise  woman   gladlv 


r 


Spice  Quality  will  Determine  the  Success 
of  Your  Pickles  and  Preserves 

Ij<4  us  sui>|>ly  th«  s])iees  and  you  will  be  sure  of 
satisfaotorv  results.  Pure  spices  are  so  much  stroiifjer, 
go  so  much  farther,  and  are  so  much  more  ilelic^te  ami 
a|>l>etizinj:  ihat  they  are  worth  double  the  inferior 
<|uality  which  are  sold  at  low  prices.  The  best  ia 
always  the  cheapest.  Our  line  of  Kitchen  Drugs  is 
complete. 

C.  A.  C.  Cameron 

Preacription  Druggist 
119  Colborne  Street,  Brantford 


Advertisement  used  by  Brantford,  Ont..  drtipffist  to  promote  spice 
biisiness  hist  year.    This  ad.  is  reduced  from  oriirinal. 

enlists  in  her  service  powders,  creams  and  emollients 
of  certified  purity  and  known  efTectiveness.  She  finds 
her  choice  made  easy  by  this  store.  Because  all  good 
kinds  are  here.  And  because  inferior  or  hurtful  kinds 
are  rigidly  excluded — we  reckon  that  it's  up  to  Eaton 
service  to  make  sure  of  that.  Phone  your  orders  for 
any  of  the  following  to  Main  4100. 

GET  THE  HYDROGEN  PEROXIDE  HABIT.— 
There  S'hould  be  a  bottle  of  this  preparation  in  every 
liome — Peroxide  should  be  used  as  a  germicide,  anti- 
septic and  purifier.  It  destroys  all  impurities,  is  in- 
valuable as  an  application  to  wounds  and  is  the  most 
etTieient  mouth  wash,  as  it  destroys  all  bacteria  and 
pui-ifies  the  breath.  Our  Hydrogen  Peroxide  is  a  pure 
full  strength  product  and  we  guarantee  it  to  be  as 
good  as  any  Peroxide  on  the  market. — J.  W.  Crooks 
&  ('o..  Port  Arthur,  Ont. 

FRESH  RUP>BER  GOODS.— Perhaps  you  have  never 
given  a  thought  to  the  freshness  of  such  things,  but 
rubber  goods  deteriorate  when  kept  in  stock  for  som" 
time  and  their  wearing  rpialities  are  so  impaired  that 
their  term  of  usefulness  is  short.  All  our  goods  come 
directly  from  the  manufacturers  and  we  purchase  in 
accordance  with  our  output,  therefore  our  stock  is 
always  fresh — all  live,  elastic  rubber.  You'll  get  the 
full  benefit  of  goods  like  these  in  long  wear.  Our 
stock  includes  everything  in  family  rubber  goods:  Bu'b 
syringes,  fountain  syringes,  atomizers,  ice  bags,  hot 
water  bags,  nipples,  teething  Hngs,  finger  cots,  rubber 
tubing,  nebulizers,  douches,  rubber  sheeting,  etc.  These 
goods  are  warranted,  so  if  you  are  not  satisfied  with 
your  [uirchase  we  wiW  refund  your  money.  Our  prices 
are  so  low  fliat  you  cannot  afford  to  trade  elsewhere. 
— P.  N.  Enman,  Sumnierside,  P.E.I. 

''Don't  worry,"  says  E.  A.  Rea,  of  Hamilton,  Ont., 
in  his  ad.,  "about  what  you  are  going  to  have  for 
dessert,  when  von  can  please  yours(Of  and  your  guests 
by  serving  brick  ice  cream.     We  comstantly  keep  on 


hand  a  varied  assortment  of  flavors.  Try  Blank's  ice 
cream  once  and  you  will  order  it  again,  on  account  of 
its  richness,  flavor,  and  general  all-round  quality." 

KKEP  COMFORTABLE  WITH  TALCUM  was  the 
heading  of  an  ad  of  P.  N.  Ennian  of  Summerside,  P.E.I. , 
which  read:  "There  is  nothing  that  is  such  a  help  to 
comfort  in  hot  weather  as  a  good  talcum  powder,  and 
we  believe  our  Blank  talcum  to  be  unsurpassed  for 
geiR>ral  excellence.  It  is  made  from  the  finest  talc 
ami  is  ground  to  impalpable  fineness.  It  is  the  most 
harmless  face  powder  on  the  market  and  it  is  the  only 
\  powder  that  should  be  used  in  the  nursery.  We  have 
it  in  three  odors,  violet,  rose  and  lotus  buds,  the  price 
being  the  same  for  each,  25  cents." 

OH,  THOSE  FRECKLES !— Heading  on  ad  of  Red 
Cross  Drug  &  Book  Co.,  Ltd.,  of  Lethbridge,  Alberta, 
^\ilich  read:  "Miany  women  are  unable  to  enjoy  the 
health  giving  properties  of  good  Canadian  sunshine 
simply  because  they  immediately  reap  a  fine  crop  of 
freckles.  You  needn't  worry  about  that.  Go  ahead 
and  enjoy  a  sunbath— stay  out  in  it  all  day.  If  freckles 
come  Blank's  freckle  lotion  will  remove  tihem  as  well 
as  the  tan.  If  your  skin  gets  burned,  this  face  cream 
will  take  out  the  soreness  and%-edness.  Freekle  lotion 
is  only  half-a-dollar  while  the  cream  sells  for  a  quar- 
ter." 

The  same  firm  ran  another  ad  headed:  "Summer 
holidays  vdthout  Mosquitoes,"  which  read: 

Would  your  summer  vacation  be  more  pleasant 
if  you  had  a  remedy  to  prevent  the  mosquitoes 
from  biting  you? 

Anti-buzz  is  a  pleasant  smelling  liquid  that  if 
applied  to  hands  and  face  will  keep  all  mosquitoes, 
black  flies  and  gnats  from  troubling  you  at  all. 


"So  Pleasant,  so  Refreshing 

As  you  sit  at  your  dressing-table  some  warm,  close 
day,  when  your  clothes  veritably  stick  to  you  and 
your  skin  is  inflamed  with  the  heat,  do  you  feel  in- 
clined to  use  these  adjectives  as  you  take  up  your  tin 
of  talcum  powder?  Is  it  the  kind  of  talcum  which 
would  lead  you  to  mentally  exclaim,  "How  pleasant, 
how  refreshing"? 

If  not,  then  you  will  be  interested  to  hear  about 
our  Kose  Talcum  Powder,  which  is  most  assuredly 
marked  by  these  qualities.  Made  for  our  esjiecial  and 
exclusive  selling,  it  is  put  up  under  our  own  super- 
vision, every  ingredient  in  its  make-up  being  abso- 
lutely 'pure  and  sanitary,  and  |>osse8sing,  moreover, 
strong  healing  and  soothing  properties. 

It  is  characterized  by  a  delicate  rose  scent,  and  is  to 
be  had  in  flesh  oolor  and  in  white.     Price,  20c.  a  tin. 


<tood  stmimer  talk  on  talcum  powder  by  the  T.  Eaton  Co.,  of  Toi-oiito. 

"Lime  Juice,"  says  the  Canada  Drug  &  Book  Co., 
of  Regina,  in  an  ad,  "is  not  only  a  healthy,  refreshing, 
cooling  drink  for  the  hot  weather,  but  is  also  a  provei 
preventative  of  typhoid.     We  have  a  large  stock." 


"You  never  know  what  you  can  do  till  you  try," 
said  a  writer,  "and  then  you  are  generally  sorry  you 
found  out!" 

A  Board  School  teacher,  putting  his  hand  on  the 
shoulder  of  a  boy  of  doubtful  character,  said,  "I  believe 
Satan  has  got  hold  of  you."  "I  believe  so,  too,"  was 
the  reply. 
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Comment  on  Topics  of  Interest  to  Druggists 


:  By  W.  L.  EDMONDS  : 


The  Outlook  for  Business  interests  in  Canada  are 

Better  Business.  patiently  awaiting  the  maturing 

of  the  crops.     If,  when  the  period 
of  maturity  has  arrived,  the  yield  per  ae.re  is  found  to 
be  average  in  quality  and  quantity  we  may  confidently', 
look  for  a  steady  improvement  in  business. 

Even  should  the  yield  per  acre  prove  to  be  above 
the  average  in  quantity  and  quality,  it  is  by  no  means 
probable  that  we  shall  see  a  boom  in  business  approxi- 
mating to  that  of  1912.  There  are  too  many  overdue 
accounts  in  the  West  remaining  to  be  liquidated  be- 
fore business  can  be  expected  to  get  back  to  its  former 
full  and  free  swing. 

But  the  outlook  is  by  no  means  unpromising.  On 
the  contrary,  it  is  most  promising. 

In  the  first  place,  i^fajiada,  never  had  as  large  an 
acreage  under  cultivation,  and  never  were  the  crop  con- 
ditions on  the  whole  so  promising.  True,  the  weather 
has  been  somewhat  backward  of  late,  but  it  must 
be  remembered  that  the  crops  got  an  earlier  start  by 
a  couple  of  weeks  than  usual.  The  increase  in  the  acre- 
age is  20  to  25  per  cent,  larger  than  in  1914,  w'hile 
there  is  every  reason  to  believe  that  the  present  era 
of  high  prices  will  prevail  at  least  during  the  ensuing 
crop  year. 

Then  in  the  second  place,  there  is  the  condition  of 
the  stocks  of  merchandise  in  the  hands  of  manufac- 
turers, wholesalers  and  retailers  to  take  into  considera- 
tion. Probably  at  no  time  in  the  history  of  the  country 
were  they  more  healthy.  It  is  now  about  eighteen 
months  since  the  period  of  retrenchment  set  in,  and 
during  that  time  stocks  in  all  hands  have  been  reduced 
to  a  point  far  below  the  normal.  When  the  crops  be- 
gin to  move,  and  the  money  vp'hich  the  farmers  obtain 
from  them  begins  to  circulate,  there  must  naturally 
follow  a  replenishing  of  stocks  of  merchandise.  When 
that  period  arrives  business  will  naturally  take  on  a 
more  vigorous  life. 


Money  for  Business.  That  the  banks  will  have  no  diffi- 
culty in  financing  the  movement 
of  the  crops  and  furnishing  accommodation  to  the 
bnsiness  enterprises  of  the  country  is  evident  from  the 
figures  revealed  by  the  Government  returns. 

Never  in  the  history  of  the  country  were  the  banks 
ever  better  supplied  with  funds,  the  savings  deposits 
during  the  last  two  or  three  months  having  exceeded 
all  previous  records.  At  the  end  of  May  they  were 
$1 ,039,237,000,  an  increase  of  $5,836,000  for  the  month, 
and  of  $34,543,000  for  the  year.  The  notes  in  circula- 
tion were  $99,125,000,  an  increase  of  $2,836,000  and 
$1,364,000  respectively. 

As  it  is  by  the  loaning  of  money  that  the  banks  are 
able  to  keep  their  doors  open  and  earn  dividends  for 
their  shareholders,  it, naturally  follows  that  with  good 
good  crops  assured  they  will  judiciously  loosen  their 
purse  strings  at  the  earliest  possible  moment.  At 
present  they  have  nearly  $78,000,000  less  out  in  com- 
mercial loans  than  they  had  a  year  ago. 


Canada's  Italy's  entrance  into  the  war  is 

Drug  Imports  not  without  some  interest  to  the 

from  Italy.  druggists  of  Canada,  many  lines 

which  they  sell  being  imported 
to  a  greater  or  less  extent  from  that  country. 

The  most  important  line,  as  far  as  value  is  concerned, 
which  Canada  imports  from  Italy  is  olive  oil.  Of  this 
commodity  we,  in  1914,  imported  $135,530  worth  from 
that  country,  which  was  nearly  one  half  of  the  total 
((uantity  imported  from  all  countries.  Imports  from 
France  ranked  next  in  order  with  $83,320.  Between 
them  these  countries  supplied  73  per  cent,  of  our  re- 
quirements.    And  both  are  now  engaged  in  the  war. 

Next  to  olive  oil  the  most  important  thing  we  get 
in  the  drug  line  from  Italy  is  essential  oils,  our  im- 
ports last  year  being  $26,091.  Following  this  is  brim- 
stone, of  which  we  obtained  1,455,536  lb.,  valued  at 
$16,240.  Other  lines  were:  Liquorice,  $599;  magnesia, 
$869;  medicinal  preparations,  $947;  medicinal  roots, 
flowers,  etc.,  $780;  other  drugs,  $1,660. 

There  are  of  course  many  lines  appertaining  to  the 
drug  trade  which  Canada  imports  from  Italy,  direct 
and  indirect,  which  are  not  shown  in  the  Trade  and 
Navigation  Returns. 

Just  what  the  effect  of  Italy's  entrance  into  the 
war  may  have  upon  our  supplies  from  that  country 
cannot  of  course  be  anticipated  with  any  degree  of 
certainty.  The  experiences  of  the  war  have  taught  us 
that  it  is  the  unexpected  that  often  happens. 

In  the  United  States  the  drug  papers  are  comment- 
ing upon  the  dependence  of  that  country  upon  Italy 
for  citric  acid,  lemon  oil,  orange  oil,  argols,  castile 
soap,  manna,  juniper  berries,  orris  root,  squills,  sumac 
and  many  other  drug  commodities. 

Canada's  total  imports  of  merchandise  of  all  kinds 
from  Italy  in  1914  were  valued  at  $2,090,387,  an  in- 
crease of  $376,802  over  1913  and  of  $1,688,457  over 
1904. 

*     *     • 

Decreasing  Although  the  death  rate  in  To- 

Death  Rate  ronto  from  typhoid  fever  is  still 

from  Typhoid.  higher  than  in  the  leading  cities 

in  Great  Britain  and  the  largest 
cities  in  the  United  States,  the  great  decrease  that  has 
taken  place  during  the  last  few  years  promises  to  see 
the  "Queen  City"  ultimately  placed  among  those  now 
ranking  in  the  minimum  column. 

According  to  a  statement  recently  published  in  the 
official  organ  of  the  Canadian  Public  Health  Associa- 
tion, to  Birmingham,  England,  belongs  the  distinction 
of  possessing  the  lowest  death  rate  from  typhoid  fever 
in  either  Great  Britain,  the  United  States  or  Canada. 
The  death  rate  in  that  city  last  year  was  1.9  per 
100,000  of  population.  London,  England,  followed  with 
3.3,  and  Edinburgh  ranked  third  with  3.4.  On  this 
continent  Cincinnati  made  the  best  showing  with  5.7 
and  New  York  came  next  in  order  with  6.  Toronto 
stands  first  among  the  cities  in  Canada  with  a  death 
rate  of  7.5  per  100,000  of  population,  and  Winnipeg, 
whose  death  rate  from  typhoid  fever  a  few  years  ago 
was  so  alarming,  stood  second  with  7.9  deaths.  Mont- 
real is  in  much  about  the  same  position  as  Toronto 
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was  in  1905.  with  a  death  rate  of  16.9.  liiit  in  Toronto 
in  1910  till"  (ifath  rato  per  100.000  of  ivopiilation  rcacliod 
the  deplorabU'  figun-s  of  40.8.  Since  then  there  li'as 
been  a  gradual  decrt»'ase  until,  as  already  stated 
above,  it  has  reached  the  moderate  rate  of  7.5. 

The  medical  man.  aided  by  the  chemist,  is  gi-adually 
fretting  a  death  grip  upon  the  destructive  typhoid 
germ. 


Free  Medicines 
for  War 
Dependents. 


That  the  druggists  in  Great  Brit- 
ain are  "doing  their  bit"  in  the 
great  struggle  which  is  going  on 
in  the  Eniipire  instances  «re  not 
wanting.  Many  have  gone  to  the  Front  to  fight,  and 
those  whom  necessity  has  compelled  to  remain  at  home 
ai-e  rendering  help  in  other  direction.s.  One  of  the 
beneficient  things  undertaken  by  the  Pharmaceutical 
Society  of  Great  Britain,  for  example,  is  the  supply 
of  medicines  free  of  charge  to  dependents  of  those  at 
the  Front,  the  annual  cost  of  which  is  estimated  at 
$4,000.  What  this  may  mean  to  the  sick,  particularly 
to  those  in  poor  circumstances,  cannot  be  estimated. 


The  merchant  does  not  consider  that  in  a  direct  way 
he  makes  any  money  from  the  "Birthday  Sale."  On 
the  contrary,  he  is  of  opinion  that,  directly,  he  loses 
money.  But  he  is  quite  certain  that  in  the  long  run 
he  gains  materially  because  of  the  advertising  he 
obtains. 

A  special  sale  of  this  kind  would  doubtless  interest 
people  whose  birthday  fell  on  the  particular  day  on 
which  it  is  held.  It  would  probably  also  interest  to 
S!ome  extent  people  whose  birthday  fell  either  a  few 
days  before  or  a  few  days  after  the  "Birthday  Sale." 
It  would,  therefore,  be  of  some  advertising  value  as 
far  as  they  were  concerned  even  though  they  were 
unable  to  participate  in  its  benefits. 

One  thing  about  a  special  sale  of  this  kind  is  that 
it  may  bring  to  the  store  people  who  have  not  hitherto 
been  customers.  Another  thing  is  that  it  sets  people 
talking  about  the  store  and  its  age. 

Even  if  merchants  elsewhere  may  not  feel  disposed 
to  follow  the  example  of  the  merchant  referred  to,  it 
may  suggest  to  them  a  special  sale  of  a  different  char- 
acter. 


Loss  to  Business  It   cost   $77,828.15   to   feed   and 

Through  Crime.  clothe  the  19,250  prisoners  which 

last  year  occupied  common  gaols 
in  the  Province  of  Ontario.  This  is  a  little  over  $30.50 
per  head. 

The  few  merchants  who  were  fortunate  enough  to 
secure  contracts  for  supplying  the  food  and  clothing 
no  doubt  reaped  some  benefit  therefrom.  But  that  the 
great  mass  of  business  men  in  the  province  would 
have  reaped  still  greater  benefit  had  these  19,250  pri- 
soners been  free  men  and  women,  there  can  be  no 
doubt. 

Had  each  person  incarcerated  been  free,  $30.50  would 
have  gone  but  a  short  distance  towards  supplying  his 
or  her  needs  in  food  and  clothing  for  a  twelve-month 
period.  On  the  contrarj--,  the  average,  at  the  very 
lowest,  would  have  been  $200,  or  $3,850,000  for  the 
19,250  people.  But  because  they  were  only  feeding 
and  clothing  prisoners,  all  the  business  men  of  the 
province  obtained  was  $77,828.15. 

This  gives  some  idea  of  the  diflPerence  in  the  economic 
value  to  the  business  men  of  Ontario  between  people 
who  live  in  gaols  and  those  who  live  in  ordinary 
homes. 

But  even  that  does  not  include  all  the  economic  loss. 
In  order  to  ascertain  that  it  would  be  necessary  to 
know  how  much  the  purchasing  power  of  dependents 
was  curtailed  by  the  incarceration  of  those  who.  in 
whole  and  in  part,  contributed  to  their  support.  Thai 
is,  of  course,  past  finding  out. 


A  Birthday  Sale.  A  merchant  in  a  Western  town 
has,  during  the  last  few  year^. 
carried  on  a  special  sale  on  the  anniversary  of  his  enter- 
ing business. 

He  calls  it  a  "Birthday  Sale." 

On  the  day  on  which  this  sale  is  held  all  whose  birth- 
day falls  thereon,  no  matter  what  their  age  may  be. 
are  allowed  a  discount  of  25  per  cent,  on  the  first  five 
dollars'  worth  of  merchandise  purchased,  and  of  10 
per  cent,  on  the  second  five  dollars'  worth.  On  pur- 
chases beyond  the  sum  of  ten  dollars  no  discounts  are 
allowed. 

Customers  need  not  produce  any  proof  as  to  the  date 
of  their  birth.     Their  mere  statement  js  accepted. 


SOME  STORE  PHILOSOPHY 

Just  becajuse  people  do  not  fall  over  one  another  to 
buy  immediately  the  goods  you  show  in  the  window 
is  no  sign  window  displays  are  not  profitable. 

When  collections  are  slow,  all  the  more  reason  for 
keeping  after  the  debtor  rather  than  getting  discour- 
aged and  giving  up. 

Plug  up  the  little  leaks  as  fast  as  you  find  them 
rather  than  let  them  go  while  you  look  for  bigger 
ones. 

It  is  easy  enough  to  work  hard  on  a  plan  while  it  is 
new,  but  the  good  man  is  the  one  who  stacks  to  his 
plan  after  the  novelty  has  worn  off. 


Passing  Business  Thoughts 

Bj/  Jf  .  L.  E. 

Perseverance  is  a  good  thing  as  long  as  one  per- 
severes in  the  right  direction. 


To  the  wide-awake  retailer  there  is  no  period  in 
the  year  when  to  cultivate  business  is  unseasonable. 


The  clerk  who  attains  success  in  life  is  he  who  is 
zealous  for  the  success  of  his  employer' s  business. 


Advertising  that  is  not  backed  up  by  good  service 
in  the  store,  like  a  battleship  with  an  ineffective 
crew,  loses  much  of  its  effectiveness. 


When  a  business  man  gets  spring  fever  he  should 
chase  a  golf  ball  or  cast  flies  in  a  sylvan  trout 
stream. 


Those  who  practise  putting  off  till  to-morrow  that 
which  should  be  done  to-day  have  a  weak  spot  in 
their  will  power. 
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For  the  Man  Behind  the  Counter 


KEEP  UP  WINDOW  DISPLAYS  DUEING  SUMMER. 

The  clerk  who  courts  tie  appreciation  of  his  em- 
ployer will  find  that  he  will  rise  consideraWy  in  his 
estimation  by  maintaining  good  window  displays  right 
through  the  summer  season. 

It  is  true  that  warm  weather  inclines  us  to  be  listless 
and  to  neglect  to  change  displays  as  frequently  as  we 
would  at  other  seasons,  but  the  ambitious  clerk  will 
find  it  to  his  benefit  as  well  as  to  the  benefit  of  the  store 
to  maintain  his  window  display  effort. 

After  all,  don't  we  feel  better  after  putting  in  our 
spare  time  fixing  a  window  display  than  if  we  loafed 
around  during  spare  moments  complaining  of  the  heat. 
It  is  just  the  amlbition  to  start  in  at  the  work  that  we 
need. 

It  is  something  like  getting  up  in  the  morning.  It 
sometimes  takes  a  great  mental  effort  to  decide  to  take 
the  plunge,  but  once  we  have  made  the  break  we  are 
glad  we  have,  and  wonder  why  we  ever  remained  there 
so  long. 

So  try  to  banish  that  listless  feeling  when  you  see 
that  a  display  should  be  changed.  Make  a  start,  and 
in  most  eases  you  will  get  interested  in  your  work  and 
not  feel  the  beat  as  much  as  if  you  had  nothing  to  do 
but  think  about  it. 

Good  window  displays  not  only  brighten  up  the 
store  but  induce  sales.  Show  your  interest  in  the  busi- 
ness this  summer  by  maintaining  good  displays.  The 
same  thing  applies  to  interior  displays. 


A  Brotherly  Talk  to  Clerks 

By  One  of  Them 

THE  man  or  woman  who  is  in  the  employ  of  another 
man  or  woman  must  learn  that  the  employer 
has  a  right  to  say  what  the  employe  shall  do, 
and  when  he  shall  do  it.  This,  as  you  might  judge,  is 
to  be  a  little  talk  to  employes  by  one  of  them.  You  may 
remember  that  before  you  entered  upon  your  present 
employment  the  employer  was  getting  along  pretty 
well,  and  that  should  be  some  evidence  of  the  fact  that 
he  will  continue  to  get  along  all  right  after  you  are 
gone. 

Don't  Think  You  Are  the  Whole  "Works" 

Many  employes,  however,  are  unable  to  get  this 
through  their  noodle.  When  they  first  land  on  a  job 
they  have  a  dread  of  being  fired  because  they  can't 
make  good,  and  after  they  have  been  on  the  job  three 
months  they  imagine  they  own  the  place  and  want  to 
tie  a  can  to  the  proprietor.  They  are  firm  in  the  belief 
that  if  they  were  to  quit  the  job,  get  fired,  or  die,  the 
whole  works  would  be  put  out  of  commission.  The 
writer  had  this  exalted  opinion  of  himself  once  upon 
a  time.  He  finally  got  fired,  and  he  walked  around 
past  the  place  every  day  expecting  to  find  a  "closed 
by  the  sheriff"  sign  on  the  door,  but  the  sign  didn't 
appear.  The  business  kept  right  on  growing.  It  was 
hard  for  a  certain  growing  youth  to  believe  that  such  a 
thing  was  possible,  but  there  was  the  physical  evidence 
right  before  his  eyes.    That  probably  did  more  than 


anything  else  to  convince  him  that  he  wasn't  the  whole 
bag  of  tricks,  and  that  there  were  others  in  the  world 
who  were  pretty  good  workers. 

Don't  Underestimate  the  Boss 

Too  many  employes  imagine  that  they  know  more 
albout  the  business  than  the  boss,  and  they  question 
his  judgment  every  time  he  finds  something  for  them 
to  do.  If  they  don't  tell  the  boss  himself  that  he  is 
wrong  they  tell  every  other  employe  about  the  place 
what  a  grave  mistake  the  old  man  is^  making  in  not 
asking  their  advice  in  all  matters,  regardless  of  how 
trivial  or  how  important  they  may  be.  The  man  or 
woman  who  enters  the  employ  of  another  will  get 
along  best  who  does  as  he  or  she  is  told  to  do  and  asks 
no  questions.  It  will  be  well  to  remember  that  it  is  the 
boss  who  will  lose  if  he  is  wrong  and  not  the  employe. 

Clerk  Must  Learn  to  Obey 

It  ofteji  has  been  said,  and  truly,  too,  that  no  man 
can  command  who  cannot  first  obey.  One  of  the  many 
great  faults  to  be  found  with  employes  is  that  they 
have  chosen  a  poor  motto.  This  motto  with  many  is 
"Isehi  Beble"  when  in  reality  it  should  be  "leh  Dien" 
— ^I  serve. 

The  employer  has  a  right  to  expect  obedience  and 
loyalty  from  every  man  and  woman  in  his  employ. 
Not  long  ago  a  story  was  told  of  a  young  woman  who 
secured  a  position  as  saleslady  in  a  woman's  ready-to- 
wear  department.  The  store  was  located  in  a  small 
city  and  the  young  woman  knew  almost  everybody 
t;here.  The  store  was  not  as  reliable  as  it  should  have 
been  and  instead  of  trying  to  sell  goods  this  young 
woman  spent  her  time  telling  everybody  who  came  to 
her  that  the  goods  in  the  store  were  not  worth  the  price 
asked  and  advised  them  to  go  somewhere  else.  Yet, 
when  Saturday  night  came  around,  this  young  woman 
accepted  her  envelope  and  growled  because  it  did  not 
contain  more.  If  this  .young  woman  was  willing  to 
accept  pay  she  should  have  been  willing  to  perform  the 
duties  for  which  she  was  paid.  If  she  wanted  to  warn 
her  friends  that  the  goods  were  not  as  the  store  repre- 
sented she  should  have  done  it  on  her  own  time,  and 
not  on  that  of  the  owner  of  the  store. 

Need  of  Loyalty  and  Vim 

The  man  or  woman  who  is  carried  on  the  payroll  of 
any  institution  should  consider  himself  as  a  part  of  the 


SOME   MAXIMS   FOR   THE   CLERK. 

Service  is  the  Mg  thing  that  the  store  has  for  sale. 

An  institution  is  no  stronger  than  its  weakest  em- 
ploye. 

No  transaction  is  satisfactory  unless  it  is  profitable 
to  both  parties. 

The  customer  is  king  immediately  he  puts  his  foot 
across  the  threshold. 

Anj-one  can  give  goods  away  but  it  takes  a  sales- 
man to  sell  goods  at  a  profit. 

The  best  advertiser  is  the  wagging  tongue  of  a  satis- 
fies! customer. 
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coucern,  and  consider  that  the  success  of  that  concern 
means  the  success  of  everybody  connected  with  it. 
When  the  place  gets  so  distasteful  to  you  that  you  can 
no  longer  be  loyal  to  it,  quit;  don't  growl  about  it — 
quit.  Then,  after  you  have  quit,  there  will  be  no  ex- 
cuse to  growl — you  will  be  too  busy  hunting  a  new  job. 
In  order  to  be  successful  in  any  position  an  employe 
must  have  vim,  nerve  and  vitality,  instead  of  being 
void,  verbose  and  virulent. 


Department  of  Information  for 


Clerks 


Pacta  about  goods  sold  in  the 
store  that  will  help  in  sales. 


AT  this  season  of  the  year  spices  become  promi- 
nent again,  and  it  will  no  doubt  be  interesting 
to  clerks  to  le«irn  something  about  the  growth 
of  some  of  the  lines  which  they  sell.  It  is  well  that 
the  clerk  should  know  something  about  goods  that  he 
is  offering  for  sale,  and  information  of  this  nature  can 
frecjueutly  be  used  to  interest  customers.  • 

GINGER 

Ginger  is  the  root-stock  of  a  plant  known  botanically 
as  Zingiber  officinale,  an  annual  herb,  three  or  four 
feet  high.  It  is  a  native  of  India  and  China,  but  is 
grown  extensively  in  tropical  America,  Africa  and 
Australia. 

The  plant  endures  a  wide  range  of  climate.  It  may 
be  grown  at  sea  level  or  in  mountainous  regions,  pro- 
vided the  rainfall  be  abundant  or  irrigation  adopted. 

It  is  found  cultivated  from  the  Himalaya  Mountains, 
5,000  feet  above  sea  level,  to  Cape  Comarin. 

The  root  is  dug  when  the  plant  is  a  year  old  and  after 
the  stalk  has  withered. 

Black  ginger,  of  which  Calcutta  and  African  are  the 
common  varieties,  is  produced  by  scalding  the  freshly- 
dug  roots.    This  prevents  sprouting. 

White  ginger  is  the  decorticated  product,  the  chief 
varieties  being  Jamaica,  Cochin,  and  Japan.  Jamaica 
is  the  most  esteemed.  Jamaica  ginger  is  best  known 
and  most  used  here,  although  both  Cochin  and  African 
ginger  are  imported  in  a  large  way. 

MACE 

Mace  is  carefully  removed  from  the  shell  surround- 
ing the  kernel  of  the  nutmeg  by  hand,  although  a 
knife  is  sometimes  employed.  It  is  then  placed  on 
mats  or  trays  to  dry  in  the  sunshine.  Of  late  years, 
however,  artificial  drying  has  proven  so  successful  that 
it  is  rapidly  supplanting  the  old  method  in  which  the 
sunshine  dissipated  some  of  the  virtues  of  the  mace. 
Several  months  are  required  to  cure  it.  During  this 
time  it  changes  from  a  crimson  to  a  blood-red  and  later 
to  the  yellowish  or  golden  brown  color,  in  which  state 
it  is  found  on  the  market  here. 

The  Penang  or  Banda  mace  is  probably  the  most 
desirable,  with  the  Siauw  and  Batavia  following  in  the 
order  named. 

Great  care  must  be  exercised  in  the  grinding  of  mace, 
as  it  is  very  rich  in  volatile  oil. 

NUTMEGS  AND  MACE 

The  nutmeg  tree,  genus  Myristica  (natural  order 
Myristieaccae),  native  of  the  Malay  Archipelago,  usu- 
ally grows  to  a  height  of  twenty  to  thirty  feet.    While 


the  greater  part  of  the  world 's  supply  of  both  nutmegs 
and  mace  comes  from  the  Banda  Islands,  the  West  In- 
dies are  by  no  means  to  be  overlooked. 

The  nutmeg  fruit  is  about  three  inches  long  and 
about  two  inches  in  diameter.  In  includes,  first,  the 
outer  or  fleshy  membranous  part ;  second,  the  substance 
covering  the  outer  shell  of  the  nutmeg,  known  as  mace, 
next  to  the  shell,  and  finally  the  kernel  or  commercial 
nutmeg. 

After  harvesting,  which  in  some  places  is  done  with 
long  forked  sticks  or  bamboo  poles,  the  red-colored 
network  (mace)  is  removed  and  the  nuts  are  placed 
over  a  fire  in  mesh  bottom  receptacles,  where  they  re- 
main for  perhaps  a  month,  being  kept  about  ten  feet 
away  from  the  flames.  They  are  next  exposed  to  the 
sun  for  two  or  three  hours  daily  for  several  days,  or 
until  the  kernels  rattle  within  the  shell.  They  are  then 
removed  from  the  shell  and  assorted  into  three  general 
grades. 

Among  the  many  varieties  of  nutmegs,  the  Singapore, 
Penang,  West  Indian  and  Macassars  are  most  esteemed, 
the  price  being  regulated  by  the  type,  size  and  quality 
of  the  nut. 

During  the  past  few  years  ground  nutmeg  has  been 
placed  on  the  market,  and  is  steadily  finding  favor 
with  housewives. 


More  Natural 

Photographer  (to  young  man) — It  will  .make  a  much 
better  picture  if  you  put  your  hand  on  your  father's 
shoulder. 

The  Father — It  would  be  much  more  natural  if  he 
had  his  hand  in  my  pocket. 


The  Good-nigfht  Message. 

The  patter  of  tiny  feet  was  heard  from  the  head  of 
the  stairs.  Mrs.  Kinterby  raised  her  hand,  warning  the 
others  to  silence. 

"Hush!"  she  said,  softly.  "The  children  are  going 
to  deliver  their  good-night  message.  It  always  gives 
me  a  feeling  of  reverence  to  hear  them — they  are  so 
much  nearer  the  Creator  than  we  are,  and  they  speak 
the  love  that  is  in  their  little  hearts  never  so  fully  as 
when  the  dark  has  come.     Listen!" 

Then  there  was  a  moment  of  tense  silence.    Then — 

"Mamma,"  came  the  message  in  a  shrill  whisper. 
"Willie  found  a. bedbug!" 


THE  BUSINESS   GAME   AS  I  SEE  IT 
Observations  of  the  Delivery  Boy 

Enough  is  as  good  as  a  feast — as  the  green  clerk 
said  after  his  first  swallow  of  Tabasco  sauce. 

Many  a  clerk  c-an  reinemfber  baseball  statistics  much 
better  than  the  prices  of  his  goods. 

Before  pointing  the  finger  of  scorn  at  anyone  else, 
be  sure  there  is  no  yesterday's  egg  on  your  own  chin. 

There  is  enough  slaughter  going  on  in  the  world  at 
the  present  time  without  retailers  glaugthtering  prices. 

Chasing  up  business  is  sometimes  only  the  prelim 
inary  to  the  real  sprinting — that  of  chasing  customers 
to  get  the  money. 

Is  it  any  less  dishonest  to  help  yourself  to  a  nickel's 
worth  of  goods  twenty  times  a  month  thain  to  a  dol- 
lar's worth  one  time? 

It  may  be  a  long  way  to  Tipperary,  but  some  derke 
are  going  to  find  it  a  longer  way  to  success  if  they 
don  't  get  a  move  on. 
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NEWS  OF  THE  TRADE 


From  Coast  to  Coast 


Quebec 

The  Rosemount  Pharmacie,  Montreal,  has  been  regis- 
tered. 

The  Aetna  Cbemieal  Co.  of  Canada,  Montreal,  has 

registered. 

The  Anglo-Canadian  Chemical  Co.,  of  Montreal,  has 
been  registered. 

H.  W.  MaeGowan,  druggist,  of  Knowlton,  Que., 
passed  away  in  late  June. 

The  Canadian  Pharmaeal  &  National  Daisy  Per- 
fumery Co.,  of  Montreal,  has  registered. 

The' Compagnie  Generale  D 'Importation  Francaise, 
manufacturers  of  medicine,  Montreal,  have  registered. 
Ontario 

Wilbert  Hart  has  opened  a  new  store  on  Bloor  St.  W., 
Toronto. 

Miss  Mildred  Naylor,  assistant  to  W.  B.  Graham,  reg- 
istrar-treasurer of  the  O.C.P.,  is  spending  her  holidays 
in  Winnipeg. 

Nitrogen  Products,  Ltd.,  of  Toronto,  has  been  incor- 
porated with  a  capital  stock  of  $300,000,  to  manufac- 
ture and  deal  in  nitrogen,  nitric  acid,  nitrates,  drugs, 

6tc. 

William  F.  Westover,  Phm.B.,  of  Walkerville,  was 
married  in  June  to  Miss  Frances  Margaret  Crystal.  Mr. 
Westover  is  an  Aylmer,  Ont.,  boy  and  graduated  from 
the  O.C.P.  in  1912. 

Cross  Products,  Ltd.,  of  Toronto,  have  been  incor- 
porated with  a  capital  stock  of  $40,000.  They  will 
manufacture  polishes,  soap,  perfumes,  and  other  articles 
of  interest  to  the  drug  trade. 

Manitoba 

R.  R.  Magee,  druggist,  of  St.  James,  Man.,  suifered 
fire  loss. 

Elliott  &  Crosslie,  druggists,  of  Minto,  Man.,  have  dis- 
solved, W.  J.  Elliott  continuing. 

Saskatchewan 

F.  A.  Berg,  druggist,  of  Rosthern,  suffered  fire  loss. 
Geo.  Crawford  has  opened   a   drug  store   at  Leslie, 

Sask. 

C.  H.  Morrison,  druggist,  of  Gull  Lake,  has  sold  to 

Crosbie  &  Co. 

H.  C.  George,  Glenevon,  has  sold  his  drug  store  to 
Jno.  Singleton. 

A.  F.  Gledhill,  druggist,  of  Dundurn,  Sask.,  has  sold 
to  D.  R.  Black. 

The  Luseland  Drug  Co.,  Ltd.,  Luseland,  Sask.,  has 
been  incorporated. 

W.  M.  Van  Valkenburg  has  purchased  a  drug  store 
at  the  corner  of  Victoria  Avenue  and  Albert  St.  Mr. 
Van  Valkenburg  is  a  graduate  of  the  O.C.P.,  but  has 
been  engaged  in  the  drug  business  in  Regina  for  twelve 
years,  a  number  of  years  in  business  for  himself,  and 
latterly  as  manager  of  the  drug  department  of  the 
Regina  Trading  Co. 

Alberta  and  British  Columbia 

Victor  Hessel  has  opened  a  drug  store  at  Blackie, 

Alberta. 

O.  C.  Rutledge.  druggist,  of  Vancouver,  was  married 
in  June  to  Miss  M.  Sword. 


The  Mallery  Drug  Co.,  Kamloops,  B.C.,  is  moving 
into  larger  and  newly-fitted  quarters. 

J.  J.  O'Neill  has  taken  a  position  with  the  Burns 
Di-ug  Co.,  Ltd.,  Vancouver.  He  was  formerly  with  D. 
E.  Campbell,  Victoria. 

LIEUTENANT  GEO.  E.  TINLING  SLIGHTLY 
WOUNDED 

Lieutenant  Geo.  E.  Tinling,  of  Montreal,  the  younger 
son  of  Charles  W.  Tinling,  general  manager  of  the 
National  Drug  &  Chemical  Co.,  has  been  slightly 
wounded  in  the  fighting  at  the  Front.  A  wound  on 
the  head  necessitated  his  removal  to  No.  2  General  Hos- 
pital, at  Havi;e,  but,  according  to  a  recent  cable,  he  is 
much  better.  He  is  a  graduate  of  the  Royal  Military 
College,  Kingston,  and  shortly  after  the  outbreak  of 
war  was  given  a  commission  as  second  lieutenant  in 
the  3rd  East  Lancashire  Regiment.  He  was  later  pro- 
moted to  first  lieutenant. 

Charles  B.  Tinling,  the  elder  son  of  Charles  W.  Tin- 
ling, is  serving  with  No.  3  General  Hospital  Corp. 


A.  R.  MACDOUGALL  &  CO.,  LTD.,  HAS 
INCORPORATED 

A.  R.  MacDougall  &  Co.,  Ltd.,  manufacturers  agents, 
266-268  King  St.  West,  Toronto,  have  received  Do- 
minion incorporation,  with  an  authorized  capital  stock 
of  $50,000.  The  directors  are  A.  R.  MacDougall,  W. 
E.  Papist,  J.  R.  Boynton,  and  B.  0.  Wisener.  The  man- 
agement of  the  company  remains  the  same,  with  W.  E. 
Papst  as  sales  manager,  J.  R.  Boynton  in  charge  of  the 
office,  and  B.  0.  Wisener  in  charge  of  stock  and 
shipping. 

ANNUAL  MEETING  OF  P.E.I.  PHARMACEUTICAL 
ASSOCIATION 

The  annual  meeting  of  the  Pharmaceutical  Associa- 
tion of  Prince  Edward  Island  was  held  in  Summerside. 
on  June  23,  with  President  J.  E.  Dalton  in  the  chair 
and  a  good  attendance  of  members. 

The  president  reviewed  the  work  of  the  association 
for  the  year,  and  after  a  good  deal  of  business  had  been 
transacted  the  following  officers  were  elected  for  the 
ensuing  year: 

President:  Mr.  E.  A.  Foster.  Chprlottetown. 

Vice-President:  Mr.  J.  A.  G.  Ellis.  Montagu'^. 

Secretary-Registrar:  Mr.  W.  J.  Brown,  Charlotte- 
town. 

Treasurer:  Mr.  D.  0.  M.  Reddin.  Charlottetown. 

Members  of  Council:  Messrs.  G,  E.  Hughes,  Ch'^r- 
lottetown;  A.  R.  Crosby  and  J.  E.  Dalton,  Summersidf. 

L.  A.  Miles,  manager  of  the  National  Drug  Co.,  Hali- 
fax,  was  present  and  gave  a  very  interesting  address. 
After  the  business  session  the  members  enjoyed  a  de- 
lightful sail  by  motor  boat  to  Carleton  Point  and  in- 
spected the  Car  Ferry  terminals.  On  return  to  Sum- 
merside an  enjoyable  supper  was  served  in  the  Queen 
Hotel.  The  meeting  was  one  of  the  most  successful 
held  in  connection  with  the  association,  and  everything 
pointed  to  an  increase  in  membership  and  an  exten- 
sion of  the  usefulness  of  the  association  in  the  coming 
year. 


LADY  DRUGGIST  OPENS  STORE  IN  PETERBORO 

Miss  Eileen  Coughlin  has  opened  a  drug  store  at  347 
George  St.,  Peterboro.  Miss  Coughlin  graduated  from 
the  O.  C.  P.  in  1914,  and  has  been  managing  the  branch 
store  of  F.  C.  Weber,  in  Peterboro,  since  graduation. 
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ALL  BUT  TWO   O.C.P.   COUNCILLORS  ELECTED 
BY  ACCLAMATION 

With  the  exception  of  Districts  2  and  11,  tlie  council 
of  the  Ontario  College  of  Pharmacy  were  electetl  by 
nei'laination,  as  follows: 

District  No.  1 — Henry  Waiters,  Ottawa. 

District  No.  3 — J.  H.  H.  Jury,  Bowiuanville. 

District  No.  4 — W.  H.  Worden,  Toronto. 

District  No.  5 — Geo.  E.  Gibbard,  Toronto. 

District  No.  6 — H.  G.  Robertson,  Barrie. 

District  No.  7 — Alex.  Stewart,  Guelph. 

District  No.  8 — R.  Griffin,  Hamilton. 

District  No.  9— T.  E.  McLellan,  Gait. 

District  No.  10— C.  T.  Adams,  Sault  Ste.  Marie. 

District  No.  12— E.  R.  Wigle,  Goderich. 

District  No.  13 — Albert  J.  Johnson,  Sarnia. 

There  will  be  a  contest  in  District  No.  2  between  E. 
W.  Case,  of  Pieton,  and  C.  S.  Prouse,  of  Kingston,  and 
in  District  Xo.  11.  between  J.  T.  Pepper,  of  Woodstock, 
and  James  F.  Roberts,  of  Parkhill.  The  elections  clo.se 
on  Aug.  5.  The  council  will  elect  their  president  at 
their  semi-annual  meeting  in  November. 


NOVA  SCOTIA  PHARMACEUTICAL  SOCIETY  IN 
ANNUAL  SESSION 

The  forty-first  annual  meeting  of  the  Nova  Scotia 
Pharmaceutical  Society  was  held  at  Bridgewater  on 
June  23,  witli  a  good  representation  of  the  druggists 
of  the  province  present. 

The  College  of  Pharmacy,  affiliated  with  Dalhousie 
University,  reported  a  successful  year.  It  was  an- 
nounced that  larger  and  more  convenient  quarters  had 
been  assigned  for  the  use  of  pharmacy  faculty  in  the 
university  building.  The  new  British  pharmacopoeia, 
which  has  been  the  legal  standard  since  January  first, 
was  discussed,  and  it  was  decided  to  ask  the  medical 
society  to  fix  a  date  when  it  will  be  recognized  as  etfec- 
tive  in  this  province,  in  order  to  prevent  misunder- 
standing and  possible  errors.  The  executive  of  the 
society  was  authorized  to  donate  .$200.00  towards  the 
fund  for  the  relief  of  Belgian  druggists. 

Seven  druggists  and  clerks  of  the  province  were  re- 
ported as  being  at  the  Front,  one  of  whom  is  a  prisoner 
in  Germany. 

Thie  Officers  Elected 

The  following  officers  were  elected: 

President — -J.  J.  Turnbull,  Sydney. 

Vice-President — A.  A.  Thompson,  Halifax. 

Treasurer — T.  V.  Woolrich,  Halifax. 

Secretary -Registrar — 6.  A.  Burbidge,  Halifax. 

After  the  business  sessions  were  closed  the  visiting 
druggists  and  ladies  were  entertained  by  the  Bridge- 
water  dniggist.s  to  an  enjoyable  sail  on  the  La  Have. 

In  the  evening  the  time-honored  annual  dinner  was 
held  at  Clark's  Hotel. 


NEW  OFFICERS  OF  B.  C.  ASSOCIATION 

The  B.  ('.  Pharmaceutical  Association,  at  its  annual 
meeting,  with  but  slight  change  adopted  the  Revised 
By-laws  pas.sed  by  the  council  at  its  meeting  last  No- 
vember. The  chief  change  is  in  the  manner  of  electing 
the  members  of  the  council,  the  province  being  divided 
into  three  districts,  and  two  councillors  being  elected 
for  each  district — one  each  year. 

The  districts  and  present  councillors  are: 
No.  1    (Greater  Vancouver  and  Richmond  electoral 
district)- Chas.  G.  Mills  and  T.  H.  Robinson. 


No.  2  (Vancouver  Island  and  Comox  Atlin  electoral 
district) — Frederick  J.  Williams  and  J.  H.  Emery. 

No.  3  (New  Westminster,  Yale-Cariboo,  Kootenay. 
and  other  districts  not  embraced  in  Nos.  1  and  2) — 
Walter  Bews  and  F.  J.  MacKenzie. 

Frank  J.  MacKenzie  was  elected  president  for  the 
ensuing  year,  and  T.  H.  Robinson  vice-president.  James 
W.  l^rowne  was  re-appointed  secretary-registrar- 
treasurer.  Messrs.  R.  R.  Burns  and  Leslie  G.  Hender- 
son were  appointed  auditors  and  John  Cochrane  and 
James  W.  Browne  delegates  to  the  C.Ph.A.  convention 
in  Winnipeg. 

.  ANNUAL  CONVENTION  OF  NEW  BRUNSWICK 
PHARMACEUTICAL  SOCIETY 

The  convention  of  the  New  Brunswick  Pharmaceu- 
tical Society  was  held  in  St.  John,  June  28th.  The 
morning  session,  which  was  held  in  the  Market  Build- 
ing, was  devoted  chiefly  to  regular  business. 

During  the  course  of  the  meeting  a  vote  of  $500  was 
passed,  which  will  be  devoted  towards  patriotic  pur- 
poses as  follows:  .$200  for  the  New  Brunswick  Red 
Cross;  $200  for  the  Patriotic  Fund,  and  $100  to  go 
towards  the  endowment  of  two  beds  in  Dr.  McLaren's 
hospital  in  France. 

During  the  afternoon  the  local  druggists  and  visit- 
ing delegates  motored  to  Loch  Ijomond,  where  a  dinner 
awaited  them  in  the  Ben  Lomond  House.  Excellent 
speeches  were  delivered  by  the  incoming  and  retiring 
presidents.  Cbl.  Mackenzie  of  Chatham  spoke  on  be- 
half of  the  delegates  and  guests.  Among  the  toasts 
proposed  were  the  King,  the  guests  and  the  ladies. 
New  Officers 

While  at  Loch  Lomond  the  election  of  officers  for  the 
ensuing  year  took  place,  resulting  as  follows: 

President — Mr.  H.  H.  Woodw^orth,  Sackville. 

Viee-Pres. — Mr.  A.  W.  Coombs,  St.  Marys. 

Registrar — Mr.  J.  B.  Mahoney,  St.  John. 

Secretary — Mr.  G.  0.  Spencer,  Moncton. 

Treasurer — Dr.  E.  0.  Steeves,  Moncton. 

Members  of  the  executive  are:  Messrs.  F.  W.  Munro, 
S.  M.  Wetmore,  Geo.  Coupe,  St.  John ;  Arthur  Ryan, 
Chas.  A.  Rurchill,  Alonzo  Staples  and  C.  Fred  Chestnut, 
Fradericton. 


NEWS  NOTES  OF  DRUGGISTS 

G.  L.  Cardiff,  of  Springfield,  Out.,  was  married  in 
late  June. 

W.  H.  Cummins  has  opened  a  new  store  at  Water- 
down,  Ont. 

The  Omega  Chemical  Co.  has  received  a  license  to 
manufacture  and  sell  Omega  oil  and  other  pharma- 
ceutical preparations  in  Ontario. 

C.  G.  Brown,  of  Stayner,  is  now  with  M.  E.  Van  Zant, 
corner  Yonge  and  Davenport  Rd.,  Toronto. 

W.  F.  Sullivan,  of  Sydney,  C.B.,  has  ope/ied  a  new 
drug  store  at  416  Queen  St.  E.,  Toronto. 

I/ieut.  J.  MeCorkill,  formerly  with  D.  G.  Bleecher, 
Toronto,  has  left  for  the  Front  with  the  39th  Battalion. 

J.  H.  Mitchell,  of  Prince  Albei-t,  Sask.,  has  been  on  a 
trip. 

Wm.  Packman,  late  of  Moosomin,  is  now  in  charge  of 
the  Tisdale  Drug  Store,  Tisdale,  Sask. 

Archie  Galloway,  dniggist,  of  Kamloops.  B.C.,  is  in 
England  on  a  bu.siness  trip. 

G.  T.i  Cunningham,  of  Vancouvi'r.  lias-  ioined  the 
ranks  of  the  benedicts.  His  bride  is  Miss  Thornton  of 
Vancouver. 
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THE  STATIONERY  DEPARTMENT 


A  department  devoted  to  stationery,  hoo^s,   post  cards  and  associated  lines 


PREPARE  FOR  SCHOOL  OPENING 

It  is  time  for  the  druggist  to  prepare  for  the  trade  in 
school  supplies  that  will  come  with  the  opening  of 
school.  Orders  for  goods  sihould  now  he  in,  and  in 
placing  his  orders  the  dealer  should  exercise  care  that 
the  stock  selected  may  be  ^oich  as  will  appeal  to  the 
children.  The  younger  generation  like  a  change  in 
the  covers  on  their  scribblers,  and  are  always  inter- 
ested in  new  forms  of  school  supplies. 

Plans  should  be  made  for  a  window  display  just  pre- 
vious to  the  opening  of  school  and  the  more  elaborate 
it  can  be  made,  the  more  attention  it  will  secure.  Thus 
tlie  value  of  planning  it  in  advance. 

A  Good  Window  Display 

One  dealer  last  year  had  a  good  central  feature  in 
the  shape  of  a  miniature  log  school  house  in  a  clearing 
in  the  forest — representing  an  old  pioneer  school.  Doll 
figures  represented  children  at  play  in  the  school  yard, 
and  the  school  teacher  could  be  seen  at  the  door.  Such 
displays  always  attract  attention.  Some  sort  of  a  win- 
dow display  should  be  used  for  school  opening,  and 
backed  up  by  extensive  interior  display. 

Advertising  space  should  also  be  used.  George's 
Drug  Store  of  Orillia,  Out.,  used  the  following  ad  last 
year : 

We  are  prepared  for  school  opening  with  the 
largest  stock  of  school  books  we  ever  had. 

Come  in  and  see  us  if  you  want  anything  in 
school  supplies.  We  can  suppply  your  wants  at 
the  verjr  lowest  prices. 

We  have  Public  school  books.  Separate  school 
books.  High  school  books.  Model  school  books. 

We  have  the  largest  stock  of  scribblers,  pen- 
cils, pens,  slates,  etc.,  in  town. 

Buy  yours  at  our  store. 

The  featuring  of  school  supplies  will  be  found  profit- 
able and  the  line  should  be  given  the  attention  it  de- 
serves. 


Plans  for  Better  Stationery  Business 

EMPTY  yowr  space  of  all  dirty,  broken,  out  of  date 
stock,  get  your  old  holiday  stock  out  of  sight, 
sell  the  paper  and  envelopes  out  by  single  sets, 
or  buy  some  empty  boxes  from  your  jobber  or  manufac- 
turer. Bring  your  display  up-to-date.  Put  up  some 
distinct  advertising  with  your  display.  Keep  your  line 
clean  and  inviting. 

As  to  selection  of  stock,  most  of  you  may  be  re- 
stricted by  surroundings,  either  space  or  class  of  trade. 
T  would  suggest  the  following  as  the  essential  things 
to  make  up  your  line:  A  good  assortment  of  tablets, 
of  course,  is  a  necessity;  writing  papers  in  corres- 
pondence and  invitation  sizes;  invitation  and  regular 
cards;  pound  papers  with  envelopes  to  match;  and 
initial  bordered  and  gold  edge  papers  for  up-to-date 
trade.     You  can  put  in  a  fine  line  for  from  $35  to  $50 


and  $15  to  $20  for  a  small  line  for  the  local   trade 
store. 

Introduce  Stationery  to  Customers 

As  to  selling,  which  is  a  very  important  part  in  the 
successful  handling  of  stationery,  I  wish  to  say  the 
tlruggist  is  in  far  better  position  to  meet,  greet  and 
make  customers  than  the  department  store.  Let  me 
impress  this  fact  on  your  minds.  Talk  business  in  your 
store.  How  easy  it  is  to  say:  "Mrs.  Jones,  I  wish  to 
call  your  attention  to  our  stationery  line.  We  have 
Blank's  correspondence  papers  (and  here  proceed  to 
point  out  the  superior  styles  and  quality),  and  if  you 
please.,  they  are  as  good  or  even  better  values  than 
usually  sold." 

Get  these  facts  about  the  lines  you  are  selling  and  if 
you  cannot  or  dare  not  tell  the  facts  about  your  present 
stock  to  your  customers,  get  a  line  which  has  merit,  and 
on  which  you  can  build  selling  talks  based  upon  facts. 
1  say  again,  do  not  build  your  foundation  on  the  sands 
of  cheap  goods.  You  have  50  per  cent,  the  advantage 
of  the  department  store  in  the  fact  of  your  meeting  and 
selling  personally  to  all  your  customers.  Show  sta- 
tionery, talk  stationery,  advertise  stationery,  and  _>"ou 
will  sell  stationery. 

The  average  customer  receives  no  such  •pereonal 
attention  in  the  department  store,  as  it  is  a  matter  of 
several  clerks  with  not  much  time  to  devote  and  little 
personality  in  the  transaction. 

1  beg  of  you  to  personally  interest  yourself  in  the 
sale  of  stationerj'  by  showing  and  talking  it.  As  to 
methods  of  selling,  they  are  too  numerous  to  take  up 
in  this  paper  at  any  length. 

A  clever  idea  will  do  more  to  increase  sales  than 
mere  cheapness  in  price.  Many  customers  will  cheer- 
fully pay  a  little  more  for  an  article  which  smacks  of 
personal  attention.  They  want  something  a  trifle  dif- 
ferent. 

How  One  Dealer  Built  up  Trade 

Here  is  how  one  man  capitalized  an  idea,  told  in  his 
own  language : 
"When  I  began  to  cater  to  the  correspondence  sta- 


WHAT  ARE  YOU  DOING  IN   FOUNTAIN  PENS 

IT  seems  a  ^  ery  funny  thing  tliat  while  some  ilru<;- 
gists  are  getting  a  nice  revenue  frwn  fountain 
pens,  others  are  doing  practically  nothing  in  this 
line.  Wha,t  is  the  reason  for  this  difference?  In  the 
majority  of  cases,  it  is  the  difference  in  effort  put 
behind  the  line  by  the  retailer.  A  little  featuring  of 
this  line  in  window  and  interior  disiday  will  make  a 
lot  of  difference.  It  will  show  customere  that  you 
handle  ]ien8.  It  will  .suggest  their  purchase — and  in 
the  end  it  -mil  mean  sales. 

Do  you  try  the  ]dan  of  introducing  fountain  j>ens 
to  customers  whenever  the  oiv]>ortuniity  is  presented? 
You  can  generally  find  some  new  feature  that  a  cus- 
tomer will  be  interested  in,  and  frequentl}'  this  will 
lead  to  a  sale. 

Don 't  push  too  strong  for  a  sale  and  don 't  be  dis- 
couraged if  your  efforts  don 't  bring  immediate  re- 
sult.s.  You  have  done  much  if  you  interest  a  customer 
or  impress  on  him  that  you  handle  pens.  Sales  will 
frequently  follow  as  a  result  O'f  your  work. 
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TV  /fOST    Merchants    who    know  "  Crown "  pens   have   made   them    their 
leader.      You  are  probably  numbered  among  the  wise  ones — if  not,  we 
will  tell  you   why  these  keen  merchandisers  rely  upon  the  "  Crown"  pens  to 
supply  the  demands  of  their  most  exacting  pen  purchasers. 

"  Crown "  pens  are  gilded  with  the  very  best  quality  of  gilt,  making 
them  as  nearly  impervious  to  corrosion  as  is  possible.  Their  non-corrosive 
quality  is  attested  to  by  thousands  of  users. 

They  are  made  in  a  very  generous  selection  of  I  3  different  styles  compris- 
ing every  known  point,  giving  every  degree  of  hardness  in  fine,  turned  up  and 
ball  points. 

Stocking  up  with  "  Crown"  pens  means  pen  satisfaction  to  your  customers 
and  assures  you  of  their  future  trade. 

Made  in  Great  Britain 

Warwick  Bros.  &  Rutter,  Limited 

WHOLESALE  DISTRIBUTORS  FOR  CANADA 
Try  No.  126. 
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tionery  trade,  T  sought  for  some  means  to  become  dis- 
tinctive, which  I  succeeded  in  doing  in  this  way:  Into 
each  box  of  paper  I  put  a  neat  little  envelope  contain- 
ing between  two*  thin  pieces  of  fine  absorbent  cotton 
about  ten  grains  of  sachet  powder,  with  the  result  that 
when  the  box  was  opened  a  delightfully  delicate  odor 
became  apparent — even  after  passing  through  the  m'ail 
the  recipient  of  a  letter  written  upon  a  sheet  of  paper 
taken  from  the  box  of  stationery  obtained  at  my  store 
would  at  once  detect  a  faint  pleasing  odor  which  was 
distinctly  agreeable. 

"This  feature  soon  made  my  box  of  stationery 
famous,  and  I  would  frequently  be  told  by  my  patrons 
that  they  could  obtain  no  such  box  paper  as  mine  any- 
where else.  Sales  grew  until  purchases  of  several  hun- 
dred boxes  at  one  time  were  not  too  large,  and  I  recall 
having  received  once  direct  from  the  factory,  in  an 
invoice,  1,200  boxes,  and  it  was  all  disposed  of  in  two 
or  three  months." 

Suggests  Personal  Solicitation 

Again,  how  many  dealers  keep  on  the  lookout  for 
new  residents?  How  many  make  personal  calls  on 
them?  That  going  after  the  newcomers  would  pay 
handsomely  is  a  foregone  conclusion,  and  the  sooner 
the  average  merchant  realizes  that  his  sphere  of  busi- 
ne-ss  is  as  much  without  as  within  his  store,  the  sooner 
will  his  profits  begin  to  increase  without  materially  in- 
creasing his  cost  of  doing  business.  In  all  such  work 
for  bigger  business  he  will  have  the  hearty  support  of 
the  manufacturer  whose  goods  he  is  handling.  He  will 
be  more  than  glad  to  lend  a  helping  hand  by  supplying 
him  with  literature  about  the  respective  lines  for  lib- 
eral distribution  among  prospective  customers. 

For  years  the  struggle  has  gone  on,  and  an  increas- 
ing number  are  now  advocating  that  advertised  com- 
modities shall  be  what  they  are  represented  to  be.  The 
maintenance  of  this  standard  is  slowly  doing  two  things. 
First,  it  is  forcing  greater  honesty  in  business,  both  in 
product  and  in  sale.  Second,  it  is  compelling  both 
advertisers  and  their  business  customers  to  consider 
the  moral  issues  of  business,  and  as  a  result  education 
in  morals  has  been  strengthened  by  business  forces. 
This  controversy  has  widened  in  its  scope  until  men  are 
considering  as  never  before  the  whole  problem  of  the 
moral  character  and  influence  of  the  printed  page. 


PRIZES  FOR  MAGAZINE  DISPLAYS 

The  Curtis  Publishing  Co.  is  giving  $800  in  cash 
prizes  for  the  best  displays  of  the  Ladies'  Home  Journal 
made  between  July  20  and  Aug  20.  There  are  100 
prizes,  ranging  from  $50  down  to  $5.  In  addition,  every 
firm  that  makes  a  display  and  submits  a  mounted  photo- 
graphic print  will  be  paid  $1  for  the  print.  Displays 
will  be  judged  for  attention  value,  selling  value  (direct 
or  indirect),  harmonious  arrangement,  and  evidence  of 
unusual  ideas.  The  following  month  a  similar  contest 
will  be  held  for  displays  of  the  Country  Gentleman. 


WHAT  HE  WAS  INTERESTED  IN 

The  professor  Avas  delivering  the  final  lecture  of  the 
term.  He  dwelt  with  much  emphasis  on  the  fact  that 
each  student  should  devote  the  intervening  time  pre- 
paring for  the  final  examinations. 

"The  examination  papers  are  now  in  the  hands  of  the 
printer.    Are  there  any  questions  to  be  asked?" 

Silence  prevailed.  Suddenly  a  voice  from  the  rear 
inquired:  "Who's  the  printer?" 


SOME  BRIEF  HINTS  FOR  THE  STATIONERY 
DEPARTMENT 

You  want  customers  to  be  satisfied  with  the  fountain 
pen  they  purchase  at  your  store.  Therefore,  try  to  sell 
them  as  good  a  pen  as  possible. 

•  •     • 

.  I  saw  a  clerk  the  other  day  show  a  cheap  pen,  and 
afterwards  introduce  a  higher  priced  one  and  try  to 
sell  it.     Show  the  higher  priced  pen  first. 

•  •     * 

Wholesale  stationery  firms  state  that  demand  for 
patriotic  stationery  is  excellent.  Are  you  getting  your 
share  of  this  trade? 

•  •     • 

Don't  crowd  the  show  case  with  too  much  stock. 
It  isn't  how  much  you  have  in  the  show  case  that 
counts,  but  how  it  is  arranged. 

•  •     • 

How  is  your  stock  of  local  view  post  cards  ?  Now  is 
the  time  when  they  are  selling  extra  well. 

•  •     * 

People  seem  to  be  reading  more  books.  The  statis- 
tical reports  of  the  Toronto  Public  Libraries  showed  an 
increase  of  25  per  cent,  in  the  circulation  of  one  month 
over  the  same  month  of  the  preceding  year. 

•  •     • 

Don't  forget  a  display  of  school  necessities  previous 
to  school  opening.  The  dealer  in  the  small  town  gener- 
ally has  two  openings  to  cash  in  on that  of  country 

schools  and  later  that  of  the  town  school. 

•  •     • 

This  is  picnic  time.  Give  prominence  to  paper  plates, 
drinking  cups,  crepe  table  napkins,  doilies,  and  other 
picnic  necessities. 

•  *     • 

Suggest  playing  cards  to  those  going  on  their  vaca- 
tions. There  are  generally  some  periods  when  a  pack 
of  cards  helps  to  put  in  the  time. 


KEEP  AFTER  VACATION  GOODS  TRADE. 

Some  dealers  make  a  strong  bid  for  vacation  goods 
trade  early  in  the  season,  but  allow  their  efforts  to 
dwindle  as  the  season  advances.  This  is  unfortunate, 
because  from  now  on  there  is  big  business  possible  in 
various  lines  of  traveling  and  holidaying  goods.  A 
goodly  percentage  of  people  take  their  summer  holi- 
days after  August  1. 

Therefore  prominence  to  these  lines  should  be  con- 
tinued by  both  window  and  advertisement.  Here  is 
a  suggestive  ad.  for  going  after  trade: 

FOR  YOUR  VACATION  TRIP. 

You  will  need  many  things  that  we  can  sell  you 
in  standard  makes  and  in  convenient  form. 

There  are  the  toilet  goods  and  toilet  supplies 
that  every  man  and  woman  needs. 

There  are  also  many  little  conveniences  especi- 
ally designed  for  traveling  bag  or  pocket,  and  in- 
tended for  the  convenience  of  travelers,  campers       , 
and  motorists. 

And  of  course  there  are  also  the  simple  remedies 
and  medicines  that  nobody  should  travel  without. 

Our  prices   are   always   reasonable,  but  we  sell 
nothing  save  first-cjuality  goods. 

The  above  was  the  selling  message  used  by  Ernest 
A.  Legge,  College  St.,  Toronto,  on  the  back  of  a 
monthly  calendar  sent  out  to  customers.  It  would 
prove  good  subject  matter  for  a  circular  letter. 
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Something  New 

WE  ARE  SPECIAL  AGENTS  IN  CANADA 

for  Jos.  Dixon  Crucible  Co.,  Jersey  City 

Under  a  special  arrangement  with  the  Dixon  Company,  we  are  going  to  carry  in  Toronto  a  complete  stock 
of  all  the  popular  numbers  of  Dixon's  Lead  Pencils,  Lumber  Crayons,  Penholders,  Erasers  and  Rubber 
Bands.  Our  prices  will  be  as  low  as  if  bought  from  the  factory,  plus  freight  and  duty.  Orders  are  now 
being  booked  for  August  shipment,  and  let  us  emphasize  that  all  these  popular  numbers  will  be  storked  in  Toronto  in  lar  e 
quantiiies,  insuring  complete  and  prompt  filling  of  orders.  Our  travellers  will  leave  early  in  August,  showing  this  line  from 
Coast  to  Coast,  and  we  would  urge  you  to  be  sure  and  see  these  goods  before  placing  your  next  pencil  order. 

LjlLLiKJvV  is  a  partial  list  of  other  goods  in  stock  for  immediate  shipment  jrom  'Toronto. 
Write  jor  Catalog  of  any  particular  line  you  are  interested  in  and  we  Tsill  quote  best  trade  discount. 

"Trussell  "  Leose  Leaf  Memos,  Diaries  and  Price  Books.        "  Erie"  Art  Metal  Waste  Paper  Baskets,  Letter 
Trays,  Strong  Boxes  and  Book  Ends.      "  Holman  "  Photo  Albums,  Scrap  Albums  and  Post  Card  Albums 
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Desk  Pads,      "Clinch"  Clips 

'Gem  "  CKps,  Paper  Fasteners, 

Letter  Clips  and  Drawing  Pens 


"Aromac  "  Fountain  Pens,  "  Waverley  "  Fountain 
Pens,  "Aromac"  Steel  and  Gilt  Pens,  "Pickwick" 

"Owl "  and  "  Waverley  "  Pens,  Stewart  Pencil 
Sharpeners,  School  Chalk  and  Crayons. 


"Hampdon"  Hangers  for  hang- 
ing pictures,  Gloy  (Adhesive),  Eye 
Shades,  "  Magic "  Ink  Erasers, 
Sealing  Wax  and  Blotting  Paper 


A.  R.  MacDougall  &  Co.,  Limited 


MANUFACTURERS'  REPRESENTATIVES 

266  KING  STREET  WEST,  TORONTO,  ONT. 
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ALWAYS    AHEAD! 


We    are   ready  for  Easter    1916 

New  Lines  of  Easter  Booklets  with  envelopes  to  retail  at  5c  to  25c  each. 
Many  with  air  brush  shaded  edges,  countersunk  panels,  hand  colored  designs 
and  embossed  stamping  in  silver. 


Deckled  Edge  Folders  embossed  and  with  distinc- 
tively Easter  Silver  Stamping. 

Easter  Letters,  6  sheets  and  6  envelopes  to  match  to 
sell  at  25c  and  50c  a  box. 

Steel  Die  Stamped  Easter  Autograph  Cards 

a    good    variety    of  5  c  and  I  Oc   items  supplied  in 
assortments  of  fifty  cards  with  envelope*. 

Valentine  and  St.  Patrick  Cards.  Represent- 
ative assortments  of  entirely  new  designs  enabling  the 
dealer  to  make  the  strongest  appeal  to  their  trade  for 
thes-  popular  seasons  in  1916. 

Our  travellers  leave  early  in  August  with  these  samples 
showing  ihem  from  coast  to  coast. 


Something  New  in  Post  Cards.  Just  received 
from  the  factory  in  London — Birthday  and  General 
Greeting  Post  Cards  in  the  Gem  Series — Post  Cards 
with  Booklets  attached,  tied  with  fancy  colored 
cords.  Supplied  with  envelopes.  Stock  these 
immediately — They  will  sell  quickly  and  will  enable 
you  to  put  new  life  into  your  post  card  department. 

For  this  Year's  Holiday  Trade.  Anticipating  an 
unusually  big  sorting  trade  this  Fall,  we  have  ordered 
on  from  London  complete  stocks  of  Christmas  and 
New  Year  Greeting  Cards  and  Post  Cards.  Thus 
the  trade  will  then  be  able  to  procure  these  lines 
without  delay. 


BIRN  BROS.,  Limited 

LONDON  NEW  YORK  SYDNEY  TORONTO 

A.  R.  MacDougall  &  Co.,  Ltd.,  Canadian  RepratentativeM,  266  King  St.  W.,  Toronto 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A  Jefiartment  of  means  and  methods  of  tncteaslng  Business  in  photographic  sup- 
plies, pennants,  plaiting  cards,   pens,  ink,  sporting  goods,    novelties,  china,    etc. 

II 

FEATURE  SEASONABLE  FANCY  GOODS  AND 
SUNDRIES. 

The  average  drug  store  of  to-day  handles  a  multi- 
tude of  fancy  lines  and  sundries  and  these  should  all 
be  featured  in  season.  For  instance  we  reproduce  here 
the  advertisements  of  two  Lethbridge,  Alberta,  drug- 
gists devoted  to  such  lines. 

Another  sideline  that  should  sell  particularly  well 
just  at  the  present  time  is  flashlights.  People  at 
summer   homes   and   camping   resorts,   where   lighting 
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Red  Cross  Drug 

&  Co.,  Ltd. 

&  Book  Co.,  Ltd. 

Telephone  No.  322 

Two  advertisements  of  Lethbridge,  Alberta,  drugfrists  devoted 
to seasinable  specialties. 

facilities  are  not  the  best,  find  much  use  for  them 
while  they  are  always  in  demand  by  motorists,  doctors, 
nurses,  housewives,  etc.  Now  is  a  good  time  to  feature 
them. 


HAVE  YOU  A  PHOTOGRAPHIC  DEPARTMENT? 

HAVE  you  a  photographic  department  in  your 
store?  Most  druggists  to-day  have.  If  yoti 
haven't,  why  not?  It  is  a  line  that  works  in  well 
with  goods  handled  by  the  druggist.  It  is  also  a  profit 
payer,  not  to  mention  anything  of  the  pleasure  that 
the  dealer  gets  out  of  it  by  becoming  interested  in 
photography. 

A  Profitable  and  Easily  Conducted  Department. 

Diealers  who  were  wary  at  first  of  putting  in  cameras 
and  supplies  have  expressed  their  satisfaction  to  tlie 
writer  on  the  fact  that  once  installed  it  proved  a  profit 
payer.  The  service  given  to  retailers  by  manufacturers 
to-day  is  making  this  department  more  easily  con- 
ducted  and   more  profitable   for   the   retailer.    With 


the  advertising  cards,  window  display  matter,  etc., 
supplied  by  manufacturers,  it  is  very  easy  for  the 
dealer  to  make  this  department  attractive  and  to  ar- 
range window  displays  that  will  create  interest. 

Developing  and  Printing. 

The  dealer  has  to  have  a  considerable  trade  in  this 
line  to  feel  justified  in  installing  a  plant  for  quick 
developing  and  printing.  Certain  firms,  however,  now 
make  a  specialty  of  doing  this  work  for  druggists,  and 
as  a  rule  return  the  work  promptly  and  in  good  order, 
and  the  number  of  establishments  specializing  on  that 
kind  of  work  is  convincing  evidence  of  the  success  most 
druggists  are  meeting  with  in  this  department. 

On  the  other  hand,  if  you  are  doing  your  own  work, 
you  can  very  often,  in  cases  where  you  know  it  is  de- 
sirable, get  certain  orders  out  more  quickly  and  there- 
by please  a  friend  and  make  a  permanent  customer. 
Perhaps  visiting  friends  are  going  home  and  the  pic- 
tures are  wanted  before  they  go.  Or  it  may  be  that 
vacation  comes  to  an  end  and  the  prints  are  wanted 
to  take  back  to  town.  In  any  ease  you  are  in  a  posi- 
tion to  make  a  hit.  You  can,  also,  in  many  cases  get 
work  to  do  from  other  s^tores  if  you  like,  in  othiT 
neigbborhoods  than  your  own. 

Display  Good  Pictures. 

Where  prints  are  passing  through  your  hands  you 
should  be  ever  on  the  lookout  for  good  pictures ;  those 
with  good  detail  or  snappy  subjects  that  will  attract 
attention.  Get  permission  to  make  a  print  of  your  own 
and  exhibit  it  in  your  window.  The  name  of  the  person 
taking  it  should  be  displayed  witb  it  if  agreeable.  In 
case  of  a  specially  good  picture  you  could'  have  an  en- 
largement made,  and  that  would  lead  to  an  order  for 
enlargements,  not  only  of  that  picture,  but  of  others. 

It  is  hardly  necessary  to  suggest  that  you  should 
be  not  only  able,  but  ready  at  all  times,  to  criticize 
prints  and  tell  the  makers  what  the  trouble  was,  if 
they  desire  to  knoW. 


He  Couldn't  Find  Them 

The  caretaker  of  the  village  school  had  thrown  up 
his  job.  Asked  for  an  explanation,  he  said:  "I'm 
honest  and  above  suspicion.  If  I  find  anything  when 
sweeping  the  school  I  alius  return  it.  Every  once  in  a 
while  someone  who  is  too  cowardly  to  face  me  gives  me 
a  slur. 

"A  few  days  ago  I  read  on  the  blackboard,  'Find  the 
greatest  common  divisor.'  Well,  I  looked  all  over  for 
it,  but  I  wouldn't  know  the  blamed  thing  if  I  bumped 
into  it.  Last  night,  in  big  writin'  on  the  blackboard, 
it  said,  'Find  the  least  common  multiple.'  So  I  says  to 
myself,  both  of  them  things  are  Tost  now,  and  I'll  be 
accused  of  takin'  'em.    So  I'll  quit." 


Supercilious  Youth  (to  tram  conductor) — "Is  that 
Noah's  Ark  full  yet?"  "Yes,  all  but  the  monkey. 
Jump  in," 
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Practical  Hints 


Feature  of  The 
Retail  Drug-gfist. 


The  Retail  Druggist  of  Canada 
makes  a  feature  in  its  pages  each 
month  of  hints  and  suggestions 
that  will  prove  not  only  inter- 
esting but  of  real  practical  value  to  the  man  engaged 
in  the  retail  drug  trade.  It  is  the  aim  of  the  editors  to 
give  such  material  each  month  as  will  really  assist 
the  dealer  in  working  for  larger  sales  and  increased 
profits. 

A  glance  over  this  issue  will  convince  readers  that 
practicalness  is  made  the  keynote  of  our  reading  pages.' 
This  is  the  basis  on  which  we  test  the  methods  and  ideas 
of  merchandising  that  we  present  to  readers.  It  is  true 
that  every  dealer  cannot  incorporate  in  his  business 
every  idea  that  is  put  forth,  but  every  dealer  can  secure 
a  good  many  ideas  from  each  and  every  number. 

In  these  days  no  dealer  can  rely  entirely  on  his  own 
experiences  as  gained  from  day  to  day.  He  must  learn 
about  and  incorporate  into  his  own  business  the  prin- 
ciples of  the  successful  ideas  and  plans  that  have 
brought  dollars  into  the  cash  registers  of  other  dealers. 

Our  aim  is  to  give  those  methods  which  have  gotten 
across  and  which  will  prove  useful  to  other  dealers. 
Readers  can  assist  us  materially  in  this  work  by  send- 
ing along  to  us  any  methods  or  ideas  that  they  have 
found  of  practical  value  in  the  conduct  of  their  bus- 
iness. By  passing  along  to  other  dealers  the  methods 
that  he  has  found  of  value,  the  reader  will  be  doing 
something  to  help  along  and  raise  the  standard  of  his 

accepted  trade. 

•     •     •     • 

Interruptions  While     It  is  desirable — extremely  desir- 
Dlspensing.  able — that  the  dispenser  shall  not 

be  interrupted  while  compound- 
ing a  prescription.  It  is  liable  to  causie  a  mistake,  and 
a  mistake  in  the  dispensing  department  is  a  thing  that 
the  greatest  possihle  precaution  should  be  taken  to 
guard  against.  Because  a  mistake  has  never  been  made 
in  your  store  is  absolutely  no  argument  for  the  con- 
tinuance of  this  practice.  You  never  know  when  your 
turn  may  come  if  you  continue  to  court  mistakes  by 
such  carelessness. 

The  trouble  generally  comes  from  insufficient  help 


to  handle  the  business.  Especially  in  the  small  store, 
one  man  is  frequently  left  in  charge  to  handle  prescrip- 
tions as  well  as  other  work.  He  wants  to  serve  every- 
one promptly,  and  when  a  customer  comes  in  while  he 
is  dispensing,  he  feels  called  upon  to  leave  off  com- 
pounding to  serve  her.  This  is  where  many  mistakes 
occur. 

Every  customer  appreciates  the  importance  of  pre;?- 
cription  work  and  the  necessity  of  giving  it  special 
attention,  and  a  brief  explanation  will  generally  satisfy 
them  for  any  delay.  One  dealer  has  a  short  explanation 
on  a  show  card,  which,  by  means  of  a  string  from  the 
dispensing  department,  he  drops  into  view  behind  the 
serving  eountcr  when  a  existomor  enters  and  he  is  busy 
compounding.  He  is  thus  able  to  finish  his  work,  while 
the  customer  is  generally  satisfied. 

The  best  solution  of  the  problem,  however,  is  to  in- 
crease stock  sufficiently  a.nd  build  up  a  large  enough 
trade  to  keep  enough  help  on  hand  so  that  the  prescrip- 
tionist  will  not  be  interrupted.  If  this  is  not  the  case 
now,  it  is  something  well  worth  working  for. 


Figuring  of  Profits    There  are  still  not  a  few  dealers 
Once  Again.  who  go  badly  astray  in  the  figur- 

ing of  profits,  and  this  is  some- 
thing on  w'hich  no  dealer  can  afford  to  make  any  mis- 
takes. The  other  day  a  merchant  was  encountered  vrhn 
was  selling  for  $3.75  an  article  that  cost  him  $3.  I  took 
him  to  task  for  selling  at  that  price,  and  he  contended 
that  he  was  making  a  net  profit  of  5  per  cent,  on  it. 
Hacking  up  his  argument,  he  said  that  it  cost  him  20 
per  cent,  to  do  business,  and  that  he  was  selling  at  an 
advance  of  25  per  cent. 

This  is  the  old  mistake  of  failing  to  distinguish  be- 
tween advance  on  selling  price  and  advance  on  cost. 
This  dealer  was  selling  at  an  advance  of  25  per  cent,— ^ 
but  on  cost,  while  he  figured  his  cost  of  doing  business 
6n  selling  price.  To  figure  it  oait,  he  was  malring  75 
cents  on  the  article,  but  it  costs  him  20  per  cent  to 
cover  selling  expenses,  and  this  is  always  figured  on 
th<e  selling  price,  making  20  per  cent,  of  $3.75,  which  is 
75c..  or  exactly  the  amount  of  gross  profit  on  the  article. 


'— '  / 
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Instead  of  making  a  net  profit  of  5  per  cent.,  as  he 
thought,  this  dealer  was  really  just  breaking  even. 

This  is  certainly  a  bad  mistake,  which,  if  continued, 
would  soon  lead  to  failure,  yet  there  are  quite  a  few 
dealers  who,  like  this  dealer,  think  thej'  are  figuring 
profits  correctly,  and  yet  are  being  very  badly  fooled 
by  not  recognizing  that  percentage  advance  on  cost  and 
on  selling  price  are  vastly  different — -that  25  per  cent, 
advance  on  cost  is  only  20  per  cent,  on  selling  price, 
33  1-3  per  cent,  on  cost  is  only  25  per  cent,  on  selling 
price,  and  so  on. 

It  behooves  every  dealer  to  stop  and  consider,  to 
make  absolutely  certain  that  he  is  figuring  his  profits 
correctly. 

Elsewhere  in  this  issue  will  be  found  a  table  showing 
how  to  proportion  profits  on  selling  price  to  cost  that- 
should  be  inspected  and  preserved  by  every  dealer. 


Reckless  Extension 
of  Credit. 


There  is  a  good  deal  of  reckless 
extension  of  credit  in  the  retail 
business.  This  fact  is  driven 
home  by  the  statement  of  an  official  of  the  Canadian 
Credit  Men's  Association  that  the  book  debts  of  insol- 
vent merchants  in  the  Province  of  Alberta  yield  only  a 
trifle  over  40  per  cent.  Figures  from  other  provinces 
would,  no  doubt,  show  the  same. thing  true  to  a  greater 
or  less  extent — that  a  good  deal  of  goods  goes  over  the 
counters  of  our  retail  stores  for  which  no  returns 
come  in. 

It  is  most  regrettable,  particularly  in  view  of  the  fact 
that  much  of  this  loss  could  be  prevented  by  the  exer- 
cise of  a  little  caution  and  common  sense  by  merchants 
who  conduct  a  credit  business.  It  is  tliis  reckless  ex- 
tension of  credit  that  is  responsible  to  no  little  extent 
for  so  many  failures.  A  dealer  has'  to  have  a  good  re- 
serve bank  account  to  hand  out  credit  to  every  Tom, 
Dick,  and  Harry  who  applies  for  it,  and  still  remain  in 
business.  The  trouble  is  that  too  many  dealers  are 
over-anxious  for  sales,  so  much  so  that  they  take  big 
chances  in  the  extension  of  credit. 

Would  it  not  be  better  if  such  merchants  would  keep 
the  goods  on  their  shelves,  rather  than  to  hand  them 
out  to  people  who  cannot  pay  for  them?  The  dealer 
should  bear  in  mind  that  goods  are  just  the  same  as 
money,  and  should  not  give  goods  on  credit  to  people 
to  whom  he  would  not  lend  actual  money  to  the  same 
amount.  Such  a  rule  would  save  a  good  deal  of  money 
for  many  merchants  and  save  many  from  bankruotcv. 


Show  Visible  Signs  The  writer  frequently  finds  in  his 
of  Your  Faith.  interviews    with    retailers,    that 

they  will  declare  their  faith  in 
the  window  as  a  selling  agent  in  most  emphatic  form, 
and  yet  some  of  those  same  dealers  are  not  reaping  as 
richly  from  their  display  windows  as  they  might,  for 
the  simple  reason  that  they  are  not  giving  them  suffi- 
cient attention. 

These  dealers  are  strong  enough  in  their  declaration 
of  faith  in  the  window,  but  weak  in  outward  and  vis- 
ible signs  that  such  faith  exists  within  them.  This  is 
a  bad  business  weakness,  and  very  much  akin  to  the 
man  who  is  an  enthusiastic  religionist  when  the  min- 
ister is  around  but  who  loses  his  enthusiasm  when  left 
to  himself  and  the  regular  routine  of  life. 

"We  would  say  some  very  uncomplimentary  things 
about  the  farmer  who  can  harvest  four  crops  of  alfalfa 
a  year  and  who  took  off  only  one.    Yet  there  are  no 


doubt  many  retailers  who  could  reap  four  times  as 
large  a  harvest  from  their  display  windows  if  they 
would  only  give  them  sufficient  attention.  Especially 
at  the  present  time,  when  competition  for  business  is 
keen,  it  behooves  the  dealer  to  show  outward  and  vis- 
ible signs  of  his  faith  in  the  display  window. 


SHORT  NOTES  FROM  THE  EDITOR'S  PEN 

A  pessimist  is  a  person  who  is  seasick  during  the 
entire  voyage  of  life. 

«     •     • 

The  figuring  of  profits  is  the  shoal  upon  which  too 
many  druggists  go  aground. 

•  •     • 

The  merchant  who  stops  pushing  because  times  are 
dull  will  be  the  one  who  will  not  wake  up  when  times 

begin  to  get  better. 

•  •     • 

The  bouquets  people  may  hand  us  about  our  business 
methods  may  tickle  our  ears,  but  it  takes  good,  sound 
criticism  to  stir  our  determination. 

•  •     • 

A  circus  lithograph  in  your  window  is  an  advertise- 
ment of  the  fact  that  you  do  not  know  what  your  win- 
dows might  be  made  worth  to  your  business. 

•  •     • 

One  df-aler  when  he  changes  his  window  display 
attaches  this  placard  to  the  outside  of  the  glass-  "Just 
trimming  the  window — business  is  going  on  as  usual 

inside." 

•  •    • 

No  man  should  be  thoroughly  satisfied  with  his 
progress.  There  is  nothing  more  true  than  the  old 
axiom  that  the  mlan  who  doesn't  advance  goes  back- 
ward. 

•  *     • 

Nobody  really  wants  a  thing  until  he  has  seen  it  or 
heard  of  it,  and  the  more  it  is  played  up  to  him,  the 
greater  his  desire  for  it.  This  is  What  makes  advertis- 
ing produce  results. 

•  •     * 

Very  rarely  can  you  prove  to  your  own  satisfaction 
that  any  one  advertisement  has  been  profitable.  The 
profitableness  of  advertising  is  not  counted  up  in  that 
way.    It  accumulates. 

•  •     • 

Don't  be  frightened  into  reducing  prices  just  be- 
cause a  customer  says  your  competitor  is  underselling 
you.  We  like  to  have  faith  in  our  customers,  but  some- 
times they  exaggerate  a  little. 

•  •    • 

The  pharmacy  college  should  not  neglect  eonUnercial 
subjects  in  its  course.  It  should  make  an  earnest  effort 
to  prepare  sftudents  for  the  work  they  are  to  take  up. 
It  should  not  only  teach  the  science  of  pharmacy.  It 
should  teach  students  how  to  run  a  drug  store. 

•  •     • 

It  is  none  too  early  for  the  druggist  to  begin  to  look 
forward  to  the  Xmas  trade.  Careful  selection  of  goods 
is  an  important  factor  in  the  success  of  the  festive  cam- 
paign, and  now  is  the  time  to  make  a  study  of  require- 
ments for  the  coming  season  and  begin  to  look  to  pur- 
chases. By  getting  in  orders  early  the  dealer  is  in  a 
position  to  give  thought  to  his  selling  campaign.  The 
selling  season  may  seem  a  long  way  off,  yet  the  time 
will  not  be  long  slipping  around. 
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Business  Getting  Methods  Used  by  Other  Druggists 

Practical  plans  thai  have  been  tried  out  by  other  retail  druggists  to  get  buiinesa 


A  WINDOW  display,  featuring  talcum  powder  to 
good  advantage,  was  used  this  year  by  Hennes- 
sey's Drug  Store,  Yonge  Street,  Toronto.  It 
showed  a  bathing  beach  scene,  a  large  tank  of  water 
being  used  for  this  purpose.  Talcum  powder  repre- 
sented sand,  while  a  painting  of  a  summer  resort  scene 
was  used  as  a  background.  Dolls  represented  bathers 
on  the  beach  and  a  show  card  read: 

CANADA  HAS  THE  BEST  SOLDIERS  TO  FACE 
THE  POWDER 

CANADA  HAS  THE  BEST  TALCUM  POWDER 
FOR  THE  FACE. 

The  display  attracted  a  good  deal  of  attention.  A 
bottle  of  perfume  was  given  to  the  lady  guessing  the 
number  of  cans  of  talcum  powder  used  in  arranging 
the  beach. 


STICKER  USED  TO  SOLICIT  MAIL  ORDERS  FOR 
DEVELOPING 

The  printing  and  developing  branch  of  the  photo- 
graphic department  is  one  that  druggists  are  reoog- 
nizing  the  value  of  building  up.  Some  dealers  are 
even  doing  a  considerable  business  by  mail,  films  and 


It  may  interest  you 

to  know  that  we  are  constantly  in 
receipt  of  developing  and  print- 
ing orders  from  all  parts  of  the 
country — from  as  far  east  as  Bos- 
ton, and  even  from  atrond. 

The  conscientious  care  that  we 
give  each  order,  to  get  the  very 
best  results  from  esich  exposure — 
this  is  responsible  for  orders  com- 
ing to  us  from  particular  people 
so  far  away. 

Our  finishing  is  done  in  a  sep- 
arate building,  provided  with 
every  equipment  money  can  buy; 
but,  best  of  all,  it  is  done  with 
a  skillfulnese  that  is  typical  of 
-experienced  American  workers. 

You  can  safely  send  your  or- 
ders to  us  by  mail. 

BOWMAN  DRUG  CO. 

Oakland  California 


Sticker  that  is  placed  on  photographic  Alms 

sold,  HolicitinK  printing  and 

developinir  trade. 

prints  being  convenient  and  not  expensive  to  send  by 
mail.  A  representative  of  The  Retail  Druggist  found 
a  firm  in  Oakland,  California,  that  caters  for  this  busi- 
ness, and  as  a  considerable  trade  is  done  with  tourists, 
a  sticker  has  been  prepared  which  is  placed  on  all 
films  sold,  soliciting  patrons  to  send  their  orders  by 
mail.  We  reproduce  the  wording  of  the  sticker  in 
question. 

GAVE  PRIZES  FOR  BEST  SUGGESTION  FOB 
IMPROVING  THEIR  STORE 

Lanspeary's  Limited,  vdth  four  drug  stores  in  Wind- 
sor and  Walkerville,  Ont.,  recently  gave  three  prizes 
for  the  best  sugcestions  on  how  to  make  their  stores 


more  helpful  to  the  public.     The  first  prize  was  $5 
cash,  second  prize  $3,  and  three  prizes  of  $2. 
In  announcing  the  contest  they  said: 

If  there  is  any  way  of  improving  our  stores  or 
our  service,  we  want  to  know  it. 

We  are  constantly  trying  to  think  of  new  things 
and  of  better  ways  of  doing  old  things. 

But  you,  as  our  customers,  may  have  noticed 
some  way  in  which  our  stores  could  serve  you 
better  than  at  present.    And  we  want  your  ideas. 

Visit  any  of  our  stores ;  look  around,  be  critical, 
and  see  where  improvement  is  needed. 

A  suggestion  which  might  seem  trivial  to  you 
may  be  very  valuable  to  us. 

As  they  stated  in  their  advertisement,  they  pride 
themselves  "on  quick  delivery,  on  always  knowing 
what  customers  want,  on  treating  everybody  right  all 
the  time." 


GIVES  PROPER  COLOR  TO  PHOTOGRAPHS  ON 
DISPLAY 

Photographs  of  scenery  can  be  made  to  show  up  to 
much  better  advantage  if  they  are  displayed  in  the 
proper  light.  Realizing  this,  Gregory's  Drug  Store, 
Main  St.,  East  Toronto,  has  a  contrivance  for  throwing 
an  appropriate  shade  of  light  on  photographs  on  dis- 
play. It  consists  of  a  tube  placed  above  the  picture  in  a 
slanting  position  and  containing  an  electric  light.  A 
suitable  color  of  paper  for  the  picture  is  placed  over 
the  end  of  the  tube  and  makes  the  picture  show  up  to 
better  advantajge.  This  is  a  plan  that  other  dealers 
miight  well  duplicate, 

HAVE  SELLING  MESSAGE  ON  WRAPPING  PAPER 

Dockrills'  Drug  Store,  Smiths  Falls.  Ont.,  use  a 
printed  selling  message  ofi  their  wrapping  paper  to 
give  publicity  to  their  store  and  goods.    It  reads: 

OUR  STOCK  WILL  ALWAYS  BE  FOUND  COM- 
PLETE, WITH  EVERYTinNO  TO  BE  HAD 

IN  AN  UP-TO-DATE  DRUG  STORE.  = 

Special  attention  to  Mail  and  'Phone  Orders. 
Goods  sent  by  Parcel  Post  Postage  Free 
Printing  and  Developing  Done 

Dealers  are  recognizing  the  value  of  taking  advan- 
tage of  all  means  of  advertising  the  business,  and  space 
that  was  previously  wasted  is  now  being  put  to  good 
use  by  many  dealers. 

HELPING  ALONG  SALES  IN  PHOTO  SUPPLIES 

Liggetts,  Ltd.,  of  Toronto,  have  an  album  which  they 
keep  on  the  photographic  counter,  containing  sample.? 
of  the  work  done  by  their  developing  and  printing  de- 
partment. Samlples  of  work  are  shown  on  only  one 
side  of  the  page,  the  opposite  side  in  many  instances 
containing  selling  messages  regardinig  additional  equip- 
ment which  amateurs  may  require,  ns  well  as  talks  on 
enlargement  work.  Such  plans  all  help  in  promoting 
sales,  and  full  advantage  should  be  taken  of  all  oppor- 
tunities to  build  up  this  department  that  is  attracting 
so  many  people  to  drug  stores  to-day. 
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British  Manufacturers  and  the  Canadian  Drug  Trade 


A  ',s(udy  of  its  many  features.  Canada's  impoits  of  drugs,  chemicals,  etc., 
during  the  last  three  years  averages  over  $14,500,000.  Less  than  one-fourth  of 
the  total  came  from  Great  Britam,  hut  in  medicinal,  chemical  and  pharmaceutical 
preparations  the  proportion  is  nearly  forty-two  per  cent.  Next  to  home-made  goods 
the  preference,  both  under  the  tariff  and  in  the  sentiment  of  the  people,  is  for  British 
goods.     A  good  time  for  British  manufacturers  to  extend  their  trade  with  Canada. 

Bv  W.  L.  EDMOXDS 


gRITAIN'S  trade  with  Can- 
ada in  drugs,  chemicals  and 
druggists'  sundries  is  possible  of 
expansion  by  taking  advantage 
of  the  new  situation  created  by 
the  war. 


A  WRITER  in  an  American  scientific  journal  asserts 
that  chemistry  is  the  least  national  of  all  Uriited 
States  industries.     This  assertion  applies  with 
even  greater  force  to  Canada.    It  is  the  least  mentioned 
of  all  our  industries. 

When  the  census  was  taken,  four  years  ago,  we  had 
in  Canada  forty  establishments  engaged  in  the  manu- 
facture of  drugs,  the  annual  output  of  which  was  valued 
at  $3,632,794.  The  principal  chemicals  manufactured 
are:  Ammonia — anhydrous,  aqua,  and  sulphate;  ace- 
tone; arsenic;  acids— acetic,  muriatic,  nitric,  and  siil- 
plhuric;  calcium — ^acid  phosphate,  carbide,  cyanamid, 
hypochlorite;  cobalt  oxide;  glaulier's  salts;  lime  ace- 
tate ;  lime  eliloride :  nickel  sul- 
phate; soda — caustic,  chloride, 
sal,  sulphate ;  zinc  chloride : 
formaldehyde;  methyl  alcohol; 
ethyl  alcohol;  glycerine. 

The  great  drawback  to  the 
development  of  the  drug  and 
•chemical  industry  in  Canada 
has  not  been  so  much  the  lack 
of  enterprise  as  fhe  limited 
character  of  the-  markets,  which 
has  led  to  capital  being  invested 
'in  comparatively,  few  enter- 
prises     appertaining      thereto. 

This  explains  why  there  are  so  many  lines  appertaining 
to  the  drug  and  chemical  trade  which  we  eould  un- 
doubtedly manufacture  biit  which,  on  the  contrarj-. 
we  import. 

Canada's  Dependence  on  Outside  Markets 

How  dependent  we  are  upon  the  outsid'e  world  for 
our  supplies  is  evident  from  the  fact  that  our  total  im- 
ports, under  the  general  classification  of  drugs,  chem- 
icals, and  dyes,  during  the  fiscal  year  lOl."!  were  valued 
at  $13,449,000.  This,  owing  to' the  trade  depression 
and  the  inadequacy  of  ocean  transportation  was 
$1,189,000  less  than  in  1914,  and  $3,000,000  less  than  in 
1913.  The  average  for  the  three  years  was  over  $14,- 
500,000.  The  countries  from  which  we  principally  im- 
port are,  in  their  order,  the  United  States,  Great  Bri- 
tain, Germany,  and  France.  During  the  fiscal  year 
ending  March  last  our  imports  from  the  United  States 
were  $8,449,308,  and  from  Great  Britain  $2,351,277. 
In  the  following  table  are  given  the  total  imi>orts  of 
drugs,  chemicals  and  dyes  from  the  four  countries 
named  in  1914,  1913  and  1912.  The  detailed  figures 
for  191.5  not  yet  having  been  issued,  it  is  not  possible 
to  include  France  and  Germany  for  that  year,  hence 
the  selection  of  the  three  years  named. 

'   1914 

Undted   States    $7,926,618 

Great  Britain   2,983,269 

Germany 785,8.52 

Tranee 587,058 


1913 

1912 

$8,721,953 

$7,843,225 

3,157,726 

2,806,588 

749,905 

512,174 

597,159 

499,302 

By  referring  to  the  larger  table  an  idea  will  be  ob- 
tained in  detail  as  to  the  imports  of  drugs,  chemicals, 
medicines,  toilet  preparations,  and  sundry  lines  handled 
directly  or  indirectly  by  the  drug  trade  of  Canada. 
This  table  shows  the  imports  from  each  of  the  four 
principal  countries,  and  the  grand  total  from  all 
countries, 

A  Time  of  Transformation 

That  the  future,  as  the  result  of  the  war,  will  result 
in  some  transformation  of  Canada's  import  trade  in 
drugs,  chemicals,  toilet  preparations  and  druggists' 
sundries  generally  there  can  scarcely  be  any  doubt. 
Germany  for  a  long  time  to 
come  will  not  be  a  factor  in  the 
Canadian  m.arket. 

Naturally,  Canadians  will 
produce  all  they  possibly  can. 
But  for  the  reasons  already 
pointed  out  that  proportion  to 
her  total  requirements  will 
necessarily  be  small  for  many 
years  to  come. 

For  some  months  American 
manufacturers  have  been  exhib- 
iting increased  interest  in  the 
Canadian  market.  Even  little 
Switzerland  is  not  asleep  as  to  her  opportunities.  At 
present  our  total  imports  of  drugs,  chemicals  and  dyes 
from  Switzerland  are  only  $-56,288,  and  of  this  $32,553 
is  dyes.  One  evidence  of  Switzerland's  aggressive- 
ness is  to  be  seen  in  the  fact  that  she  is  at  present  nego- 
tiating Avith  the  United  States  with  a  view  to  obtaining 
raw  material  from  the  latter,  which  shall  be  paid  for  in 
finished  coal  tar  products. 

Canada's  Preference  for  British  Goods 

But  what  Canada  cannot  produce  at  home  she  would 
prefer  to  purchase  from  Great  Britain. 

If  ever  there  was  a  psychological  moment  in  which 
the  conditions  were  favorable  for  Great  Britain's  cul- 
livation  of  the  Canadian  market  it  is  now. 

It  is  true  that  she  lias  been  far  outstripped  in  this 
market  by  the  American  manufacturers.  But  that 
with  a  little  more  effort  she  can  do  better  there  can  be 
no  doubt.  On  account  of  the  heavy  demands  that  are 
being  mlade  upon  the  manufacturers  in  Great  Britain 
for  supplies  for  the  War  Department  they  are  undoubt- 
edly handicapped  to  some  extent  in  expanding  their 
export  trade  either  with  Canada  or  any  other  country. 
But  that  does  not  alter  the  fact  that  the  field  is  there. 
Neither  does  it  alter  the  fact  that  the  field  is  sympa- 
thetic.   "PeggOtty'"  is  ready  if  "Barkis  is  'willin'. " 

Canadian  merchants  are  ready  to  push  the  sale  of 
British  goods  and  consumers  are  ready  to  purchase  if 
the  goods  are  right  and  put  up  the  way  they  desire. 
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A!um  in  bulk,  ground  or 
uni:rouiKl    

Cocnine 

Glycerin.?,  other  than 
crude 

Camphor    gums     

Opium,    crude    

I.i(luori(*e,     unsweetened 

Magnesia 

Medicinal,  chemical  and 
pliarmaceutiesl  prep- 
arations     500,279 

Milk    food    120,481 


Great 
Britain 

38,477 
107 

3,893 
3,186 
6,720 
921 
4,671 


Why  British  Manufacturers  Have  Lost  Business  in 
Canada 

While  in  the  past  there  have  been  a  good  many  maim- 
faetnrers  in  Great  Britain  who  have  been  as  active  as 
those  in  any  other  country  in  cultivating  the  Canadian 
market,  there  have  'been  not  a  few  whose  efforts  have 
been  passive.  Possibly  this  is  largely  due  to  the  limited 
character  of  the  Canadian  market.  But  this  has  not 
prevented  Germany,  France  and  the  United  States 
from  aggressively  cultivating  this  market.  As  the 
requirements  and  peculiarities  of  her  own  market  were 
much  akin  to  that  of  our  own,  the  United  States  natur- 
ally had  the  advantage.  But  Germany  and  France 
had  no  such  advantage.  They  were  not,  however,  the 
one  whit  less  disposed  to  comply  with  the  requirement's 
of  the  Canadian  market,  even  though  these  require- 
ments did  not  always  accord  with  that  of  other  mar- 
kets for  which  they  were  manufacturing.  In  many 
instances  the  immediate  results  were  probably  not 
satisfactory  to  them  as  far  as  profits  were  concerned. 
But  they  had  faith  in  the  potentialities  of  the  Can- 
adian market.  And  for 

that  which  was  before 
them  they  were  re.<idy 
to  sacrifice,  if  need  be, 
the  profits  of  the  pre- 
sent. 

As  a  result  of  this 
policy  they  have  in 
many  lines  supplanted 
British  manufacturers 
in  the  Canadian  market. 
This  applies  to  all  such 
lines  as  come  within  the 
broad  classifications  of 
drugs,  chemicals,  per- 
fumes, and  druggists' 
sundries.  It  has  not 
been  because  of  the  in- 
herent ouality  of  the 
goods.  The  complaint 
is  more  in  regard  to  t*e 
stylf^s  of  packages  and 
of  certain  sundries  than 
anything  else.  This  has 
no  doubt  caused  some 
irritation  to  importers, 
who,  in  spite  of  their 
desire  to  give  British 
goods  the  preference, 
have,  in  many  invstances, 
been  unable  to  induce 
manufacturers  m  the 
IMother  Country  to  sup- 
plj'  goods  conformable 
tn  the  conditions  obtain- 
ing in  this  market. 

In  many  instances 
manufacturers  in  Great 
Britain  have  been  just 
as  prompt  as  those  of 
any  other  country  in 
conforming  to  the  re- 
quirements of  the  Cana- 
dian market.  This  has 
been  particularly  true 
with  firm.s  who  are  rep- 
resentpd  in  Canada  who 
not  only  know  the  re- 
quirements of  this  mar- 


CANADA'S    IMPORTS    OF   DBUGS,    CHEMICALS,    AND   DEUGOISTS' 
SUNDEIES    IN    1914 


France     Germany 

22,001 

1,267 


United     Total  fror.i 
States  all  countries 


29,518 

17,934 

72 

387 

898 

75,018 

833 


27,706 


772 


Pctash,    chlorate    of. 
I'ctash,    bichromate    .  .  . 
I*otash   and   pearl   ash.  . 

Potash,    caustic     

P&Us,   glauber    

Soda,    caustic    

.Sodium,    hyposrlphite     . 
Sulphuric    ether,    chloro- 
form, and  solutions  of 
peroxide    <vf    hydrogen 
Vaseline    for    toilet    and 
medicinal     purposes.  . 
All    other    drugs,    chem- 
icals,   etc.,    not    speci- 
fied   .    269,032 

Boracic   acid    15,916 

Osalic   acid    2,166 

Tunnic    acid     411 

Fariuro,    peroxide    of .  .  .        3,334 

Borax,    in    bulk     85,930 

Primstone 2,928 

Burerundy,     pitch     189 

Chloride     of     lime     and 

hypo-chlorite    of    lime      46,488 

Creani   of  tartar    13,282 

Cyanide    of   potas&ium .  .    100,706 
Medicinal    roots    of   var- 
ious   kinds 

Gums,  such  as  amber, 
arable,  copal,  Austra- 
lian,   Senegal,    etc.    .  . 

Iodine,    crude     

Soda,    sal     

Soda,    silicate    of    

Sulphate        of        copper 

(blue    vitrol)     38,432 

Tartaric    acid    crystals.      16,315 
Drugs,     crude,     such    as  , 

barks,    tiowers,    beans, 

etc 11,180 

Castor   oi!    67,981 

Essential    oil    68,102 

Peppermint    oil    1,376 

Olive    oil     53,503 

Castile    soap     19,683 

Toilet    soap    64,485 

Soap  powders    2,748 

Medicinal   wines    9,215 

Elixirs,  essences,  lo- 
tions,   etc 16,972 

Alcoholic  perfumes,  bay 
rum.    hair,    tooth    and 

skin    washes    29,292 

Sponges 14,213 

Toilet    &    manicure    sets       5,93S 
Antiseptic    and    stirglcal 

dressings 76,307 


2,161 


16,370 

18,116 

20,917 

7,445 


ket,  but  are  prompt  in  conveying  information  to  their 
principals  in  Great  Britain. 

Where  British  Manufacturers  are  Still  Strong 

In  spite  of  competition,  however,  Briti.sh  manufac- 
turers still  have  a  fairly  strong  hold  upon  the  Canadian 
market.  In  medicinal,  chemical,  and  pharmaceutical 
preparations,  for  example,  nearly  42  per  cent,  of 
Canada's  total  importations  come  from  Great  Britain. 
It  is  true  that  this  proportion  is  ratiher  smaller  than 
that  obtained  from  the  United  States,  the  percentage 
from  that  country  being  44.41,  yet  it  is  significant,  none 
the  less,  showing,  as  it  does,  that  it  should  not  be  a  diffi- 
cult thing  to  increase  the  proportion. 

Although  since  the  war  tariff  was  brought  into  exist- 
ence, the  duty  on  British,  as  well  as  on  the  products  of 
all  other  countries,  is  higher  by  5  per  cent,  on  British 
and  71/^  per  cent,  on  foreign,  yet  it  must  be  remembered 
that  as  the  increase  was  greater  by  21-^  per  cent,  on  the 
latter  than  on  goods  from  the  former,  the  Mother 
Country  is  relatively  in  a  better  position  under  the 

preferential  tariff  than 
before. 

Some  Sug'gestions 

Retailers  can  un- 
doubtedly do  a  great 
deal  toward  developing 
business  in  British  and 
home-made  goods.  But 
they  cannot  do  that 
which  the  manufac- 
turers in  both  countries 
should  do  for  them- 
selves. 

They  cannot,  for  ex- 
ample, compel  con- 
sumers to  take  goods 
either  in  style  or  quality 
which  they  do  not  de- 
sire. Neither  can  they 
be  expected  to  do  all 
the  educational  work. 
A  part  of  the  advertis- 
ing they  sihould,  of 
course,  do,  but  the  duty 
of  doing  the  main  part 
naturally  devolves  up- 
on the  manufacturer, 
whether  he  be  British 
or  Canadian. 

Importance  of  Good 
Representatives 

As  far  as  British 
manufacturers  are  con- 
cerned, those  who  are 
not  already  represented 
here  should  take  the 
necessary  steps  to  be- 
come so  if  they  are  to 
obtain  the  best  results. 
And  prf^liminarv  to  this 
it  would  be  advisable 
ff>r  either  n  member  of 
the  firm  or  a  responsible 
representative  to  visit 
this  miarket  and  study 
(Continued  on  page  48.) 
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3,821 

453 
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News  and  Gomment  of  Interest  to  Druggists 


Live  Topics  of  Canadian  Drug  Trade  Commented  on 
=^^^==  By  THE  SCRIBE  ^==== 


Donation   of  Two  Machine   Guns  by  Saskatchewan 
Druggists — 

The  action  of  the  druggists  of  Saskatchewan  in  donat- 
ing two  machine  guns  to  the  Militia  Department  has 
come  in  for  a  good  deal  of  praise,  and  rightly  so.  The 
donation  is  particularly  timely  in  view  of  the  apparent 
need  for  machine  guns  on  the  battle  line.  The  price 
of  one  of  these  guns,  which  are  of  the  "Lewis"  make, 
and  cost  $1,000  each,  will  be  borne  by  the  Saskat- 
chewan Pharmaceutical  Association.  M'hile  the  price  of 
the  other  will  be  raised  by  voluntary  suLscription  from 
the  druggists  of  the  province.  In  addition  to  this 
■$500  has  been  forwarded  to  the  fund  for  stricken 
druggists  and  doctors  in  Belgium  by  Saskatchewan 
pharmacists.     Saskatchewan  has  done  well. 

Suggestions  that  Other  Provinces  Follow  Example — 

Suggestions  have  been  made  that  the  druggi.sts  of 
other  provinces  might  follow  the  lead  of  Saskatchewan 
by  the  donation  of  a  machine  gun.  A  number  of  siig- 
gestions  to  this  effect  have  been  received  by  The  Retail 
Druggist.  F.  C.  Griffiths,  manager  of  the  Owl  Drug 
Store"  at  1189  Bloor  Street  W.,"  Toronto,  in  a  letter 
touches  upon  the  appropriateness  of  such  a  gift  in  view 
of  the  fact  that  we  are  striving  for  a  proper  standing 
for  druggists  in  military  service.  He  says  in  part: 
"We  all  know  the  value  of  machine  guns  at  the  front 
and  the  present  need  for  them,  and  I  believe  one  could 
easily  be  obtained  throug'h  subscriptions  of  druggists 
and  assistants  at  a  very  small  cost  to  each,  consider- 
ing the  great  number  so  engaged.  Also,  in  view  of  tha 
fact  that  we  are  striving  for  professional  recognition 
in  the  army  and  navy,  this  would  be  a  small  sign  of 
our  interest  in  the  welfare  of  the  nation,  and  might 
possibly  assist  our  aim. ' ' 

Since  writing  the  above,  Mr.  Griffiths  has  further  in- 
terested himself  in  this  commendable  work,  the  mer- 
chants of  Bloor  Street.  Toronto,  having  donated  a 
machine  gun. 

The  Retail  Druggist  would  like  to  hear  of  any  pat- 
riotic donations  by  druggists,  or  merchants  generally, 
and  offers  its  assistance  in  giving  publicity  to  any 
movement  or  campaign  for  this  purpose. 

Petition   for   Recogoition   of  Druggists   in   Army  is 
Pigeon-holed — 

The  securing  of  a  proper  standing  for  pharmacists 
who  are  ser\ang  their  country  at  the  front  is  going  to 
be  a  tedious  job,  judging  from  the  progress  made  so 
far.  The  matter  was  taken  up  with  the  Minister  of 
Militia  by  the  Canadian  Pharmaceutical  Association, 
along  with  representatives  of  the  Ontario  College  of 
Pharmacy  and  the  Montreal  College  of  Pharmacy,  and 
while  he  admitted  the  justice  of  the  claim  of  Canadian 
pharmacists  and  passed  it  on  to  the  Military  Council, 
there  the  matter  now  rests  and  gives  promise  of  con- 
tinuing to  rest  there  until  the  question  is  again  resur- 
rected by  another  deputation. 

It  seems  as  if  proper  recognition  of  the  pharmacist 


in  the  Canadian  army  may  be  held  up  until  such  recog- 
nition is  given  in  England.  The  Canadian  Militia  have 
not  recognized  the  druggist  because  the  British  army 
has  not.  Once  recognition  is  secured  in  the  British 
Isles  where  the  drug  trade  is  conducting  a  vigorous 
campaign  for  it,  no  doubt  it  will  soon  follow  in  Canada. 
That  is  no  reason,  however,  why  the  drug  trade  in 
Canada  should  not  continue  to  keep  their  case  before 
the  authorities  in  Canada.  It  will  help  in  the  effort  that 
is  now  being  put  forth  throughout  the  British  Empire 
to  secure  a  proper  standing  for  druggists  in  military 
service. 

British  Pharmacists  Hope    for    Establishment    of    ac 
Army  Pharmaceutical  Corps — 

In  commenting  on  the  campaign  in  the  British  Isles, 
Major  E.  S.  Peck,  president  of  the  British  Pharmaceu- 
tical Conference,  at  the  annual  meeting,  suggested  that 
the  outcome  may  be  the  establishment  of  an  Army 
Pharmaceutical  Corps,  with  a  director  of  Pharinaceu- 
tical  Services  at  the  head  of  a  separate  war  office  estab- 
lishment. Speaking  on  the  subject,  he  said:  "To  those 
of  us  who  have  discussed  this  matter  of  Khe  relationship 
of  pharmacy  and  the  army  with  continental  pharma- 
cists our  position  as  pharmacists,  or,  rather,  lack  of 
position,  has  been  a  source  of  surprise  and  has  been  put 
down  probably  to  the  fact  that,  our  army  being  so 
small,  there  was  no  necessity  nor  place  for  a  pharma- 
ceutical department  in  the  British  War  Office,  but  now 
that  we  have  a  force  whose  dimensions,  as  the  Secretary 
of  State  for  War  stated,  have  already  reached  a  figure 
which  only  a  short  time  ago  would  have  been  consid- 
ered utterly  unthinkahle,  the  case  is  certainly  different. 
There  are  two  branches  of  the  work  that  should  be  con. 
sidered: 

(1)  The  supply,  collection  and  storage  of  the  neces- 
sary drugs  and  dressings. 

(2)  The  provision  of  trained  men  to  supervise  this 
supply  and  its  di.stri'bution  to  the  various  units  in  the 
ba.se  and  field  hospitals. 

The  Question  of  Rank — 

President  Peck,  after  outlining  some  details  of  such 
an  organization,  went  into  the  question  of  rank,  of 
which  he  said:  "This  is  one  which  for  some  years  past 
has  exercised  the  minds  of  qualified  pharmacists,  and, 
I  maintain,  can  only  be  considered  in  relation  to  the 
responsibility  and  importance  of  the  work  he  has  to 
perform.  In  the  duties  detailed  above  he  would  need 
the  authority  of  commissioned  rank,  and  it  is  this 
authority  which  is  even  more  important  than  social 
status  or  rate  of  pay  if  the  work  is  to  be  done  efficiently. 
The  holding  of  a  pharmaceutical  qualification  may  not 
of  itself  be  a  sufficient  recommendation  to  a  commission 
unless  accompanied  by  an  all-round  experience  in  the 
practice  of  pharmacy  and  an  ability  to  command.  The 
need  for  such  men  in  the  commissioned  rank  is  not  so 
evident  at  the  present  time  becaiLse  of  the  self-sacrific- 
ing devotion  and  patriotism  of  many  pharmacists  who 
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have  enlisted,  and  are  doing  much  of  this  work  with  the 
rank  of  private,  .corporal,  oi-,  at  most,  sergeant. 
These  men  are  learning  much  of  the  army  routine 
— the  necessary  forms  and  }>rocedTiTe,  drill  and 
discipline— and  when  the  time  is  ripe  for  reorgan- 
ization it  is  inconceivable  that  their  devotion  to  duty 
and  tlie  success  of  the  work  should  of  itself  act  pre- 
judicially to  their  proper  reco-gnition,  but  that  they 
may  be  rewarded  by  being  admitted  into  the  commis- 
sioned ranks  of  His  Majesty's  Army." 

Executive  of  C.  Ph.  A.  Hold  Meeting— 

In  view  of  the  decision  of  the  executive  committee 
of  the  Canadian  Pharmaceutical  Association  not  to 
hold  a  convention  of  the  association  during  1915,  on 
account  of  the  war  and  business  conditions,  the  opinion 
has  been  expressed  that  the  executive  should  hold  a 
session  at  some  central  point  in  order  to  deal  vnih  var- 
ious matters  that  need  attention  before  another  yeax 
goes  round.  The  question  is  now  being  taken  up  with 
the  executive  members  by  the  secretary,  and  an  an- 
nouncement Avill  be  forthcoming  shortly. 

It  is  now  two  years  since  a  general  or  executive  meet- 
ing has  been  held,  and  while  the  officers  have  been  look- 
ing after  the  work  of  the  association  since  then,  there 
nnist.  be  a  number  of  questions  which  it  would  be  advis- 
able for  the  executive  to  get  together  and  deal  with. 

Some  Ontario  Druggists  not  Observing  Carbolic  Acid 
Regulations — 

The  statement  is  made  that  some  druggists  of  On- 
tario, especially  in  the  city  of  Toronto,  are  not  com- 
jiJying  with  the  new  law  requiring  that  carbolic  acid 
be  sold  only  in  the  special  bottle,  as  provided  in  this 
yeftr's  amendment  to  the  Pharmacy  Act.  The  regula- 
tions have  been  printed  on  the  back  cover  of  the  min- 
utes of  the  semi-annual  meeting  of  the  council,  a  copy 
o^  which  goes  to  every  druggist  in  the  province,  while 
the  law  has  been  given  a  good  deal  of  publicity  in  the 
trade  papers,-  so  that  pharmacists  cannot  plead  ignor- 
ance of  the  law. 

Those  who  have  the  enforcement  of  the  law  in  their 
hands  have  been  allowing  a  reasonable  time  for  drug- 
gists to  put  in  the  required  special  bottle,  but  will  cer- 
tainly have  to  put  a  check  on  those  who  give  indications 
of  flatly  ignoring  the  provisions  of  the  Act.  Most  drug- 
gists are  finding  it  easy  to  introduce  the  special  bottle, 
finding  that  most  customers  are  willing  to  bear  the  cost 
while  many  express  their  appreciation  of  the  protection 
it  aflFords. 

Every  druggist  should  see  that  the  law  in  regard  to 
the  sale  of  carbolic  acid  in  the  regulation  bottle  and 
the  registration  of  sales  is  complied  with.  The  law  is 
on  the  statute  books,  and  law  breiakers  must  expect  to 
pay  the  penalty. 

Young  Man  Progresses  in  Canadian  Pharmacy  Against 
Big  Handicap — 

M.  S.  Mirockniek  has  opened  a  new  drug  business  at 
50  Arthur  Street,  Toronto.  It  is  interesting  to  note  that 
Mr.  Mirockniek  came  to  Canada  from  Russia  five  years 
ago,  and  at  that  time  was  not  even  acquainted  with  the 
English  language.  He  became  apprenticed  to  A.  B. 
Hashmall,  of  St.  Patrick  St.,  Toronto,  acquired  a  com- 
petent knowledge  of  English,  and  graduated  from  the 
Ontario  College  of  Pharmatey  with  honors  this  year. 
In  view  of  the  manner  in  which  he  was  handicapped  on 
the  start,  he  has  all  tihe  more  reason  to  be  proud  of 
his  success. 


WILL  ASK  FOR  REMOVAL  OF  WAR  STAMP  ON 
PICTURE  POST  CARDS. 

A  strong  fight  is  to  be  put  up  by  jobbers  of  post 
cards  to  have  the  extra  stamp  tax  on  picture  post 
cards  removed,  and  it  is  hoped  to  enlist  retailers,  to 
■whom  this  is  such  an  important  matter,  in  the  campaign 
for  its  7-emoval.  There  are  certainly  good  reasons 
why  it  should  be  removed.  Not  only  has  investigation 
proved  that  the  extra  war  stamp  is  seriously  affecting 
the  picture  post  card  business  but  also  that  the  Govern- 
ment  is  really  losing  money  as  a  result  of  its  imposi- 
tion instead  of  securing  a  larger  revenue  as  antici- 
pated. 

Government  Getting  Less  Revenue  from  Cards. 

Picture  post  cards  are  to  a  large  extent  a  luxury, 
and  it  is  only  natural  that  with  an  extra  cent  added 
to  postage  that  the  public  should  send  fewer.  In  fact, 
immediately  the  war  tax  came  into  effect,  sales  began 
to  fall  off.  At  a  conservative  estimate,  jobbers  place 
the  falling  off  in  post  card  sales  at  75  per  cent.  In 
the  face  of  this  fact,  it  is  certainly  clear  that  the  Dom- 
inion Government  is  getting  less  revenue  at  the  2  cent 
rate  than  they  did  at  one  cent.  They  are  losing  re- 
venue in  three  ways : 

1.  Loss  of  postage  because  of  fewer  cards  mailed  by 

postage. 

2.  Loss  of  postage  for  shipments  of  post  cards  pre- 

viously sent  out  to  retailers  by  ra'ail. 

3.  Loss  of  duty  on  postcards  imported. 

In  addition  to  tlhis.  if  the  tax  is  allowed  to  remain 
on  long,  the  public  vsdll  lose  the  post  card  habit  and 
the  post  card  trade  will  be  seriously  affected  with  the 
result  that  the  Government  mil  permanently  lose  a 
revenue  of  considerable  import.ance. 

Jobbers  Have  Organized. 

To  offset  the  existing  deplorable  condition  of  the  post 
card  business,  a  meeting  of  jobbers  was  held  in  Toronto 
and  the  foundation  of  a  permanent  organization  laid 
with  J.  P.  Pugh,  of  the  Pugh  Specialty  Company,  as 
president  and  "Wm  Banks,  of  Valentine  &  Sons,  as  sec- 
retary-treasurer. A.  Roy  MacDougall  and  F.  I.  Weaver 
were  appointed  to  draft  a  constitution  and  set  of  by- 
laws. 

It  was  decided  to  gather  definite  daifca  from  the  retail 
trade  for  presentation  to  the  Government,  when  a 
deputation  goes  to  Ottawa  to  petition  for  the  removal 
of  the  tax.  Nearly  every  druggist  handles  picture 
post  cards  and  is  therefore  deeply  interested  in  the 
present  situation.  All  assistance  possible  should  be 
given  to  the  jobbers  in  their  fight  to  have  the  extra 
tax  eliminated. 


Sentence  Sermons  For  Clerks. 

Do  not  be  loud. 

Do  not  keep  customers  waiting. 

Be  more  careful  when  making  sales  checks. 

Keep  in  good  health  and  be  at  work  every  day. 

Be  neat  and  clean  in  your  personal  appearance. 

Keep  your  stock  neat,  orderly  and  attractive. 

Be  more  agreeable  and  attentive  to  all  customers. 

Stop  chewing  gum  or  tobacco  and  eating  during 
working  hours. 

Customers  do  not  know  what  you  have  to  sell  until 
you  show  them. 

Be  ladies  and  gentlemen  at  all  times — in  all  places — 
and  on  all  occasions — at  work  and  during  recreation. 
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Seasonable  Tips    for   the    Retail    Druggist 


By  THE  SCRIBE 


i  TIME  TO  PUSH  BANDAGES  AND  ASSOCIATED  LINES 

A  GOOD  many  druggists  have  been  stiitulating  sales  and  at  the  same  time  helping  along  a 
worthy  cause  by  pushing  the  fsale  of  bandages  and  associated  lines.  Nor  is  the  field  of 
endeavor  exhausted  by  nny  means.  There  is  still  much  need  of  bandages,  gauze,  adhesive 
plasters,  etc.,  at  the  Front  and  those  here  at  homie  are  easily  susceptible  to  any  appeal  for  goods 
that  will  help  to  allay  the  suffering  of  those  who  are  fighting  for  them  on  the  battlefields  of 
Europe. 

There  are  several  method.e  that  may  bo  employed  for  promoting  the  sale  of  these  lines.  In 
accordance  with  the  suggestion  made  in  The  Retail  Druggist  early  in  the  year,  druggists  in  many 
centres,  both  individually  and  collectively,  have  conducted  a  "Buy-a-Bandage  Week"  with  good 
results.  Dealers  who  have  not  tried  such  a  plan  will  find  it  of  advantage  to  do  so.  A  little  adver- 
tising of  the  campaign  backed  by  window  and  interior  display  is  needed.  A  receptacle  Should  be 
provided  into  which  purchases  may  be  placed,  to  be  forwarded  to  the  Red  Cross  Society. 

Another  good  plan  for  getting  this  business  is  by  means  of  the  "war  box,"  containing  an 
assortment  of  hospital  supplies.  One  druggist  wTio  has  been  featuring  this  is  W.  Ward  Simpson, 
of  Brantford,  Out.  He  featured  a  box  selling  at  50  cents  and  containing  i4-pound  absorbent 
cotton,  two  gauze  bandages,  four  packages  gauze,  and  one  yard  of  adhesive  plaster.  He  advertised 
that  a  ten-cent  stamp  would  deliver  it  at  Red  Gross  headquarters  in  Toronto,  who  would  send  it 
to  where  it  is  urgently  needed  at  the  PVont.  "Help  our  Canadian  wounded  at  the  Front  by  pur- 
chasing a  war  box,"  he  advertised.    "Mr.  Stay-at-Home,  this  is  an  opportunity  for  you  to  help." 


PROMOTING  PRESCRIPTION  TRADE  BY  WINDOW  DISPLAY 

THE  window  display  is  found  valuable  in  promoting  business  in  most  departments,  but  it  is  a 
difficult  problem  to  make  use  of  it  to  any  great  extent  in  booming  prescription  trade.  Show 
cards  can  be  used  to  some  extent  for  this  purpose,  but  the  bes;t  plan  is  something  similar 
to  that  used  by  Geo.  A.  Evans.  Ltd.,  of  Yonge  St.,  Toronto,  who  arranged  a  display  showing  pres- 
criptions filled  in  the  store  during  the  previous  45  years. 

The  prescriptions,  pasted  in  books,  were  shown  in  the  window,  with  show  cards  reading: 
"Some  of  the  prescriptions  filled  here  during  the  last  forty-five  years";  "The  prescriptions  on 
this  page  were  filled  here  45  years  ago";  "Remember  where  you  saw  this  and  bring  your  pres- 
criptions to  Evans." 

Various  lines  of  apparatus  from  the  dispensary  were  also  shown  in  the  window,  including  a 
pill  machine,  microscope,  retort,  analytical  balance,  moulds,  separatory  funnel,  emulsifier,  plaster 
iron,  etc.,  impressing  on  customers  the  wide  range  of  equipment  kept  to  look  after  their  work. 
A  show  card  read:  "'A  few  proofs  of  our  reliabilit.y,  accuracy,  and  efficiency  in  the  filling  of  your 
prescriptions. ' ' 

Other  druggists  should  find  either  or  both  of  these  two  methods  of  advantage  to  them  in  attract- 
ing attention  to  their  prescription  work  ana  in  developing  trade  in  that  department.  You  have 
to  have  the  stock,  staff,  and  equipment  for  this  work.  Why  not  get  the  maximum  amount  of 
business? 
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IMPRESS  SIMPLICITY  OF  CAMERA  OPERATION  ON  PUBLIC 

MANY  people  have  a  stnonldering  desire  to  ovm  a  camera,  but  are  deterred  from  taking  any 
step  towards  the  pureha.'e  of  one  because  they  think  that  a  camera  is  a  very  complicated 
machine  and  requires  considerable  skill  to  operate.    The  dealer  should  take  steps  to  remove 
this  erroneous  idea  from  the  public  mind  by  impressing  on  them  the  simplicity  of  camera  oper- 
ating. 

This  can  be  done  to  some  extent  by  advertising  the  fact,  but  nothing  is  better  than  actual 
demonstration  to  cnstomer.e  of  how  simple  it  is  to  operate  a  camera.  Ctistomers  s'houid  be  reminded 
of  your  willingness  to  give  such  a  demonstration  by  a  show  card  in  the  window  or  by  a  note  in 
your  advertising. 

An  invitation  to  come  in  and  have  the  use  of  the  camera  explained  will  be  taken  advantage 
of  by  many  people,  giving  the  dealer  an  opportunity  of  enlisting  more  people  in  the  constantly 
increasing  army  of  camera  users.  Most  people  like  to  have  photographs  of  their  friends  and  of 
scenes  that  appeal  tc  them,  and  the  druggist  can  show  bis  customers  how  this  is  possible  at  small 
cost. 


A 


STOP  THE  LEAKS  AND  SWELL  YOUR  PROFITS 

T  such  times  as  the  present  it  is  especially  essential  that  store  leaks  be  closely  watched  if  the 
business  is  to  pay  a  profit.  There  probably  never  was  a  time  wiien  it  required  closer  man- 
agement to  make  a  business  net  a  reasonable  profit  than  to-day. 


In  over\'  store  there  are  little  laaks  that  claim  their  daily  dimes  and  soon  run  into  dollars, 
and  these  should  be  carefullj^  guarded  against.  The  large  leaks,  by  reason  of  their  size,  soon 
attract  attention,  but  the  smaller  ones  are  liable  to  go  on  indefinitely  before  they  come  to  the 
dealer's  notice  and  are  remedied. 

The  importance  of  avoiding  waste  should  be  impressed  on  clerks  also.  Many  clerics  need 
watching  in  this  regard,  as,  for  instance,  the  one  who  dips  his  spatula  in  a  .Tar  of  quinine,  i^ses 
abotit  half  of  the  material  withdrawn  in  mixing  pills  or  filling  capsules,  and  then  sweeps  the  remain- 
ing residue  to  the  floor.  Similar  practices  are  net  few  by  any  means,  and  it  should  be  driven 
home  to  clerks  in  an  emphatic  manner  thatyou  will  not  stand  for  such  gross  extravagance. 

If  profits  are  tc  be  maintained,  leaks  must  be  eliminated.  It  behooves  the  druggist  t^  adopt 
our  slogn.n.  "Stop  the  leaks  and  swell  the  profits." 


BACK  UP  WINDOW  DISPLAY  BY  INSIDE  CO-OPERATION 

TO  got  full  value  from  a  window  display  it  is  desirable  that  it  be  backed  up  by  interior  dis- 
play and  the  co-operation  of  the  sales  staff.     Especially  is  this  so  with  one-line  displays, 
whether  arranged  by  the  manufacturer  of  the  goods  shc'wn  or  by  the  retailer  himself.   Cus- 
tomers may  be  interested  to  some  extent  by  a  window  display,  but  if  they  are  reminded  again 
by  interior  display  or  a  salesman,  more  sales  will  be  made. 

It  is  well  that  at  least  one  clerk  be  conversant  with  the  article  shown  and  able  to  aJisAver  ail 
(luestions  regarding  it  Intelligently  and  give  information  that  will  interest  patrons.  For  instance, 
the  writer  was  attracted  by  a  display  of  a  new  form  of  summer  beverage  not  long  ago,  and  when 
he  enquired  inside  the  clerk  could  give  no  information  on  how  to  prepare  it  or  how  much  to 
use.  This  certainly  was  not  backing  up  the  display  by  the  inside  co-operation  it  was  entitled'  to. 
That  clerk  should  not  only  have  been  able  to  answer  questions  regarding  the  article  intelligently, 
but  he  should  have  had  ambition  enough  to  introduce  it  to  customers  whenever  the  opportunity 
was  presented. 

When  the  \vindow  is  used  to  give  publicity  to  a  line  of  goods,  every  possible  effort  should  be 
made  to  cash  in  on  it. 
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How  to  Turn  Out  Sales- Producing  Window  Displays 

Practical  suggestions  on  how  to  arrange  window  displays  that  will  attract  attention  and  sell  goods. 

By  C.  H.  smith 


THE  original  object  of  the  window  in  the  store  was 
probably  for  the  admittance  of  light.  The  day 
when  that  was  the  only  object  is  now  a  far  dis- 
tant one  and,  with  the  passing  of  the  years,  the  win- 
dow has  developed  into  an  exceedingly  important  part 
of  the  store.  Try  to  rent  a  window  from  any  aggres- 
sive firm  on  the  main  streets  of  our  cities,  and  you 
will  get  an  idea  of  how  high  they  value  them.  In 
many  eases,  it  would  be  impossible  to  rent  them,  be- 
cause live  merchants  of  to-day  are  recognizing  that 
the  window  is  their  best  asset  in  creating  sales  and 
attracting  customers  to  the  store. 

Window's  Value  as  a  Sales  Creator 

Anyone  who  has  given  any  attention  to  the  subject  is 
well  aware  of  the  value  of  the  window  as  a  sales 
creator.  It  is  demonstrated  by  the  actual  direct  returns 
that  can  be  seen  coming  in  from  certain  windows.  It 
is  frequently  a  difficult  problem  to  gauge  the  amount 
of  business  arising  out  of  window  display,  because 
direct  returns  cannot  always  be  seen,  and  it  is  for 
this  reason  that  some  dealers  are  inclined  to  doubt 
that  the  window  is  as  valuable  as  some  merchants  claim. 
Occasionally,  however,  windows  of  a  special  nature, 
from  which  direct  returns  can  be  more  easily  kept  tab 
of,  are  put  in,  demonstrating  beyond  doubt  the  value 
of  the  window  as  a  salesman.  One  class  of  window 
that  I  have  in  mind  as  demonstrating  its  value  by 
direct  returns  is  the  one-price  window.  Where  we 
have  tried  these  out  we  have  always  found  that  they 
brought  a  good  string  of  customers  into  the  store  to 
purchase  the  lines  displayed. 

Must  Be  Live  and  Aggressive 

The  show  window  that  begets  business  for  the  deal- 
er must,  however,  be  live  and  aggressive — must  be 
given  the  necessary  attention.  It  seems  a  mighty  funny 
thing  that  many  a  merchant  who  would  descend  with 
a  shower  of  wrath  upon  the  clerk  who  would  dare  to 
remain  idle  for  a  minute,  will  allow  his  show  windows — 
in  many  cases  just  as  valuable,  if  not  more  so,  than  a 
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clerk — to  loaf  on  the  job  and  think  nothing  of  it.  It 
surely  does  seem  gross  extravagance  for  a  dealer  to 
allow  money  to  slip  through  his  fingers,  as  many  of 


Display  of  toilet  soap  by  The  Glasgow  House,  Regina.    Note  arrangement 
and  how  it  is  builtiup. 


Background  for  harvest  sale  or  autumn  window. 

them  do,  by  lack  of  attention  to  the  show  window. 
Even  a  good  many  of  those  merchants  who  claim  win- 
dow display  a  big  business  factor,  do  not  give  the  at- 
tention to  it  that  they  should. 

Necessity  for  Frequent  Change 

The  trouble  with  a  good  many  dealers  and  window 
trimmers  is  that  they  do  not  change  their  displays 
often  enough,  and  accordingly  do  not  reap  the  full 
possible  advantages  from  their  windows.  Some  even 
go  so  far  as  to  allow  displays  to  remain  in  until  they 
become  dusty  and  dirty,  and  the  goods  shown  present 
an  unattractive  appearance.  Such  displays  will  not 
sell  goods,  and,  in  addition,  prove  bad  publicity  for  the 
store,  branding  it  as  a  listless  and  careless  establish- 
ment. I  make  a  practice  of  changing  every  window 
at  least  once  a  week,  while  sometimes  they  are  changed 
even  more  frequently.  Even  though  the  same  goods 
are  put  back  in  the  window,  the  dusting  and  little 
changes  that  can  easily  be  made  in  arrangement  make 
the  window  present  a  bright  and  fresh  appearance. 

The  writer  has  a  number  of  display  windows  to 
keep  working,  and  in  order  to  do  so  finds  that  plan- 
ning ahead  is  essential.  However  every  retail 
store  has  a  great  many  different  lines  that  lend  them- 
selves readily  to  good  displays,  and  which  sell  fbetter 
when  shown.  No  trouble  should  be  experienced,  there- 
fore, by  trimmers  in  making  frequent  changes  of  dis- 
play. 

In  order  to  make  the  windows  more  effective,  they 
are  planned  in  accordance  with  the  season,  and  also 
with  the  advertising.  It  is  found  that  the  best  results 
are  secured  when  windows  and  advertising  are  both 
worked  together. 

Individual  Displays  Bring  Best  Results 

Individual  displays  are,  in  the  most  of  cases,  pro- 
ductive of  the  best  results,  and  wherever  possible  I 
devote  each  window  to  a  separate  line.     The  reason 
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for  this  is  obvious.  Unlike  a  one-line  window, 
in  a  display  of  associated  lines  the  attention 
is  not  concentrated  on  any  one  article,  and 
this  is  essential  if  the  window  is  to  sell  goods.  I  admit 
that  some  very  beautiful  windows  that  appeal  to  the 
eye  can  be  put  in  by  the  use  of  a  big  range  of  articles, 
but  it  must  always  be  borne  in  mind  that  the  object 
of  the  window  is  to  sell  goods  and  not  to  present  a 
beautiful  scene  to  the  public.  Of  course,  the  window 
trimmer  should  always  aim  for  attractiveness,  but  in 
doing  so  he  should  not  sacrifice  selling  power. 

Background  is  All  Important 

The  background  of  the  window  is  all  important — 
is  frequently  the  making  or  breaking  of  a  display,  and 
for  this  reason  should  be  given  a  good  deal  of  atten- 
tion by  the  trimmer.  The  background  should  always 
be  planned  ahead,  and  it  is  wonderful  the  many  and 
attractive  backgrounds  that  can  be  made  by  various 
means. 

Beaver  board  can  be  used  to  advantage  in  making 
backgrounds,  as  it  can  be  cut  in  different  shapes  and 
is  easily  handled.  Another  feature  is  that  it  takes 
paint  to  great  advantage. 

Lattice-work  made  up  in  the  form  of  arches  is  an- 
other good  means  of  erecting  a  background.  The  lat- 
tice-work is  best  made  out  of  strips,  1  in.  by  Vi  in. 
Artificial  flowers  and  vines  can  be  fastened  to  the  lat- 
tice, and  can  also  be  used  on  beaver  board  back- 
grounds. Do  not  use  flowers  too  thickly,  but  place 
them  neatly,  and  they  will  be  much  more  attractive. 

Can  Use  Same  Fixtures  in  Dififerent  Displays 

The  same  background  can  frequently  be  used  for 
different  displays,  and  this  lessens  the  labor  and  ex- 
pense. When  different  goods  are  put  in,  the  ordinary 
passerby  would  not  know  but  that  the  display  is  an 
entirelj"-  new  one.  Sometimes,  even  when  using  the 
same  background,  it  is  advisable  to  make  some  slight 
changes  to  suit  better  the  class  of  goods  shown.  Some 
additions  that  tend  towards  improvement  will  fre- 
quently occur  to  the  trimmer. 

In  the  same  way,  various  fixtures,  decorations,  and 
trimmings  that  the  trimmer  uses  in  displays  can  be  used 


several  times,  thus  reducitfg  the  cost  to  a  very  small 
sum.  Just  here,  I  would  like  to  emphasize  the  great 
value  of  good  fixtures  in  adding  to  the  appearance 
and  sales  value  of  the  window.  Money  spent  in  this 
way  is  well  invested,  and,  in  addition,  the  total  cost 
of  fittings  for  windows  does  not  amount  to  a  large 
fixture — is  much  smaller  than  the  average  person 
thinks. 


ONE-PRICE  WINDOW  GOOD  SELLING  AGENT 

A  one-price  window  of  shaving  supplies  recently  used 
in  a  "Winnipeg  store  is  reproduced  here  The  price 
of  articles  shown  was  $1  in  each  case,  and  this  price 
was  emphasized  in  the  window  in  various  ways.  Cut- 
outs of  red  paper  were  pasted  down  the  sides  as  well  as 
in  the  centre.  The  articles  shown  included  such  lines 
as  safety  razors,  shaving  brushes,  hollow-ground  razors, 
razor  hones  and  strops,  hair  clippers,  pocket  knives, 
nail  clippers,  etc.,  each  line  selling  at  $1.  The  back- 
ground was  made  up  of  show  cards  and  cartons  tacked 
on  to  a  background  of  beaver  board,  which  was  first 
covered  with  sateen. 

Brought  Good  Direct  Returns 

This  window  brought  in  a  large  number  of  direct 
sales  to  the  store.  More  direct  returns  are  noticeable 
probably  from  a  window  of  this  kind  than  many  others. 
The  average  person  has  a  big  bump  of  curiosity,  and 
when  he  sees  an  offering  of  a  number  of  lines  at  a 
certain  price  he  naturally  stops  to  see  if  there  is  any- 
thing in  which  he  might  be  interested.  In  the  case  of 
a  window  such  as  that  shown  here — that  of  shaving 
accessories — there  is  sure  to  be  something  that  every 
man  will  be  interested  in  to  some  extent.  Of  course,  if 
a  one-price  window  were  shown  too  frequently  the 
public  would  soon  lose  interest  in  them,  but  there  are 
probably  many  stores  that  never  use  this  variety  of 
display,  and  could  do  so  to  good  advantage  occasion- 
ally. There  is  a  "something"  about  them  that  appeals 
strongly  to  the  average  person. 


When  you  decide  things  are  "good  enough"  you  are 
at  the  top  of  the  toboggan  and  your  shoes  are  greased. 


How  the  one- 
price  window 
which  proved 
itself  such  a 
good  selling 
agency  looked 
on  the  day  of 
the  opening 
sale.  Read 
about  it  in  the 
accompanying 
article. 
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Ideas  for  Window  Trims  That  Have  Been  Tried  Out 


Described  to  a  staff  editor  of  The  Retail  Druggist  by 
=^==  C.  A.  Leatherdale,  of  iVinnipeg  — 


ONE  of  the  important  things  in  the  sale  of  any  line 
is  to  brins:  to  the  notice  of,  and  impress  on,  the 
public  that  yon  carry  the  line.  This  is  one  of 
the  valuable  functions  of  the  display  window.  Goods 
displayed  in  the  window  may  not  sell  a  person  at  just 
that  time,  but  it  acquaints  him  or  her  as  to  where  it 
may  be  secured  when  xvanted. 

Bathing  Caps  Shown  in  Early  Spring 

This  was  the  line  of  argument  that  led  the  Gordon 
Mitchell  Drug  Co.,  at  336  Portage  Ave.,  "Winnipeg,  to 
place  a  display  of  bathing  caps  in  the  window  in  early 
spring.  There  was  no  chance  of  making  sales  at  the 
time,  but  it  certainly  did  atlract  attention  and  drove 
home  the  fact  that  the  store  handled  bathing  caps.  A 
person  who  saw  that  display  would  be  very  likely  to 
recall  it  to  mind  when  in  need  of  a  bathing  cap. 

Ladies' Costumes  in  Drug  Store  Window 

Ladies'  costumes  in  a  drug  store  window  may  seem 
out  of  place.  Tt  is  at  least  an  unusual  occurrence,  and 
it  was  just  this  feature  of  unusualness  that  attracted 
attention  to  them  when  thih^  store  made  such  a  display 
in  their  window.  The  gowns  were  secured  from  a 
drygoods  store  that  loaned  them  for  the  use  of  a  card 
in  the  window  stating  where  they  could  be  bought. 
The  big  central  card  in  the  window  read- 

NO,  WE  DON'T  SELL  THESE  GOODS, 

BUT 

WE  CAN  SAA^'E  YOU  SO  MUCH 

[?Y  DEALING  HERE 

THAT  YOU  CAN  BUY  LOTS. 

The  manager  of  the  store  stated  to  The  Retail  Drug- 
gist that  this  window  proved  good  publicity. 

Unusual  Stationery  Display 

An  unusual  stationery  window  was  arranged  with 
crtide  trimmings  and  old  brown  paper  on  the  floor. 
The  electric  lights  wei-c  turned  out  and  candles  used  in 
their  place.    The  show  card  in  connedion  with  it  read: 

WE  WISH  TO  APOLOGIZE 

FOR  THE  APPEARANCE  OF  THIS  WINDOW 

BUT 

PROFITS  ARE  CUT  SO  LOW 

THAT  WE  CANNOT  AFFORD  ANY  BETTER. 

The  unusual  window,  if  it  is  not  too  far  fetched,  gen- 
erally is  good  advertising  for  the  store. 

Gave  50c.  for  Old  Hot  Water  Bottles— 70  New  Ones 

Sold 

At  one  time  when  several  of  the  Winnipeg  stores 
were  cutting  prices  on  hot  water  bottles,  the  price  got 
down  to  $2.25.  This  store  saw  that  considerable  bus- 
iness was  being  done  in  this  line  and  decided  to  get  in 
on  it.  Instead  of  cutting  the  price  on  their  goods,  they 
.■.et  the  price  at  $3  each,  and  gave  50  cents  off  for  each 
old  bottle  brought  in  to  them,  only  one  old  bottle,  of 
course,  being  accepted  on  each  new  one.  A  big  window 
display  of  hot  water  bottles  was  made,  and  as  the  old 


bottles  were  brought  in  by  customers  they  were  cut  up 
and  thrown  in  the  window.  The  plan  appealed  to  cus- 
tomers in  the  fact  that  they  felt  they  were  getting  some- 
thing for  their  old  bottle,  which  most  people  are  loath 
to  throw  away,  even  if  it  does  leak.  As  a  result  of  thi.s 
campaign  70  hot  water  bottles  were  shld,  while  the  old 
rubber  collected  netted  them  about  $3.50. 

Prizes  for  Customers  Who  Could  "'Find  Themselves" 

C.  A.  Leatherdale,  the  manager  of  the  store,  is  always 
aiming  to  work  out  some  new  plan  for  to  catch  the 
attention  of  the  public  and  arouse  interest  in  the  store. 
One  idea  tried  out  -was  to  take  a  photograj-h  of  people 
in  front  of  the  store  at  busy  hours.  These  were  pasted 
in  the  window  with  the  heading  "Find  Yourself,''  each 
person  locating  themselves  securing  an  enlargement 
free.  This  plan  cost  considei'able,  as  most  of  those 
photographed  applied  for  the  enlargement,  but  it 
proved  good  business.  .Air.  Leatherdale  suggested  that 
the  plan  coiild  be  worked  out  to  advantage  in  connec- 
tion with  the  soda  fountain  of  the  store — taking  photo- 
graphs of  those  patronizing  it  and  giving  a  free  soda 
to  anyone  picking  themselves  out  ''n  the  group  shown. 

Other  Window  Trim  Suggestions 

During  race  week  in  Winnipeg  a  suitable  window 
was  arranged  showing  two  horses  racing.  .4i  show  card 
in  the  v/indoAv  read:  "Everyone  racing  to  our  store 
for  bargains." 

In  putting  in  a  soap  window,  bars  were  painted  on 
the  glass  and  a  show  card  read:  "Serving  life  sentence 
for  doing  dirty  work." 

It  is  pointed  out  that  some  displays,  such  as  that 
arranged  for  horse  sho.v  week,  and  in  which  special 
attention  is  given  to  attractiveness,  do  not  bring  in 
direct  results,  but  prove  good  general  publicity  agents 
for  the  store. 

Passing  Thoughts  on  Business 

Bd  w.  l.  e. 


Steam  is  a  good  thing  in  the  store  as  well  as  in 
the  locomotive. 

It  is  well  to  plan  for  business,  as  well  as  for  mili- 
tary, campaigns. 

A  little  more  push  often  pulls  a  little  more  busi- 
ness. 

Flies  in  the  window  have  been  known  to  keep  cus- 
tomers out  of  the  store. 

It  is  beyond  the  ken  of  even  a  scientist  to  deter- 
mine the  business-pulling  power  of  a  good  window 
display. 
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Store  is  Really  One  Big  Silent 

Salesman 


Entire  interior  open  to  view  from  the  sidewalk 


FEW  towns  with  a  population  of  3,800  can  boast  of  an  as  attractive  and  well  arranged  store 
as  that  of  A.  Galloway,  of  Kamloops,   B.C.,  which  is  reproduced  on  this  page.    It  certainly 
appeals  to  the  eye,  and  this  is  a  factor  of  no  little  importance  in  attracting  trade  in  these 
days  when  the  public  are  influenced  to  so  lai'ge  an  extent  by  appearance.     Customers  gravitate  to 
the  a+tractive  store  just  as  surely  as  flies  are  attracted  by  honey.    It  is  human  nature  to  incline  to 
the  beautiful  and  the  attractive. 

Not  only  is  this  store  attractive,  but  it  is  laid  out  in  a  way  that  allows  of  the  maximum 
am^ount  of  display.  In  the  first  place,  thf  store  is  different  from  the  average  store  in  +he  fact 
that  the  side  on  which  the  entrance  is  located  is  much  longer  than  the  other  way.  This  allows  of 
a  nice  long  range  of  display  windows,  as  can  be  seen  'at  the  left  of  the  reproduced  photograph. 

The  counters  in  the  store  are  arranged  in  a  "U"  shape  and  located  in  the  centre  of  the 
floor,  allowing  customers  access  to  the  wall  cases  that  extend  down  the  entire  side.  It  must  cer- 
tainly be  admitted  that  the  arrangement  is  such  as  to  give  the  greatest  amount  of  display  and 
to  induce  the  largest  volume  of  sales. 

In  short,  the  store  with  its  wide  front  and  interior  so  arranged  as  to  be  open  to  view  from  the 
sidewalk  is  really  a  big  silent  salesman,  shr-wing  goods  up  to  passersby  in  an  excellent  manner, 
aid  creating  a  favorable  impression  of  the  store  on  those  who  pass  it. 


Interior  of  the  attractive  store  of  A.  Galloway  of  Kamloops,  B.C. 
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Says  One  Large  Store  Pays  Better  Than  Several  Small  Ones 


E.  A.  Jolly,  of  Regina,  finds  that  a  large,  central  and  well- 
equipped  drug  store  pays  better  than  a  number  of  small  ones 


A  MAN  has  a  certain  aiuiovmt  of  money  to  invest 
in  the  drug  business.    Which  is  the  best  plan  for 
him  to  follow — that  of  having  a  number  of  small 
stores  in  various  districts,  or  of  putting  his  money  into 
one  large  and  well  equipped  central  store? 

It  is  an  interesting  question,  not  only  for  the  man 
with  a  little  money  who  may  be  just  entering  business, 
but  also  for  the  dealer  already  in  the  business  who  has 
accumulated  enough  money  to  expand.  He  wonders 
whether  it  is  best  to  open  another  small  store  or  to 
spend  the  money  in  setting  up  one  large  store  and 
stocking  and  equipping  it  in  a  highly  efficient  manner. 

One  Laxge  Store  is  Best  Proposition 

The  man  who  should  be  in  the  best  position  to  give 
an  answer  to  this  question  is  surely  the  man  who  has 
been  in  business  under  both  plans,  and  who  has  thus 
been  able  to  compare  them.  Such  a  dealer  is  B.  A. 
Jolly,  druggist,  of  Regina,  Sask.,  who  at  one  time  had 
a  chain  of  six  stores  located  in  different  parts  of  the 
city,  and  who  consolidated  them  into  one  large  business 
in  a  well-fitted  store  in  a  central  location. 

The  Retail  Druggist  put  the  (question  to  Mr.  Jolly: 
Does  one  large  drug  store,  well  furnished  and  equipped, 
pay  better  than  a  few  smaller  ?tnres?  To  this  he  replied 
that  in  good  times  "the  one  drug  store  proposition  is 
by  far  the  best,"  althotigh  he  expressed  an  opinion  that 
such  might  not  be  the  case  during  hard  times,  when 
people  do  not  care  so  much  what  kind  of  a  store  they 
deal  at.  and  when  the  various  sidelines  and  luxuries 
are  not  in  so  much  demiand. 

His  Reasons  for  It 

"The  big  store  pays  better  than  several  small  ones," 
says  Mr.  Jolly,  "owing  to  the  large  expense  required 


in  coudiJcting  a  chain  of  stora?,  the  loss  in  bad  debts, 
inability  to  secure  competent  help,  and  the  leaks  that 
creej)  in  when  the  proprietor  cannot  keep  in  close 
touch  with  details." 

As  Mr.  Jolly  points  out,  each  store  has  to  pay  sep- 
arate rent,  carry  a  full  staff  of  clerks,  and  maintain  a 
considerable  stock.  It  might  be  argued  that  each  store 
is  really  a  separate  business,  but  there  is  no  doubt  that 
a  good  deal  of  the  business  going  to  the  various  stores 
would  go  to  a  central  store,  and  be  handled  at  a  smaller 
percentage  of  cost. 

Located  in  Regina  11  Years  Ago 

About  eleven  years  ago  Mr.  Jolly  landed  in  Regina, 
then  only  a  town  of  some  4,000  people.  He  became 
manager  of  the  Maclvoi  Drug  Company,  and  two  years 
later  entered  business  for  himself.  By  1910  he  had  a 
string  of  stores  located  in  different  parts  of  Regina, 
but  these  were  sold  to  erect  his  present  fine  store  at 
1821  South  Railway  Street.  The  store  is  particularly 
Avell  equipped  and  stocked,  fixtures  and  stock  running 
over  $30,000. 

"I  iiave  seen  Regina  grow  from  a  town  of  4,000 
people  to  a  city  of  50,000  people,  and  have  endeavored 
to  make  my  business  keep  pace,"  said  Mr.  Jolly,  in 
dise^^ssing  the  development  of  his  business.  "My  ambi- 
tion was  to  get  the  best  I  could." 

Description  of  His  Store 

That  Mr.  Jolly's  ambition  has  been  realized  is  quite 
evident  from  an  inspection  of  his  store.  The  exterior 
is  of  enamel  brick  and  marble,  v.dth  large  display  win- 
dows. The  interior  of  the  store  is  of  the  dimensions 
of  25  tt.  by  125  ft.  Rows  of  silent  salesmen  line  either 
side  of  the  store  as  far  back  as  the  partition  which  sep- 
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INTERIOR  view  of  the  large 
*  and  attractive  store  of  E.  A. 
Jolly,  of  Regina,  Sask.  Mr.  Jolly 
at  one  time  had  a  number  of 
Rmall  stores  throughout  the  city, 
but  deemed  it  best  to  consolidate 
them  into  the  one  large,  central 
and  well-equipped  store  shown 
here. 


September,  1915 


THE  RETAIL  DRUGGIST  OF  CANADA. 


29 


arates  the  ice  cream  parlor  and  dispensary.  Excellent 
display  shelves  have  also  been  arranged  on  either  side 
for  the  entire  lenjjth  of  the  main  store.  One  of  the 
features  of  the  arrangement  is  the  elevated  office,  from 
which  a  view  of  all  parts  of  the  store  may  be  had.  In 
an  ordinary  season  from  fifteen  to  seventeen  clerks  are 
employed. 

Peatxires  of  Arrangement 

A  staff  editor  who  A-isited  the  store  was  particularly 
struck  by  the  arrangement,  studied  out  with  the  idea 
of  getting  the  maximum  amount  of  displav.  Not  otdy 
does  a  string  of  silent  salesmen  extend  down  each  side, 
but  these  are  hacked  up  by  wall  cases  extending  from 
floor  to  ceiling.  A  good  deal  of  additional  display  space 
is  secured  by  the  use  of  the  upper  wall  case  along  e-ich 
siile.     There  are  two  rear  rooms— one  being  the  .soda 
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Imposing  front  of  the  store  of  E.  A.  Jolly,  of  Kegina,  Sask.  Note  the 
arruntreiiient  of  the  windows  and  the  general  attractive  appearance. 
The  interior  of  the  store  is  shown  on  the  preceding  page. 

fountain  department  and  the  other  the  dispensing  de- 
partment. The  ice  cream  parlor  is  nicely  finished;  and 
there  is  a  fountain  there  as  well  as  at  the  front  ot  the 
store.  There  is  a  cash  regi.«)ter  at  each  side  of  the  store. 
The  cigar  counter  is  located  at  the  immediate  right  of 
the  entrance. 


HAMILTON  FIRM  FEATURES  SIDELINES 

The  various  drug  store  sidelines  are  played  up  strong 
by  Martz.  Ltd.,  of  King  St.  K..  Hamilton,  and  a  big 
trade  has  been  built  up  in  them.  Each  line  is  given  its 
special  attention  in  season,  thus  allowing  a  fair  aver- 
age of  sales  to  be  maintained  during  the  entire  5'ear. 

For  instance^  tlie  soda  fountain  is  a  big  departirenf 
during  the  summer  months.  When  sales  begin  to  fall 
off  in  October  cut  flowers  are  brought  to  the  fore  and 
pushed  strongly.  By  a  little  attention  to  this  line,  ?. 
nice  regular  business  right  through  the  winter  has  been 
built  up.  flowers  being  in  demand  for  social  affairs  and 
table  |)uq30ses.  During  the  spring  pot  plants  are 
handled,  the  window  being  m'ade  )r,ood  use  of  in  promot- 
ing their  sale. 

Five  Cigar  Stores  Nearby  Bui  Has  Cigar  Department 

There  are  five  cigar  stores  in  the  neighborhood,  yv^t 
this  store  is  able  to  get  enough  trade  in  this  line  to  war- 
rant carrying  a  well  assorted  stock,  a  silent  salesman 
at  the  front  of  the  store  being  devoted  to  the  line. 


Soda  and  ice  cream  prove  very  profitable,  so  much 
so  that  Mr.  Martz  is  anticipating  the  enlargement  of 
this  department  next  year.  His  present  fountain  is 
only  a  low-priced  one,  with  a  limited  space  for  tables. 
A  considerable  trade  that  returns  a  good  profit  is  done, 
however. 

"I  like  The  Retail  Druggist  very  much,"  stated  the 
proprietor  to  the  writer.  "It  is  certainly  the  commer- 
cial end  of  the-  business  that  counts  these  days,  the 
sidelines  bringing  in  the  big  sales  and  profits.  There  is 
not  enough  prescription  business  to  make  this  depart>- 
ment  profitable,  when  high  salaries  have  to  be  paid  to 
qualified  help,  and  not  enough  business  secured  to  keep 
them  busy." 

B    0.  DRUGGIST  HAD  EXHIBIT  AT  FALL  PAIR 

At  the  Cowichan  Fair,  Duncan,  B.C.,  last  year,  J.  C. 
Oidley  had  an  exhibit  of  drug  store  lines.  Now  that 
the  season  of  fall  fairs  is  looming  up  close,  other 
dealers  would  do  well  to  consider  the  advisability  of 
having  such  a  display  at  their  local  fair.  It  will  give 
a  good  deal  of  publicity  to  the  store  and  stamp  the 
dealer  as  aggressive.  If  the  druggist  has  any  new 
line  that  he  is  introducing,  it  would  be  an  excellent 
opportunity  to  bring  it  before  the  people  of  his  com- 
munitj'. 

Mr.  Gidley  had  two  silent  salesmen  and  backed  these 
up  by  shelf  display,  and  show  cards  and  posters.  Flags 
and  other  patriotic  decorations  should  be  used  in  any 
such  a  display  this  year. 


NEED  OF  REDUCTION  IN  FIRE  LOSSES 

At  the  national  convention  of  Canadian  Credit  Men. 
in  Winnipeg,  strong  arguments  were  put  forward  that 
the  association  should  go  on  record  as  opposed  to  ship- 
ping goods  to  merchants  who  had  not  secured  ade- 
((uate  fire  protection.  While  it  was  finally  decided  that 
each  individual  credit  man  should  use  his  own  judg- 
ment, it  was  agreed  that  a  vigorous  campaign  of  edu- 
cation along  insurance  lines  should  be  conducted.  The 
fire  losses  in  Canada  arc  extremely  large,  and  it  is 
felt  that  a  large  niimber  of  fires  are  due  to  carelessness. 
The  trade  journals  and  traveling  salesmen  are  to  be 
asked  to  lend  their  assistance  ir  the  efPort  to  reduce 
fire  losses. 


Mr.  Rooks — "So  you  want  to  marry  my  daughter. 
Well,  young  man,  what  are  your  prospects?"  Young 
Man — "Excellent — if  you  don't  spoil  them." 


SEND  ALONG  MERCHANDISING  IDEAS 
AND  METHODS 

EVERY  druggist  has  a  niunber  of  little  ideas  or 
methods  that  he  has  worked  out  and  is  finding 
of  value  to  him  in  his  business.  Frequently,  it  is 
the  case  that  some  of  these  little  things  have  not  oc- 
curred to  the  other  fellow,  but  could  be  used  to  ad- 
vantage by  him  if  brought  to  his  notice.  The  purpose 
of  The  Retail  Druggist  is  to  carry  on  an  interchange 
of  business  methods  and  ideas,  and  we  invite  you  to 
send  along  to  us  any  little  method  or  idea  that  you 
ar3  using  in  your  business  to  advantage.  This  reci- 
procity in  merchandising  plans  and  ideas  cannot  help 
but  prove  of  great  benefit  to  all  concerned.  Let  us 
hear  from  you.  We  will  appreciate  it,  and  so  will 
your  brother  druggists  all  over  Canada. 
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System  Methods  in  Use  by  Saskatoon  Druggist 

Harry  Greenaway,  of  the  Saskatoon  Drug  &  Stationery  Co.,  uses  efficient 
system  to  guard  against  mistakes  in  prescription  department —  Drug  stock 
indexed  and  easilx)  located —  Plans  for  keeping  general  stock  '"  shape. 

By  a  staff  editor 


THERE  is  one  department  of  the  business  in  which 
the  dmgffist  cannot  afford  to  make  mistakes, 
and  that  is  in  the  prescription  department.  Even 
if  they  be  small  mistakes  and  productive  of  no  serious 
results,  they  leave  a  bad  impression  on  the  minds  of 
those  Avlio  hear  about  them,  and  it  i.";  surprising  how 
suieh  news  is  passed  on  from  one  person  to  another, 
resulting  in  undesirable  publicity.  The  person  who 
has  a  prescription  to  be  filled  wants  t«  feel  sure  that  it 
Avill  be  handled  properly.  Thus,  the  need  of  the  drug- 
gist having  a  system  that  will  prevent  mistakes. 

Double  Check  on  Prescriptions  Prevents  Mistakes 

Harry  Greenaway,   of  the  Saskatoon  Drug  &   Sta- 
tionery Co.,  Saskatoon,  has  a  double  check  on  prescrip- 

PRESCRIPTION    ORDER 


Hnjr  Received. 


Refwcen  _ 
Rend 


Waiting 

Received  by  No._ 

Paid  to 

r.  O.  D. 


DeliTered  by  Nn.^ 
Check  No. 


RE-FILL  PRESCRIPTIONS 


NUMBER 

DOCTOR 

DATE 

rRICE 

DESCRimON 

NEW  PRESCRIPTIONS 

NUMBER 

PRICE 

DOCTOR'S  NAME 

Prescription  order  form  in  use  by  the  Saskatoon  iirugand 
Stationery  Co.  It  is  reduced  from  8  by  6  inches.  Head 
about  it  and  other  system  features  in  the  accompanying 
article. 

tions,  SO  that  no  customer  will  get  the  wrong  bottle. 
Three  stickers  with  similar  numbers  on  each  are  used 
for  this  purpose.  These  three  are  grouped  together, 
but  perforated  so  that  they  can  easily  be  detached. 
One  is  given  to  the  customer,  one  is  placed  on  the  pres- 
cription order,  and  one  on  the  bottle.  "When  a  prescrip- 
tion is  brought  in  the  form  reproduced  here  is  filled 
out.  The  customer  gets  his  cheek  and  the  companion 
stickers  are  attached  to  the  prescription  order.  When 
it  is  filled  one  of  the  stickers  is  detached  from  the  order 
form  and  placed  on  the  bottle.  "When  the  eu.stomer 
flands  in  his  cheek  the  bottle  with  the  same  number  is 


taken,  and  the  order  form  with  the  same  number  looked 
lip,  and  the  customer's  name  called  off.  There  is  thi:.s 
a  double  check  that  guards  effectively  against  mistakes. 

Record  of  Prescriptions  Filled  Each  Day 

The  Saskatoon  Drug  &  Stationery  Co.  has  a  daily 
prescription  sheet,  showing  the  number  and  value  of 
each  prescription  filled.  This  is  totalled  up  at  the  end 
of  the  day  and  gives  an  accurate  line  on  what  the  de- 
partment has  done  during  the  day.  This  sheet  is  kept 
posted  by  the  man  on  prescri7)tion  work,  the  number 
of  the  prescription  and  the  amount  being  noted.  The 
sheet  is  divided  into  new  and  re-fill  pres-criptions.  Every 
dealer  should  have  some  record  which  will  allow  him 
to  gauge  whether  a  suffieient  profit  is  being  made  in 
the  prescription  department. 

Drug's  Easily  Located  by  Index  Book 

An  excellent  index  system  has  been  worked  out  in 
the  store  facilitating  the  locating  of  desired  goods,  and 
making  it  particularly  easy  for  new  clerks  to  come  in 
and  go  right  to  work.  For  instance,  there  is  an  index 
book  for  drugs,  giving  location  of  shelf  or  case  where 
the  required  goods  may  be  found  and  also  the  selling 
price  and  cost  of  eaeh  line.  If  a  bin  or  drawer  is  de- 
voted to  one  line,  a  schedule  of  the  various  articles'  con- 
tained in  it,  with  the  prices,  will  be  found  on  the  inside 
of  same  on  left-hand  side.  Tliis  makes  it  very  easy  for 
a  man  who  has  h.^d  no  experience  in  that  particular 
store  to  handle  the  work.  This  allows  clerks  to  be 
changed  from  one  store  to  another. 

Unique  Stock  System — A  Place  for  Each  Line 

Quite  a  unique  system  is  used  for  looking  after  stock 
in  the  store  and  seeing  that  there  is  always  sufficient 
on  hand  in  the  main  part  of  the  store,  so  as  to  prevent 
trips  to  the  surplus  stock  room  in  the  cellar  during  ac- 
tive business  hours.  For  instance,  in  a  case  devoted  to 
toilet  articles,  each  line  has  a  certain  space  set  aside 
for  it,  and  that  space  is  indicated  by  a  smiall  sticker 
attached  to  the  front  of  that  portion  of  the  shelf  Each 
sticker  gives  the  name  and  price  particulars  of  the  line 
behind,  and  that  space. is  devoted  exclusively  to  that 
one  line.  Thus,  at  the  slack  times,  when  stock  in  the 
main  part  of  the  .store  is  replenished,  the  clerk  can  see 
exactly  the  condition  of  each  line,  and  whether  addi- 
tional stock  needs  to  be  brought  up.  This  same  slip 
system  is  used  on  wall  shelves  and  silent  salesmen  and 
helps  in  keeping  stock  filled  up  as  well  as  facilitating 
the  location  of  required  goods. 

Films  and  photographic  papers  are  under  the  slip 
system,  the  different  sizes  and  different  kinds  being 
divided  into  separate  sections. 

Other  System  Features 

System  is  also  present  in  the  arrangement  of  sur- 
plus stock  in  the  cellar,  so  that  goods  can  be  located 
with  rapidity  and  without  disiturbing  other  goods.  At 
the  main  store  the  basement  has  beer,  divided  into  about 
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twenty  little  rooms,  so  that  each  line  will  be  properly 
divided. 

For  night  service,  a  man  comes  on  late  in  the  day 
and  works  till  12  o'clock.  From  time  bnsiness  begins 
to  slacken,  he  p'lts  in  his  time  bringing  up  needed  stock 
from  the  cellar,  and  putting  it  in  its  proper  place  on  thu 
shelves. 

This  man  sleeps  in  a  room  at  the  rear  of  the  store 
and  is  available  for  any  necessary  night  work  by  push- 
ing an  electric  button  at  the  front  door. 

Cost  Book  Conducted 

One  of  the  features  of  the  office  system  is  a  cost  book, 
which  proves  advantageous  in  several  ways.  For  one 
thing,  it  is  a  great  help  in  ordering  $;oods,  showing  as 
it  does  the  amount  of  previous  purchases,  and  thus 
giving  a  good  gauge  of  the  quantity  of  each  article 
that  should  be  ordered  again.  It  also  shows  the  cost 
of  goods,  so  that  there  is  no  chance  of  overcharging  ii' 
re-orders.  The  cost  book  shows  the  character  of  goods, 
the  firm  purchased  from,  the  amount  purchased,  and 
the  cost  price. 


GUARDING  AGAINST  RUNNING  OUT  OF  STOCK 

The  Retail  Druggist : 

Will  you  give  me  some  system  for  keeping  track  of 
stock  required. 

ALBERTA  READER. 

Editorial  Xote — Some  of  the  big  stores  have  want 
sheets  in  each  department,  on  which  clerks  list  goods 
that  are  running  short.  It  is  not  necessary  for  the 
average  dealer  to  have  any  complicated  system  for 
guarding  against  running  out  of  stock.  A  small  book 
kept  in  a  convenient  part  of  the  store,  in  which  to  list 
wants.  Avill  serve  the  purpose  of  the  average  dealer 
admirably.  The  important  thing  is  that  it  be  made  use 
of.  Get  in  the  habit  of  jotting  do-wn  those  articles 
that  are  getting  short  and  instruct  clerks  to  do  the 
same. 

One  dealer  with  a  medium-sized  store  gives  each 
clerk  a  certain  portion  of  the  store  to  look  after  display 


in,  and  each  clerk  is  responsible  for  looking  after  stock 
in  his  portion. 

It  is  a  good  idea  for  the  dealer  to  nin  quickly  over 
the  stock  quite  frequently.  He  can  tell  pretty  well 
what  articles  need  replenishing.  If  in  doubt,  a  ques- 
tion put  to  the  clerks  will  bring  forth  the  desired  in- 
formation regarding  the  amount  of  stock  on  hand. 


SYSTEM  OF  COST  MARKING 

The  Retail  Druggist: 

We  would  like  to  learn  of  a  good  system  of  cost 
marking.    Are  letters  or  figures  preferable? 

C.  &  W. 

Editor's  Note — The  writer  has  always  preferred  let- 
ters in  cost  marking  goods.  Some  dealers  use  a  series  of 
symbols,  but  I  believe  that  letters  are  much  easier  to 
remember,  and  that  by  their  use  mistakes  are  more 
likely  to  be  avoided.  Some  dealers  rearrange  the  first 
ten  numbers,  but  this  is  liable  to  cause  confusion,  and 
customers  sometimes  think  they  have  found  the  cost  of 
the  goods  and  that  it  shows  the  dealer  is  getting  a  verj' 
large  profit. 

In  marking  with  letters  some  word  of  ten  letters  (all 
different)  is  selected,  each  letter  representing  a  digit. 
For  instance  with  the  word:  CLAYWORKER 

12   3   4     567890 

Different  plans  are  used  to  express  quarters,  halves, 
etc.  Some  dealers  write  these  in  plain — i/j,  i/o,  %  :  while 
others  use  the  letters  of  the  cost  word,  as  for  instance 
C/Y,  C/L,  A/Y,  but  this  is  more  likely  than  any  other 
plan  to  give  curious  customers  a  key  to  your  cost  mark. 
Some  dealers  use  dots  and  strokes  above  the  last  let- 
ter or  symbols  after  the  last  letter. 

Two  other  words  that  might  be  used  for  cost  mark- 
ing are :  Whitecourt  and  Cumberland.  Others  will 
suggest  themselves  to  the  dealer. 


An  honest  Sunday  school  hoy  has  explained  "suffer- 
ing for  righteousness  sake"  as  "having  to  come  to 
Sunday  school!" 


Nova  Scotia  Store  that  Gives  Prominence  to  Sidelines 
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A  NOVA  SCOTIA  druggist 
who  gives  prominence  to 
the  various  sidelines  is 
Chas.  Hutehins.  of  Liverpool, 
N.S.,  a  photograph  of  whose 
store  is  reproduced  he^'e.  A 
glance  at  it  shows  to  what  an 
extent  this  is  true.  A  range  of 
silent  salesmen  extends  down 
;ihe  entire  length  of  the  store 
on  each  .side,  w'hile  sho^y  cases 
and  display  tables  aro  used  in 
the  centre.  It  Will  be  noted 
that  it  is  the  sidelines  that  are 
t)laycd  up  strong.  Like  other 
druggists,  Mr.  ITutehins  recog- 
nizes that  it  is  the  sideliiies  that 
swell  the  sales  and  pay  the 
profits  these  da  vs. 
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Advertising  For  Retail  Druggists 


Hinti  and  Suggestions 

ior 

Live  Dealers 


MORE  AND  BETTER  ADVERTISING  NEEDED 

AN  inspection  of  daily  and  weekly  papers  pub- 
lished in  both  large  and  small  centres  brings 
out  in,  a  convincing  manner  the  fact  that  retail 
druggists  are  not  making  the  use  of  advertising  as  a 
selling  agent  that  they  might  or  should. 

In  some  cases  dealers  apparently  are  not  convinced 
that  advertising — that  is,  advertising  of  the-  proper 
kind— is  not  an  expense  in  the  real  sense  of  the  word, 
but  an  investment  that  brings  in  good  returns.  The 
experience  of  dealers  who  are  persistent  advertisers 
have  proved  this  to  be  true.  Ci*edit  is  given  to  adver- 
tising for  a  good  deal  of  the  success  of  many  of  the  out- 
standing drug  stores  of  to-day.  What  advertising  has 
done  for  one  dealer  it  will  do  for  another,  providing 
that  it  is  handled  properly. 

That  is  just  the  trouble,  however — a  good  deal  of 
the  advertising  which  one  sees  to-day  is  not  of  the 
kind  that  will  bring  in  the  greatest  possible  results. 
It  is  necessary  to  have  the  proper  kind  of  copy  in 
order  to  reap  the  best  returns,  and  to  the  preparation 
of  good  copy  the  dealer  who  advertises  should  give 
much  thought  and  study. 

It  is  to  the  study  of  methods  that  will  bring  the  best 
results  that  The  Retail  Druggist  devotes  this  depart- 
ment, and  the  assistance  of  retailers  is  solicited  in 
making  it  of  real  practical  value.  Send  us  along 
samples  of  your  advertising  and  your  opinion  on  the 
value  of  advertising  and  how  to  produce  good  copy. 


WHAT  ADVERTISING  IS  "NOT." 

There's  been  a  whole  lot  written  as  to  what  advertis- 
ing IS. 

There  should  be  a  few  words,  for  the  retail  drug- 


gist and  others,  as  to  -wikSit  advertising  is  "NOT." 

To  stick  your  name  in  the  paper  and  let  it  go  at  that 
is  certainly  not  advertising — for  advertising  is  expect- 
ed to  bring  results,  and  there  is  a  real  dividing  line 
'twixt  doubtful  publicity  and  real  advertising. 

Advertising  is  not  a  gamble — it  is  not  an  expense. 

Advertising  of  the  right  character  (and  only  right 
advertising  can  be  so  termed)   is  an  investment. 

You  may  perform  in  many  ways  to  bring  attention 
to  your  store,  you  may  campaign  to  your  heart's  con- 
tent to  sell  your  merchandise  to  advantage,  but  do  not 
make  the  mistake  of  thinking  "any  old  thing"  in  pub- 
licity is  advertising. 

Advertising  is  not  to  have  the  cheapest  paid  sales- 
force  in  town,  the  poorest  display  of  goods  and  win- 
dows that  lack  all  semblance  to  decent  trims. 

Advertising  is  not  a  mere  jumble  of  adjectives  and 
high-sounding  phrases.  It  is  not  advertising  to  con- 
tinually announce  freak  sales,  and  shout  from  the  press 
that  you  are  the  great  and  only. 

Advertising  is  not  knocking  your  competitor^save 
that  it  is  advertising  for  him.  If  you  want  to  make 
your  competitor  a  success  you  are  privileged  to  adver- 
tise him- — but  what  good  will  it  do  you?  Where  is  your 
profit  in  building  up  the  other  fellow's  business? 

Advertising  is  not  repelling  customers  by  obsolete 
methods,  by  lack  of  intelligent  demonstrations.  Ad- 
vertising is  not  achieved  by  ignoring  the  trade  journals 
or  other  folks'  opinions  and  experience. 

In  fact,  advertising  is  not  any  of  a  thousand  and  one 
things  under  which  it  masquerades — and  by  eliminat- 
ing what  advertising  is  "not"  we  are,  if  we  read  care- 
fully between  the  lines,  very  thoroughly  impressed  witfe 
what  advertising  really  IS. 


IT  IS  IN  TIME 
OF  EMERGENCY 


That  the  service  of  a  goad  drug-store 
is  put  to  its  higihest  test. 

We  consider  it  our  duty  not  alone  to 
sell  good  goods  at  reasonable  prices, 
but  also  to  be  prepared,  day  and  night, 
to  meet  the  sudden  demand  of  illnes*  or 
accident. 

No  one  store  can  carry  everything 
that  may  be  wanted,  but  experience 
and  thought  can  keep  it  ready  for  all 
usual  requirements,  and  for  many  of 
the  unusual  ones. 

Our  experience  has  taught  us  what 
is  most  likely  to  be  asked  for  in  a  hurry, 
and  we  take  pains  to  see  that  such 
articles  are  always  in  stoek  and  that  we 
are  prepared  to  get  it  to  the  siek-room 
promptly. 


ERNEST    A.    LEGGE 

831  COLLEGE  STREET 

TORONTO  ONTARIO 


"Drug  store  cigars"  are  often  a 
joke  and  someitimes  a  misery  to  a 
smoker,  but  we  take  this  branch  of  our 
business  very  seriously  and  treat  our 
cigar  case  with  care  and  resipect. 


We  carry  good  brands  and  keep  them 
in  that  good  condition  which  is  half  the 
secret  of  a  good  smoke. 


The  more  particular  you  are,  the  surer 
we  are  of  making  you,  and  keeping  you, 
a  customer. 


ERNEST   A.    LEGGE 

831  COLLEGE  STREET 
TORONTO  ONTARIO 


"Just  What  the^^ 
Doctor  Ordered" 


Prescriptions  that  are  compounded  at 
this  drug-store  are  exactly  as  the  doc- 
tor ordered  them.  That  is  why  so  many 
physicians  like  to  have  their  prescrip- 
tions filled  here. 

We  buy  the  best  and  purest  dfugs  in 
the  market,  and  -we  keep  them  clean 
and  fresh.  We  never  "ski-mp"  quanti- 
ties and  we  never  substitute  or  use 
"just  as  goods." 

We  sell  nothing  but  standard  makes 
of  sick-rooan  supplies;  goods  that  we 
know  can  be  relied  upon.  Everything 
we  sell  and  everything  we  do  is  con- 
trolled by  the  fixed  belief  that  the 
surest  foundation  of  our  own  success  is 
giving  lasting  satisfaction  to  the  ciis- 
tomer. 


ERNEST   A.    LEGGE 

831  COLLEGE  STREET 
TORONTO  ONTARIO 


Selling  massages  used  by  K.  A.  Legge,  o(  Toronto,  on  the  back  of  monthly  calendars  sent  out  to  customers.    The  subject  matter 

would  be  suitable  for  newspaper  ads.  or  circular  letters. 
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ADVERTISERS'  QUESTIONS  ANSWERED 

£^  Frank  A.  Black 

Should  the  tone  of  the  advertising  be  very  aggressive 
or  consen'ative ! 

In  propounding  this  question,  I  have  in  my  mind  two 
distinct  classes  of  retail  copy : 

First,  the  class  that  says:  "To-morrow  when  the 
doors  open  at  8-30  we  inaugurate  the  most  stupendous, 
epoch-making  Economy  Event,  etc.,  etc." 

Second,  the  kind  of  copy  of  which  a  better  composite 


WORTH    HAVING 


A  PKRSON  can  ?et  more  genuine  satisfaction  ont 
of  one  correctly  made  tooth  brash  than  he  car. 
get  out  of  a  dozen  of  the  ordinary  Itind. 

And  the  lieauty  of  it  is  that  a  real  good  tooth 
br-jsh  costs  very  little  more  than  one  that  haif 
little  if  any  merit. 

Take,  for  instance,  our  thirty-cent  tooth  brush- — - 
a  more  perfect  brush  can  not  be  imagined;  it  has 
the  very  best  pure  white  bristles,  all  uniform  in 
length,  which  are  set  into  the  handle  to  stay  in;  no 
loose  bristles  to  come  out  and  catch  between  the 
teeth;  a  finily  polished  handle:  a  brush  that  just  fits 
the  contour  of  the  teeth,  and  which  therefore  is  a 
real    pleasure    to   use. 

\\'p  US'-  as  gref.t  care  in  selecting  our  tooth 
brushes  as  we  exercise  in  the  choice  of  all  our 
goods:  we  want  to  sell  the  best;  and  our  patrons 
cannot  aflFord  to  buy  any  other  but  the  best ;  it 
is    the    cheapest    iit    the    end. 

Your  druggists, 

SMITH    &    BROWN, 


Telephone  Main   173. 


Near  the  Postoflice. 


Suggestive  advertisement  for  the  retail  druggist. 

representation  would  read  "This  store  has  for  Bale, 
etc." 

There  seems  to  be  little  choice  here.  As  purchasers 
we  all  prefer  to  be  tempted  rather  than  to  be  sand- 
bagged. 

And  yet  we  venture  to  say  there  are  more  stores — 
large  stores — in  this  country  to-day  using  class  No.  1 
advertising  than  there  are  using  the  second  class. 

"Aggressive,"  meaning  "to  fight,  to  quarrel,  to 
attack ' ' — is  there  anything  in  the  meaning  of  the  word 
in  harmony  with  service,  with  the  recognized  mission 
of  the  modern  store? 

On  the  other  hand,  we  have  "conservative,"  mean- 
ing "the  desire  or  power  to  preserve."  Isn't  that  what 
we  all  desire,  to  preserve  our  friendly  relations  with 
our  public — to  "preserve  or  conserve  our  mutual  in- 
terests? 

Good  advertising  "preserves"  rather  than  "attacks" 
— tells  what  "the  store  can  do  rather  than  what  the 
customer  must  or  should  do" — is  a  guide  to  the  buyer 
rather  than  a  spur,  a  leader  rather  than  a  driver. 

Effective  publicity  dwells  not  in  the  aggressiveness 
of  the  language ;  the  size  or  blackness  of  the  type.  But 
largely  in  the  degree  of  intent  or  willingness  to  serve 
behind  the  publicity,  does  its  power  dwell. 

Advertising  that  helps  the  buyer  to  buy  rather  than 
advertising  that  sells — in  such  small  distinctions  lies 
the  difference  between  success  and  failure. 

Space  to  Special  or  Regular  Pricea 
Should  the  bulk  of  the  space  be  given  to  the  adver- 


tising of  special  lots  or  to  regular  stocks  at  regular 
prices? 

One  man  says,  "Why  talk  about  regular  things.  Use 
all  your  space  for  the  extraordinary,  the  bargain. 
Everyone  is  keen  to  save  money." 

The  other  says,  "Everybody  is  yelling  bargains.  I 
want  to  be  different.  I  will  talk  good  staple  things  at 
fair  prices.    My  very  modesty  will  attract." 

Both  are  right.  Everyone  is  keen  to  save  money — 
but  not  at  the  expense  of  everything  else.  There  is  a 
time  and  plaes  for  everything — including  bargain  ad- 
vertising. 

I  know  a  store  selling  nothing  but  apparel.  It  is  a 
highly  specialized  store,  dividing  its  stocks  into  many 
divisions  and  expecting  the  head  of  each  division  to 
know  all  there  is  to  know  about  his  or  her  branch  of 
apparel.  At  the  height  of  the  season,  when  these  ex- 
perts have  scoured  the  markets  of  the  world  for  the 
best  and  newest  and  gathered  the  fruits  of  their  work 
together  for  all  to  see,  that  is  big  news— bigger  than 
any  temporary  price  advantage  on  a  limited  lot. 

Later  perhaps,  when  the  newness  has  worn  off,  when 
there  are  gaps  in  the  merchandise  ranks,  when  the  pub- 
lic are  supplied  save  those  who  have  waited  from  mo- 
tives of  economy — then,  the  bargain  comes  into  its  own. 

Style,  fit,  assortment,  price — that  is  the  order  in  sea- 
son. Price,  style,  fit,  assortment — so  the  ranking  of 
publicity  items  runs  after  the  seaison  's  zenith. 

There  are  exceptions.  I  know  another  store  that 
deals  in  nothing  but  bargains — a  store  that  cares  noth- 
ing for  assortment — that  has  no  regular  stocks  or 
prices.  Yet  even  in  that  store  the  plan,  the  scheme  that 
makes  these  constant  bargains  possible  is  a  greater  at- 
traction, a  stronger  talking  point  than  the  bargains 
themselves. 

The  bargain  siren  has  lured  many  an  advertiser  to 
disaster  on  the  rocks.  It  seems  but  common  sense  to 
suggest  that  expensive  newspaper  space  can  be  used 
with  greater  profit  to  feature  something  that  can  be 
supplied  as  well  a  week  or  a  month  later,  than  when 


This  is  Headquarters  for  Home 
Shavers'  Supplies 

Does  time  and  money  mean  anything  to  you?  Are 
you  interested  in  saving  either  or  both!  You  can 
save  on  every  shave,  time  and  money;  if  you  have 
one  of  our  up-to-date  home  shavers'  equipments. 

We  carry  a  large  and  very  complete  line  of 
superior  shaving  supplies  —the  kind  that  transforms 
the  once  disagreeable  taf<k  irto  n  pleasant  and  pro- 
fitable pastime — the  kind  that  simplifies  shaving. 

Be  your  own  barber — shave  yourself  thct  way  you 
want  to,  any  time  you  want  to — the  cost  will  bo 
smaller — the   satisfaction   supreme. 

Step  in  to-dfty,  ask  to  see  the  new  line  of  shaving 
supplies  we  are  now  showing. 

THE  McLELLAN  CO.,  Limited 

The  Rad  Croat  Drug  Store 


How  P.K.I,  drugsriat  advertises  shaving  supplies. 

devoted  to  opportunities  of  which  many  of  the  people 
we  pay  to  reach  cannot  avail  themselves,  because  of  the 
time  limitation  alone,  if  for  no  other. — Prom  Paper  to 
Ad.  Clubs  Oonveution. 


Advertising  is  not  so  much  a  matter  of  wit  or  literary 
ability  or  even  technical  skill,  as  it  is  of  getting  down 
to  brass  tacks  and  telling  plain  facts  about  the  mer- 
chandise. 
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Comment  on  Topics  of  Interest  to  Druggists 


:  By  W.  L.  EDMONDS  : 


Commodity  Prices       Although    the    annual   report    of 
in  Canada.  the  Department  of  Labor,  dealing 

with  the  course  of  wholesale 
prices  in  Canada  during  the  calendar  year  1914,  is 
naturally  shorn  of  some  of  its  interest  on  account  of  the 
time  which  has  elapsed  since  the  close  of  the  period 
Avith  which  it  deals,  yet  it  is  a  very  interesting  and 
valuable  historical  document  just  the  same.  And  its 
interest  and  value,  particularly  in  view  of  the  fact  that 
it  covers  the  first  four  months  of  the  war,  will  be  al\ 
the  greater  as  time  goes  on. 

According  to  the  index  number  which  is -employed 
ill  compiling  the  report,  the  average  price,  which  covers 
272  commodities,  stood  at  136.1  'at  the  end  of  1914, 
compared  with  135.5  in  1913  and  1-^4.4  in  1912.  This 
is  the  highest  since  the  diepartraent  began  the  publica- 
tion of  the  records. 

The  chief  increases  in  the  different  groups  were  as 
follows:  Grains  and  fodder,  14  per  cent.;  animals  and 
meats,  6  per  cent. ;  woolens,  8  per  cent. ;  hides,  10  per 
cent. ;  drugs  and  chemicals,  7  per  cent. 

The  index  figures  for  drugs  and  chemicals  were  121.6. 
which  is  18.3  higher  than  in  1913,  12  higher  than  ten 
years  ago.  and  18.5  higher  than  20  years  ago. 

«     •     • 
Features  in  Under  the  group   of   drugs   wad. 

Drag  Prices.  chemicals  the  principal  increasies 

were  in  alcohol,  carbolic  acid, 
caustic  soda,  glycerine,  and  quinine.  Opium  alone  aver- 
aged lower  for  the  year,  but  advanced  sharply  in 
August. 

Alcohol  naturally  advanced  sharply  in  August,  fol- 
lowing the  increase  in  the  inland  revenue  tax.  manu- 
facturers' nrices  rising  from  .1*4  351/t  to  $5.18.  By 
December  they  were  back  to  $5.01,  w'hile  the  average 
price  for  the  year  was  ,$4.68,  comfnared  with  $4.28  in 
1913.  Carbolic  a(fid,  the  importation  of  which  was 
seriously  affected  by  the  outbreak  of  hostilities,  was 
'lUO+ea  at  55e.  in  September,  an  advance  of  25c.  since 
April,  and  early  in  the  present  year  touched  $1.  The 
price  to-day  is  something  like  double  that  sum,  and, 
with  exports  from  Great  Britain  prohibited,  the  situa- 
tion has  become  serious.  Caustic  soda  advanced  from 
214  to  31/1  in  August,  soda  ash  from  2  to  2V2C.. 
bleaching  powder  from  $2  to  $2.25  per  hundred,  and 
alum  from  $1.65  to  $1.83.  By  October  borax  was  up 
2  to  3c.  lb.  and  brimsitone  Vj.  to  I'oC.  On  account  of 
the  demand  for  manufacturing  dynamite.  glyceHne  ad- 
vanced 10c.  in  August,  although,  on  account  of  sup- 
plies being  received  from  the  United  States,  nrices 
declined  a  little  during  the  summer  months.  Opium 
pdvanced  from  $6.50  to  $7  in  August  and  a  month  later 
to  $10  '^5.  Quinine  advanced  3c.  in  August  and  another 
4c,  in  September. 

Thpre  pr°  few  if  any  commodities  which  the  war  has 
affected  +0  a  srreater  extent  than  those  included  in  the 
general  classification  of  "drugs  and  chemicals." 


A  Comer  on  Cod 
Liver  Oil. 


It  is  alleged  that  a  "corner"  in 
cod  liver  oil  is  being  manipulated 
in  Europe.    At  any  rate,  a  syndi- 
cate has  been  formed  in  Norway,  and  although  it  does 


iiot  embrace  all  firms  concerned  in  the  trade,  yet  it 
appears  to  be  a  strong  organization. 

Tf  a  "corner"  is  being  manipulated  the  circumstances 
are  favorable  for  its  consummation,  supplies  both  in 
Norway  and  in  dealers'  hands  being  light.  One  firm 
in  London,  although  not  a  juemlber  of  the  syndicate, 
thinks  it  is  in  a  fair  way  to  succeed,  "as  unsold  stocks 
are  very  light  and  probably  smaller  than  th?y  have 
been  at  any  time  since  the  famous  year  of  1903." 
Stocks  on  this  side  of  the  Atlantic  are  also  understood 
to  be  light. 

Canada's  imports  of  cod  liver  oil  in  1914  were  21,947 
gallons,  valued  at  $18,702.  The  principal  countries 
from  which  we  imported  were:  Norway,  13,572  srallons; 
United  States,  6,107     gallons;     Great    Britain^    2,131 

gallons. 

•     •     • 

British  Druggfists  There  is  probably  no  class  oi 
and  the  War.  business    men    that     are    more 

readily  "doing  their  bit"  for  the 
Empire  in  these  days  of  stress  and  strain  than  the  drug- 
gists of  Great  Britain. 

In  the  army  that  is  fighting  at  the  Front  there  is 
estim.ated  to  be  about  5,000  m^n  who  are  in  one  way 
or  another  connected  with  the  drug  trade,  while  an- 
other couple  of  thousand  are  in  training  at  home. 

But  that  which  the  druggists  or  pharmacists  of  the 
Mother  Country  are  doing  for  the  Empire  does  not 
end  there.  Realizing  that  the  industrial,  as  well  .as  the 
miilitary,  forces  are  a  factor  in  this  war  to  a  greater 
extent  than  ever  before,  they  are  endeavoring  to  bring 
about  an  organization  within  their  ranks  which  will 
prove  of  the  highest  efficiency. 

Generally  speaking,  they  have  two  objects  in  view. 
The  one  is  in  regard  to  the  supply,  collection,  and  stor- 
age of  the  necessary  drugs  and  dressings.  The  other 
is  the  provision  of  trained  men  to  supervise  this  sup- 
ply and  its  distribution  to  the  various  units  in  the  base 
and  field  hospitals. 

The  war  has  led  to  the  discovery  of  a  great  many 
ihings.  And  one  of  them  is  in  regard  to  the  importance 
of  having  a  separate  and  permanent  organization  in 
connection  with  the  State  whose  duty  shall  be  the  pro- 
diietion  as  well  as  the  collection  and  storage  of  medical 
necessities  in  time  of  peace  as  well  as  in  time  of  war. 
This  would  be  tantamount  to  creating  an  army  pharma- 
ceutical corps.  And  the  experiences  of  the  past  twelve 
months  have  shown  the  necessity  for  such  an  organiza- 
tion. As  recent  as  the  Crimean  War  Creat  Britain  did 
not  possess  even  a  medical  army  corps.  The  day  has 
now  arrived  when  the  need  of  an  army  pharmaceutical 
corps  is  also  beinig  recognized, 
•  •  * 
Canadian  Druggists  "While  many  connected  with  the 
and  the  War.  drug  trade  in  Canada  have  joined 

the  colors,  there  has  been  no 
movement  for  the  organization  of  druggists  along  the 
line  now  beiiiig  employed  by  their  confreres  in  Great 
Britain,  Neither,  possibly,  is  there  the  same  necessity, 
even  in  a  modified  form.  But  in  these  days  when  it  is 
the  unexpected  that  so  often  happens  one  cannot  tell 
wbflt  necessity  for  organization  may  arise. 

The  Saskatchewan  Pharmaceutical  Association  has 
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given  two  machine  guns  for  the  Cfinadian  troops.  The 
idea  is  a  good  one  Organization  for  such  a  purpose 
as  this  anicng  druggists  in  various  centres  should  not 
be  a  difficult  matter,  and  might  possibly  lead  to  the 
inauguration  of  a  movement  approximating  somewhat 
to  that  on  foot  amoug  the  druggists  of  Great  Britain. 

•  •     • 

The  Bankrupt  A  subject  that  is  always  of  live 

Stock  Evil.  interest  to  retail  merchants,  and 

particularly  to  those  who  are 
situated  in  the  smaller  towns,  is  the  disposal  of  the 
stocks  of  local  business  men  who  have  gone  into  bank- 
ruptcy. 

These  stocks,  as  the  trade  well  know,  are  usually 
bought  up  by  men  who  make  this  their  regular  voca- 
tion in  life.  They  are  usually  clever,  bright,  up  to  all 
the  tricks  of  the  trade,  and  know  how  to  produce  the 
psychological  effects  that  will  crowd  their  store  with 
customers. 

Unfortunately,  the  evil  effects  these  sales  make  upon 
the  consuming  public  are  not  transitory.  They  leave 
a  lasting  effect,  for  once  fed  on  the  pabulum  which  the 
professional  dealers  in  bankrupt  stocks  hand  out  the 
buying  public  are  always  looking  out  for  more,  unless 
perchance  they  have  been  induced  to  purchase  mer- 
chandise they  either  do  not  need,  or  pay  prices  which 
are  above  those  charged  by  the  regular  local  dealers. 

•  •    • 

Solving  the  Bank-  During  the  recent  convention  of 
rupt  Stock  Evil.  the    Retail    Merchants'    Associa- 

tion, at  Bed  Deer,  Alta.,  an  ad- 
dress was  delivered  by  F.  R.  Freeze  on  the  subject: 
"What  is  to  be  Done  with  Bankrupt  Stocks?" 

After  pointing  out  that  in  the  Province  of  Alberta 
in  February  last  bankrupt  stocks  to  the  value  of  $300,- 
000  were  placed  upon  the  market,  he  referred  to  the 
many  suggestions  which  had  been  made  for  the  solu- 
tion of  the  problem  from  the  retailers'  standpoint,  and 
wound  up  by  defining  what  he  considered  to  be  the 
best  solution. 

In  brief,  it  was  his  opinion  that  where  an  insolvency 
occurs  in  a  town  in  which  three  or  four  other  merchants 
are  operating  that  these  merchants  should  unite  to 
buy  the  stock  at  a  fair  market  price. 

"The  wholesale  houses,"  he  declared,  "would  give 
every  benefit  to  the  merchants  who  would  unite  in  this 
way.  and  it  would  clean  up  the  stock  without  having 
any  slaughter  of  legitimate  prices  or  place  the  town 
in  danger  of  having  a  bankrupt  depot  established.  The 
merchants  could  either  unite  in  placing  a  man  in  charge 
to  dispose  of  the  stock  in  a  regular  retail  way  or  could 
close  up  the  store  and  divide  the  goods  around  among 
their  respective  places  of  business." 

While  the  solution  that  Mr.  Freeze  advances  is  not  a 
new  one,  having  been  carried  out  by  retailers  in  cer-' 
tain  towns  in  Canada,  yet  it  seems  to  be  a  most  feasible 
solution,  which  should  be  more  generally  adopted.  For 
that  reason  it  is  worth  iterating  and  reiterating. 

At  the  same  time  it  is  worth  drawing  the  attention  of 
the  trade  to  the  fact  that  when  a  group  of  local  re- 
tailers unite  to  purchase  a  bankrupt  stock  that  they 
should  be  prepared  to  pay  a  fair  market  price  for  it. 
This,  Mr.  Freeze  alleges  they  have,  not  always  been 
prepared  to  do.  In  one  ease,  for  example,  only  twenty- 
five  cents  on  the  dollar  was  offered  for  a  stock  which 
subsefjuently  sold  for  fifty-five  cents  on  the  dollar.  He 
also  ventured  the  further  information  that  for  twenty- 
five  stocks  recently  disposed  of  for  which  he  had.  a 
^CjcrSr  %n  average;  price  of  -61 .2-5  cents  on  the  dollar 
had  been  obtained. 


A  Year's  Traffic         That  the  canals  of  Canada,  like 
on  Our  Canals.  all  other  systems  of  transporta- 

tion, suffered  from  the  general 
trade  depression  last  year  is  evident  from  the  official 
statement  recently  issued  by  the  Department  of  Rail- 
ways and  Canals,  there  being  a  decrease  of  15,421,912 
tons  in  the  volume  of  the  traffic.  The  actual  figures 
for  1914  were  37,023,237  tons.  There  is,  perhaps,  how- 
ever, some  consolation  in  the  fact  that  the  chief  con- 
tributing cause  of  the  decrease  was  in  United  States 
tonnage  using  the  Canadian  canal  at  Sault  Ste.  Marie. 

Although  nearly  75  per  cent,  of  the  freight  tonnage 
passing  through  the  Canadian  canals  is  American,  it  is 
somewhat  pleasing  to  be  able  to  note  that  the  percen- 
tage of  Canadian  tonnage  last  year  was  the  largest 
since  1908,  being  25.3,  compared  with  21.3  in  1913. 

Of  the  total  tonnage  21.51  per  cent,  was  agricultural 
products,  .04  animal  products,  3.29  manufactures,  4.38 
forest  products,  and  70.78  products  of  the  mines. 

One  interesting  feature  in  connection  with  the  ship- 
ments of  Canadian  wheat  is  that  whereas  50.4  per  cent, 
sought  an  outlet  through  American  channels  in  1913 
only  26.8  was  so  shipped  in  1914.  It  is  maintained  that 
the  war  was  a  potential  factor  in  bringing  this  about. 

Canada  has  reason  to  be  proud  of  her  canals,  and 
particularly  that  section  of  them  embraced  within 
what  is  known  as  the  St.  Lawrence  system,  which,  in- 
cluding intersecting  rivers  and  lakes,  runs  from  Mont- 
real to  the  head  of  Lake  Superior,  a  distance  of  1,214 
miles,  or,  if  we  begin  at  the  mouth  of  the  St.  Lawrence, 
a  distance  of  2,217  miles.  A  vessel  drawing  not  more 
than  fourteen  feet  of  water  can  traverse  this  system 
from  one  end  to  the  other. 

The  cost  to  Canada  for  the  magnificent  system  of 
canals  which  she  possesses  was  $104,152,000  up  to  the 
end  of  the  fiscal  year  1913.  And  large  sums  are  still 
being  expended.  For  example,  we  are  spending  an- 
other $50,000,000  on  the  new  Welland  Canal.  Canada's 
first  venture  in  canal  building  was  in  1821. 


Passing  Thoughts  on  Business  Matters 

By  w.  L.  E. 

The  larger  the  coming  crop  the  smaller  will  be 
the  debts  on  the  retailer's  books. 


This  is  a  good  time  of  the  year  for  retailers  to 
fall  into  line  for  thS  Fall  trade. 


If  nature  continues  to  smile  on  the  crops  business 
ought  to  get  a  ^'move  on"  in  the  Fall. 


New  selling  schemes  will  put  more  life  eveti  into 
lethargic  business. 

The  grrain  that  is  turning  to  gold  in  the  fields  loill 
eventually  put  g^ld  into' the  till  of  the  storekeepers. 

He  who  does  not  make  any  attempt  to  cultivate 
business  will  not  gain-  much  from  the  cultivated 
fields  of  t/ie  farmer. 
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Dealer -Profit  and  Nationally  Advertised  Specialties 


An  article  from  A doertising  and  Selling  in  which  the  Writer  con- 
tends that  the  dealer  can  afford  to  sell  nationally^  advertised 
specialties  at  a  closer  margin  because  of  their  easy  and  rapid  sale. 

nv  BEVAN  LAWSON, 
Sales  Manager,  The  AutoStrop  Safety  Razor  Co. 


EVERY  dealer  at  some 
time  or  another  take: 
himself  seriously  to 
task  \ipon  the  question  of 
overhead  profit,  and  forms 
some  conclusion  upon  the 
cost  of  eonducting  his  busi- 
ness by  considering  his  nui- 
ning  expenses  against  his 
gross  volume  of  turnover. 

Sometimes  he  is  surprised 
to  find  that  his  percentage 
of  operative  cost  for  a  com- 
pleted year  has  run  so  high 
that  many  excellent  articles 
which  he  has  freely  sold 
are  sho^ving  very  little  pro- 
fit on  paper  when  the  mar- 
gin between  his  running  ex- 
penses and  the  discount 
afforded  by  such  articles  is 
considered. 

For    example,    a    dealer 
may  figure  that  his  cost  of 
doing  business  is  from  15  to 
20  per    cent.,    whereas    he 
buys  many  staple  novelties 
at  a  discount  of  25  per  cent., 
and,  consequently,  he  may 
find    himself    almost    per- 
suaded to  discontinue  the  sale  of  such  articles,  or  at 
least  he  may  mentally  resolve  not  to  unduly  push  their 
sale,  despite  the  fact  that  he  has  formerly  done  a  verj 
nice  trade  with  them,  and  they  sell  on  demand. 

One  problem  faces  him  and  he  can  see  that  problem 
only:  "If  his  overhead  is  around  15  to  20  per  cent,  it 
surely  does  not  pay  to  sell  goods  which  only  afford  25 
per  cent." — and  it  looks  like  a  question  with  only  one 
answer. 

The  Importance  of  Turnover 

He  does  not  stop  to  consider  how  many  times  he  is 
able  to  turn  over  that  article  in  a  year,  and  therefore 
how  often  he  can  use  that  same  investment  to  bring  in 
a  ready  profit,  nor  does  he  stop  to  realize  that  if  he 
throws  out  that  particular  line  from  stock  his  business 
will  not  be  increased ;  nor  will  his  running  expenses  be 
decreased ;  but,  on  the  other  hand;  his  expenses  already 
calculated  with  the  return  from  such  articles  included, 
will  be  proportionately  increased  because  of  loss  of 
volume  with  such  salable  articles  withdrawn. 

If  all  stock  were  equally  salable  so  that  a  dealer  could 
surely  turn  over  all  of  his  merchandise  several  times  a 
year,  his  operative  expenses  would  not  be  anv  serious 
part  of  his  worries,  but  it  is  also  a  fact  that  a  dealer 
has  to  carry  a  large  volume  of  very  expensive  stock 
in  trade,  and  his  expenses  climb  high — ^not  because  of 


EDITOR'S  NOTE 

THE  argTiTneut  has  frequenitly  been  put  forth  that, 
every  article  in  the  store  should  bear  its  share  of 
the  eosit  of  doing  busirress.  As  a  result  of  a  wide- 
spread investigation,  it  has  been  found  that  the  aveir- 
age  cost  of  dcing  busimess  in  the  retail  drug  store  is 
24.15  per  cent.  According  bo  the  above  argument  ©very 
.Ti'ticle  that  does  not  pay  a  pmtit  of  24.6  per  cent,  (or 
v,-hateveT  the  dealer's  actual  cost  of  doing  busdness 
is),  and  a  percentage  besidee  for  net  profit,  should  be 
discarded. 

But,  as  the  writer  poiiits  out  in  the  accompajiyiug 
airticle,  discarding  an  article  that  sells  welll  yet  does 
not  yield  that  mucih  profit,  does  not  reduce  expenses. 
Indeed,  the  dealer  gete  all  the  business  he  can  in 
staples,  thus  brimigiing  tihe  percentage  of  expenses 
down  as  low  as  possible.  If  he  can  add  a  sideline  that 
is  well  advertised,  coste  little  to  carry,  and  sells 
easily,  the  profit  on  it  is  like  so  much  v«.lvet. 

If  a  dealer  is  warranted  in  selling  some  specialties 
at  less  than  the  average  margin  mecessary  on  stoples, 
the  question  then  arises  as  to  how  low  a  profit  he 
should  accept.  There  maist  be  a  limit,  ae  every  Bdde- 
Hn©  tates  up  a  certain  amount  of  space,  costs  some 
money  to  carry,  and  requires  a  certain  amount  of  siell- 
ing  attention. 

There  is  no  doubt  that  our  readers,  those  directly 
interested  in  this  question  ©very  day  in  the  year, 
have  some  opinions  on  this  point  and  on  the  general 
question  of  dealer  profit.  We  would  be  pleased  to 
receive  expressions  of  opinion  on  this  question  frcui 
our  readers. 


the  stuff  he  is  selling,  but 
because  of  what  he  is  not 
selling. 

"Small  Profits  and  Quick 
Returns"  as  a  Slogan 

Small  profits  and  quick 
returns  is  one  of  the  oldest 
and  truest  slogans  in  busi- 
ness, and  the  Woolworth 
I'uilding  in  New  York  w.is 
built  on  the  rapid  profits 
from  small  novelties  and 
cheap  staples — so  small  and 
so  cheap  that  excepting  for 
the  quick  and  frequent 
turnover  there  would  be  no 
element  of  profit  at  all  if  it 
were  considered  on  certain 
few  classes  of  the  goods 
sold. 

Supposing  that  a  business 
shows  an  annual  mnning 
expense  of  20  per  cent.  ; 
this  logically  means  that, 
theoretically,  every  single 
article  sold  bears  its  actual 
share  of  this  20  per  cent, 
cost  of  selling,  seeing  that 
in  theory  during  every  day 
of  that  year  the  average  20  per  cent,  is  a  burden  con- 
stantly existing  and  to  be  considered  in  every  sale. 
The  argument,  therefore,  would  be  that  every  time 
an  article  purchased  at  25  per  cent,  discount  is  sold, 
the  profit  on  that  article  is  only  a  bare  5  per  cent.,  and 
that  time  spent  in  selling  that  article  is  not  sufiiciently 
profitable  and  it  should  be  discontinued. 

Sales  Which  do  not  Increase  Overhead  Expenses 

Granting  that  a  dealer  sells  a  well-advertised  line  at 
any  profit,  there  is  really  no  reason  to  avoid  sales  which 
have  not  a  large  margin,  provided  that  the  sales  of  such 
goods  do  not  increase  the  overhead  cost  of  selling  them; 
but,  on  the  contrary,  if  a  dealer's  expense  is  more  or 
less  constant  from  year  to  year,  and  he  ean  add  lines 
which  are  advertised,  without  increasing  his  selling 
cost,  it  is  logical  that  the  'idditional  profits  from  such 
goods  are  net  gains,  and  in  practice  if  all  dealers  were 
to  discard  from  their  stock  'all  goods  which  did  not 
show  really  substantial  profits,  they  would  find  their 
overhead  would  materially  increase. 

Difference  Between  Staple  and  Specialty 

You  might  argue  that  this  does  not  apply,  of  course, 
to  the  impecunious  dealer  whose  till  is  his  bank,  and 
whose  very  existence  depends  upon  the  daily  profit  on 
a  limited  number  of  articles  sold,  but  it  does  indeed 
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apply  to  all  dealers  when  specialty  articles  are  consid- 
ered! There  is  a  vast  diflFerence  between  a  staple  and 
a  specialty ;  staples  are  not  generally  advertised ;  spe- 
I'ialties  are.  A  dealer's  overhead  is,  generally  speak- 
ing, esitablished  by  his  sale  of  staple  goods,  which  he 
usually  sells  to  the  output-capacity  of  hia  store;  if  he 
lacks  staple  goods  and  loses  sales  because  of  that  lack, 
he  buys  more  to  supply  the  need;  but,  more  generally 
sneaking,  he  satisfies  the  demand  for  staple  supply  and 
then  turns  his  attention  to  specialties  to  increase  the 
sphere  of  his  sales,  and  all  sales  so  made  are  in  excess 
cf  his  general  business,  which  carries  the  overhead. 

For  example,  supposing  that  on  a  certain  day  the 
dealer's  store  is  closed  for  the  evening,  and  closed,  of 
course,  with  the  same  daily  running  expense  of  20  per 
cent. :  the  cash  is  counted;  the  day's  business  ended, 
and  the  door  is  locked.  Someone  taps  at  the  windov. 
and  he  is  admitted,  and  the  dealer  sells  him  an  article 
which  virtually  shows  only  a  25  per  cent,  margin ;  and 
while  selling  it,  someone  strolls  in  and  b:iys  another 
of  the  same  article.  Are  expenses  for  that  day  still 
this  20  per  cent.,  or  have  they  been  materially  lowered 
by  this  extra  profit  of  $2.00  or  $5.00  or  $10.00? 

Should  Aim  for  Volume  of  Turnover 

Volume  of  turnover  is  the  safest  aim  of  every  sue- 
ecssful  dealer;  to  keep  the  crowd  coming;  to  have  his 
shelves  filled  with  salable  goods  of  all  kinds,  provided 
they  show  any  reasonable  margin  of  profit  or  indeed 
any  profit  at  all. 

The  overhead  expense  of  most  retail  dealers  is,  gener- 
ally speaking,  in  more  direct  ratio  to  his  volume  of 
business  than  to  the  actual  graduated  scale  of  profits 
on  his  various  lines.  "Small  profits  and  quick  returns" 
is  more  than  a  slogan;  it  is  a  business  axiom  that  has 
built  up  more  fortunes  than  any  other.  Live  depart- 
nient  stores  watch  turnover  as  an  engineer  watches  the 
steam  gauge— because  they  know  it  alone  tells  the 
vital  tale.  If  we  who  are  national  advertisers  could 
get  judged  for  our  turnover  value  mainly,  much  misi- 
understanding  coidd  be  avoided. 

Profit  on  Staples  so  Much  Velvet 

To  impetuously  decide  to  discontinue  well-advertised 
articles  is  indeed  no  cure  for  high  business  expense. 
Po.ssibly  those  very  articles,  by  their  popularity  and 
steadily  increasing  demand,  have  been  the  very  means 
of  reducing  "a  much  larger  overhead  expense  by  the 
added  volume  which  they  bring  to  the  business.  Such 
novelties  are  in  a  sense,  a  sideline,  and  their  sale 
does  not  in  any  way  reduce  the  gross  sale  of  staples 
and  as  novelties  they  should  not  be  taxed  v;ith  the 
same  overhead  expense  that  the  general  business  should 
be  taxed  with  (theoretically,  yes.  but  practically,  no), 
for,  possibly,  the  last  year's  high  cost  of  con  ducting 
business  would  have  been  much  higher  if  these  extra 
articles  had  been  eliminated.  Their  cost  as  an  invest- 
ment is  not  high,  because  they  can  very  quickly  be 
supplied  as  they  are  needed,  and  if  a  dealer  were  to  go 
without  them  because  they  only  bring  25  per  cent,  he 
would  merely  be  robbing  himself  of  that  25  per  cent. — 
in  no  way  adding  to  the  volume  of  turnover. 

Expenses  are  incurred  in  a  business  and  profits  are 
also  made  out  of  a  business.  Neither  expense  noi 
profit  is  a  constant  amount,  and  both  are  influenced  by 
innumerable  causes. 

Well  Advertised  Goods  Easily  Sold 

A  dealer's  business  is  either  a  popular  one  or  an 
unpopular  one :  either  successful  or  unsuccessful: — de- 


pendent almost  entirely  upon  the  volume  of  turnover. 
A  dealer  may  make  his  windows  attractive  by  con- 
stantly changing  them  •  he  may  advertise  to  bring  his 
customers  to  his  store,  or  he  may  seek  to  surround  him- 
self with  a  pleasant!  painstaking  staflf  of  clerks — and 
all  to  be  ready  for  the  customers  w'hen  they  come  in. 
Yet,  with  it  all,  he  must  aim  to  have  the  goods  which 
sell — not  necessarily  the  goods  with  large  margin  of 
profit — but  the  goods  Which  move  irrespective  of  their 
degree  of  profit.  An  advertising  manufacturer  will 
create  much  of  that  demand  for  the  dealer,  and  result- 
ing sales  are  made  without  effort  or  direct  expense, 
and  naturally  some  of  the  dealer's  profit  has  already 
gone  into  that  scheme  of  advertising. 

In  spite  of  a  dealer's  economy,  his  overhead  expense 
may  be  15  or  20  per  cent.,  or  even  more;  and  yet  hia 
neighbor,  in  spite  of  much  greater  economy,  in  spite 
of  less  rental,  fewer  clerks,  and  smaller  actual  running 
expense,  may  find  his  business  costing  him  25  per  cent, 
or  30  per  cent.,  or  even  more.  Analysis  of  these  two 
businesses  would  not  point  to  careful  choice  of  marginal 
profits,  but  on  the  other  hand  it  would  point  always 
more  to  volume  of  bu.siness  in  all  classes  of  trade,  re- 
gardless of  analytical  question  of  highly  profitable 
margin. 

The  "fatal  cost"  is  ever  present  in  every  man's 
business.  It  is  a  first  lien  on  his  profits,  and  is,  there- 
fore, to  bp  correctly  regarded  as  the  most  important 
factor  in  his  business.  Operative  cost  flourishes  on  lack 
of  system  and  ill  assortment  of  stock ;  it  fattens  upon 
lethargy  and  careless  indifference ;  it  lives  in  a  rut  and 
feeds  on  i.cmoranee.  Enterprise  is  its  greatest  opponent, 
and  it  flees  in  the  face  of  system.  The  remedy  is  more 
often  a  question  of  domestic  regiilation  than  of  reduc- 
tion in  range. 

The  successful  merchant  carefidly  avoids  a  surplus 
of  srtaple  goods,  and  guards  against  an  overload  of 
accumulated  stock.  He  is  in  business  chiefly  for  the 
sale  of  the  merchandise  which  classifies  his  store,  and 
he  aims  to  keep  a  supply  proportionate  to  his  average 
distribution.  If,  in  a  general  sense,  he  has  a  sufficient 
surplus  of  his  own  classified  goods  to  fully  take  care 
of  his  established  trade,  it  avails  him  nothing  to  fill 
his  storerooms  with  more  of  these  articles,  and  to  con- 
siderably increase  his  working  stock  of  standard  staples 
would  not  bring  him  more  customers;  or  to  have  six 
storeys  piled  up  with  the  same  goods  would  not  reduce 
his  overload.  The  staples  which  establish  the  char- 
acter of  his  business  demand  a  certain  cost  to  exploit 
them.  He  knows  what  his  expenses  are  and  he  knows 
what  his  average  year's  sales  amount  to,  and  from  this 
he  learns  the  operative  cost.  If  his  stock  is  consid- 
erably larger  than  his  opportunity  to  sell  it,  his  over- 
head increases,  but  if  he  needs  more  stock  than  he  is 
selling  he  buys  it,  sells  more  goods,  and  reduces  his 
overhead. 

When  he  is  selling  to  the  capacity  of  his  trade  and 
is  stocked  to  that  capacity,  he  looks  around  for  some 
thing  to  increase  the  field  of  his  opportunit.v  and  to 
enlarge  his  sales.  He  buys  his  specialties.  They  are  not 
staples;  thpy  are  articles  in  excess  of  what  he  is  com- 
pelled to  carry,  and  they  represent  a  profit  additional  to 
his  classified  business  He  has  found  new  channels  for 
trading  and  making  a  profit.  Generally,  they  are  ad- 
vertised articles,  advisedly,  they  should  be,  for  they 
are  foreign  to  his  business  or  they  would  not  be  spe- 
cialties. Their  profit  is  an  agreeable  profit,  not  spring- 
ing from  his  staple  trade,  but  additional  to  it  without 
added  expense. 
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One  of  a  series  of  articles 
specially  prepared  for  this 
journal. 


AT  the  beginning  of  this  course  we  emphasized 
the  importance  of  speed  or  the  saving  of  time  in 
card  writing.  It  is  to  everyone's  advantage, 
and  especially  to  the  card  writer  himself,  to  turn  out 
work  as  quickly  as  possible.  There  are  many  little 
kinks  and  wrinkles  to  facilitate  the  rapidity  of  work, 
among  which  are  stencils  and  templets.  But  these  are 
advisable  only  where  a  goodly  number  of  cards  are  to  be 
made  of  the  same  kind.  Stencils  are  best  suited  for 
large  letters,  and  are  used  much  in  board  sign  work. 


ti[:al 
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Fig.  22.— Sample  of  stencil  and  its  work. 

But  of  course  they  can  be  used  on  cards  when  the  let- 
ters are  large  enough.  The  stencil  should  be  cut  out  of 
heavy  manilla  paper.  There  are  two  ways  of  making 
your  design.  One  is  to  lay  out  your  paper  the  way 
you  want  it,  then  place  tracing  or  other  transparent 
paper  over  the  letters  you  wish  to  stencil  and  either 
trace  these  on  the  manilla  paper  or  paste  the  paper 
right  on  to  the  stencil  paper.  With  a  very  sharp 
pointed  knife  cut  out  the  letters.  Lay  the  stencil  paper 
on  a  smooth  piece  of  card,  so  as  to  prevent  a  ragged 
edge  on  the  under  side  of  the  paper  when  you  are 
cutting  the  letters  out.  Note  Figure  22,  which  will 
give  you  an  idea  how  to  cut  the  letters  and  leave  suffi- 
cient "bridges."  These  are  to  keep  certain  parts  of 
the  letters  in  place,  like  the  centres  of  the  letters  0,  P, 
A.  etc.  The  L  and  C  are  bridged  to  strengthen  the  sten- 
cil, as  it  would  curl  at  these  points  and  not  work  well 
if  it  were  not  tied  or  bridged.  After  cutting  out  the 
letters,  shellac  the  stencil  paper  well  on  both  sides. 
This  prevents  the  paint  from  soaking  into  the  paper  and 


spoiling  it.  Be  sure  that  the  edges  of  the  letter*  are 
well  shellaced. 

The  paint  used  for  stencilling  must  be  much  thicker 
than  for  ordinary  work.  Also  use  a  stubby  brush  and 
use  the  ends  of  the  hair,  rubbing  the  paint  on  lightly 
until  the  letters  are  all  covered.  Be  careful  not  to  let 
the  paint  get  under  the  edges  of  the  stencil.  Turn  the 
stencil  over  occasionally  and  wipe  off  any  paint  that 
may  be  on  the  under  side.  After  you  have  filled  in  the 
letters  with  the  stencil,  take  it  off  and  go  over  the 
"bridges"  with  your  brush,  thus  making  one  con- 
tinuous stroke  of  each  letter.  See  the  lower  part  of 
Figure  22. 

The  other  way  to  lay  out  your  stencil  is  to  lay  out 
your  design  on  the  stencil  paper  and  proceed  as  above. 

Templets 
The  templets  are  similar  in  construction  to  stencils, 
but  are  operated  differently.     If  you  have  a  dozen  or 
more  of  one  style  of  card  to  make,  cut  a  templet  similar 


Sample  card— printed  on  burlap,  mounted 
on  white  card. 

to  Fig.  23,  and  lay  it  on  to  your  cards  and  mark  the 
openings.  This  will  assure  speed  and  uniformity. 
After  marking  the  cards  proceed  to  letter  in  the  usual 
way.    The  pencil  marks  still  on  the  card.  Fig.  24,  will 


ABCDEFGHI 

JKLMNGPOR 
STUVWXYZ  ? 


Plate  49.— Full  block  Roman  with  rounded  blocks— capitals. 
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show  you  the  operatiou  of  markiug.     The  process  of 
layiug  out  the  templet  is  the  same  as  the  stencil. 

Fancy  Blended  Colored  Cards 

For  special  businesses  or  special  occasions,  where 
bright,  fancy,  fussy  cards  may  be  used  and  not  look 
out  of  place,  you  can  make  these  with  dry  colors,  chalk 
or  crayons.  It  requires  a  rather  rough  surfaced  card 
or  paper  tc  do  this  work  on,  as  you  cannot  obtain  the 
best  results  on  a  glazed  or  smooth-surfaced  card.  If 
you  use  dry  colors,  make  a  pounce  bag  for  each  color. 
This  is  done  by  taking  a  square  piece  of  cheesecloth 
or  open  mesh  cotton  and  put  your  color  in,  and  gather 
the  edges  up  and  tie  with  a  string,  the  same  as  a 
"blueing  bag"  used  for  blueing  clothes.  Make  an- 
other bag  the  same  way,  but  use  a  piece  of  cotton 
batting  for  the  centre.    This  is  for  a  blender. 

To  get  the  color  effect,  pounce  or  rub  the  desired 
colors  on  to  the  card,  then  blend  with  the  cotton  batting 
bag.  With  a  little  practice  some  very  pleasing  effects 
are  obtainable.  For  example,  you  may  get  pretty  sky 
backgrounds,  moonlight  grounds,  water  effects,  etc.  If 
chalk  or  craj'ons  are  used,  you  proceed  in  the  same 


in  the  original  card.    This  is  because  the  ochre  photo- 
graphs very  dark. 

Alphabets 

The  alphabets  shown  in  Plates  48  and  49  are  a  prac- 
tical kind  that  may  be  used  frequently  in  card  work. 
They  are  a  full  block  Roman,  with  the  ends  of  the 
blocks  rounded  This  gives  a  very  pleasant  effect,  and 
is  not  hard  to  execute. 


BUCKING  THE   CURRENT 

"I  once  steered  a  raft  down  the  Mississippi  River  and 
it  went  along  delightfully  with  the  current;  but  I 
didn't  meet  any  rafts  going  upstream.  They  were  all 
steamboats."  Thus  in  his  well  known  homely  fashion 
Abraham  Lincoln  spoke  a  very  suggestive  parable.  It 
is  easy  to  drift  down  the  stream  of  life,  with  just 
enough  effort  to  keep  out  of  the  shallows  and  rifts, 
using  the  least  possible  energy. 

That  is  one  way  to  go  through  life — perfectly  satis- 
factory if  one  has  no  ambition  to  get  on  and  succeed 
and  accomplish.  If,  however,  one  wishes  to  be  of  some 
use  in  the  world,  it  is  necessary  to  develop  virile,  manly 


Figa.  23  and  24.-Work 
done  by  templet,  and  tern 
plet  itself. 


way,  only  you  rub  them  directly  on  to  the  card  or  paper 
and  blend  in  the  usual  way.  Plain  ingrain  wall  paper 
is  very  suitable  to  work  in  this  way.  It  has  that  rough 
surface  that  takes  the  color  well.  Cut  the  paper  to  the 
required  size  and  mount  on  white  or  grey  card,  leaving 
enough  projecting  all  around  to  make  a  margin.  After 
mounting,  the  card  is  ready  to  letter  in  any  desired 
way.  It  is  well  to  use  dark  colors  for  the  lettering. 
Cards  of  this  character  must  be  handled  carefully,  for 
the  dry  colors  always  rub  off  easily.  This  class  of  cards 
is  not  desirable  to  use  should  they  require  to  be  handled 
much,  for  they  soil  so  easily. 

Sample  Cards 

The  one  sample  card  this  month  is  an  illustration  of 
the  xitilization  of  various  material  for  card  work.  This 
one  is  done  on  a  piece  of  filled  burlap  and  mounted 
on  a  white  card.  The  color  is  ochre,  which  is  dark 
enough  to  be  lettered  in  white.  The  shading  of  the 
figures  is  done  with  the  air  brush  and,  unfortunately, 
does  not  show  so  strongly  in  the  reproduction  as  it  does 


qualities,  such  as  determination,  force,  earnestness  and 
firmness,  to  enable  one  to  buffet  the  swirling  cross  cur- 
rents, baffling  rapids,  perilous  eddies  and  hidden  under- 
tows of  the  up-stream  of  life. 

To  succeed  and  better  oneself,  one  must  not  be  eon- 
tent  to  drift;  one  must  develop  the  latent  qualities  that 
make  for  success.  The  steamer  forces  its  way  up- 
stream against  odds  because  in  it  are  concealed  certain 
forces  which  push  it  relentlessly  ahead — always  guided 
by  a  wise  pilot. 

And  so  the  man  or  woman  who  would  be  a  success 
must  have  not  only  reserve  force  for  emergencies,  and 
must  be  guided  by  the  pilot  of  Self-control,  but  this 
reserve  force  or  power  must  be  restrainable. 


Here  is  a  sign  from  an  Oklahoma  City  M.D.'s  office: 
"There  i$  a  little  matter  that  $ome  of  my  patient$  have 
$eemingly  forgotten.  It  i$  unnece$$ary  to  $ay  that  I 
allude  to  the  fee$  for  my  $ervice$.  Money  i$  needed 
in  my  bu$ine$$  and  mu$t  be  had." 


abcdefghijlmn 
opqrstuv^v^xijz 


Plato  48.— Full  block  Rnnmii  with  rounded  block*— lower  cn-p. 
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How  to  Proportion  Profit  on  Selling  Price  to  Cost 

The    method   explained   and    a    table    given    at    the    request   of  the 
Secretary  of  the  Regina  Branch  of  the  Retail  Merchants'  Association. 


THE  question  of  the  proper  figuring  of  profits  is 
one  of  the  greatest  importance  to  every  retail 
dealer.  More  merchants  are  realizing  this  fact 
every  day  and  are  aiming  to  get  such  a  grasp  of  the 
proper  method  as  will  prevent  them  from  falling  into 
the  pittalls  that  are  bringing  loss  to  so  many  dealers 
every  year. 

Request  from  Dealers  for  Proper  Method 

This  is  shown  by  the  following  letter  received  from 
the  secretary  of  the  Regina  Branch  of  the  Retail  Mer- 
chants' Association: 

Retail  merchants  in  this  province  are  crying  out 
for  a  proper  cost-finding  system,  simple  and  practical, 
and  showing  how  to  proportion  selling  price  to  cost, 
that  would  be  suitable  for  their  line  of  business. 

Several  requests  have  come  to  the  hand  of  the  writer 
during  the  past  few  weeks  for  such  a  system.  If  you 
can  assist  us  in  this  request  we  shall  feel  greatly  in- 
debted. Yours  truly, 

REGINA  BRANCH  OF  R.  M.  ASSO., 

Per  A.  M.  WHITE,  Secretary. 

Method  of  Reasomng  It  Out 

Western  merchants  not  only  want  the  proper  method, 
but  they  want  a  simple  and  rapid  one.  One  of  the 
questions  that  frequently 
puzzles  dealers  is  how  to 
proportion  profit  on  sell- 
ing price  to  cost.  They 
know  that  to  make  20  per 
cent,  on  the  selling  price 
they  must  add  25  per  cent, 
to  cost  price,  but  they  are 
rather  uncertain  as  to  the 
method  of  arriving  at  that 
fact  except  by  frequent 
"tries."  We  will  take  20 
per  cent,  on  selling  price 
and  follow  the  method  of 
reasoning  by  which  it  is 
reduced  to  percentage  on 
cost. 

You  want  to  make  20 
per  cent,  on  selling  price 
or  20  cents  on  $1.00. 

Cost  of  article  must, 
therefore,  be  80c. 

Therefore,  figuring  on 
cost: 

On  80c.  you  make  20c. 

On  $1.00  you  make 
100X20 

equals  25c. 

80 

This  equals  25  per  cent. 

Therefore  20  per  cent, 
on  selling  price  equals  25 
per  cent  on  cost. 

If  an  article  costs  $2.00 
and  you  want  to  make  20 


HOW  TO  PROPORTION  PROFIT  ON  SELL- 

ING  PRICE 

TO  COST. 

The  Retail  Drugrgist's  Rapid 

Method  Table 

To  make : 

5  p.c.  on  selling  price 

add 

5.263  to  cost 

6  p.c.  on  selling  price 

add 

6.383  to  cost 

7  p.c.  on  selling  price 

add 

7.527  to  cost 

8  p.c.  on  selling  price 

add 

8.696  to  cost 

9  p.c.  on  selling  price 

add 

9.89 

to  cost 

10  p.c.  on  selling  price 

add 

11.11 

to  cost 

11  p.c.  on  selling  price 

add 

12.36 

to  cost 

12  p.c.  on  selling  price 

add 

13.63 

to  cost 

13  p.c.  on  selling  price 

add 

14.94 

to  cost 

14  p.c.  on  selling  price 

add 

16.27 

to  cost 

15  p.c.  on  selling  price 

add 

17.64 

to  cost 

16  p.c.  on  selling  price 

add 

19.04 

to  cost 

17  p.c.  on  selling  price 

add 

20.48 

to  cost 

18  p.c.  on  selling  price 

add 

21.95 

to  cost 

19  p.c.  on  selling  price 

add 

23.45 

to  cost 

20  p.c.  on  selling  price 

add 

25 

to  cost 

22  p.c.  on  selling  price 

add 

28.2 

to  cost 

24  p.c.  on  selling  price 

add 

31.58 

to  cost 

25  p.c.  on  selling  price 

add 

33.33 

to  cost 

28  p.c.  on  selling  price 

add 

38.9 

to  cost 

30  p.c.  on  selling  price 

add 

42.85 

to  cost 

33  1  -3  p.c.  on  selling  price 

add 

48.42 

to  cost 

35  p.c.  on  selling  price 

add 

53.846  to  cost          | 

40  p.c.  on  selling  price 

add 

66.67 

to  cost 

50  p.c.  on  selling  price 

add  100 

to  cost 

per  cent,  on  the  selling  price,  you  must  add  25  per 
cent  to  the  cost  price.  The  selling  price  is  $2.50 — you 
make  50  cents  or  20  per  cent,  on  selling  price. 

Another  Sample  Problem 

To  further  illustrate  the  method,  let  us  figure  out 
another  problem  on  profits.  You  have  bought  goods 
at  $4.50.  You  have  found  that  your  cost  of  doing 
business  is,  say,  19  per  cent.,  and  you  want  to  make  6 
per  cent,  net  profit.  The  total  per  cent,  you  must  make 
on  the  sales  price  is,  therefore,  25  per  cent.  What 
will  you  have  to  add  to  the  cost  to  make  thist 

If  you  made  25  per  cent,  on  a  dollar,  goods  would 
have  to  cost  75  cents.    Figuring  on  cost : 

On  75  cents  you  make  25c. 
100X25 

On  $1.00  you  make equals  33  1-3  c. 

75 

Therefore  you  will  have  to  add  33  1-3  per  cent,  to 
cost  ($4.50),  which  equals  $1.50.  The  selling  price 
would  have  to  be  $6.00.  If  this  is  per  dozen,  the  goods 
would  have  to  sell  at  50  cents  each. 

Table  Gives  Rapid  Method 

It  means  a  good  deal  of  work  for  the  merchant  to 
have  to  figure  out  percentage  on  selling  price  to  a  per- 
centage on  cost  basis  ^each  time  he  wants  to  mark  any 
goods  or  ascertain  if  a  certain  line  allows  a  sufficient 

amount  of  profit.  To  sim- 
plify work  in  this  regard 
we  append  a  table  that  the 
dealer  would  do  well  to 
keep  in  a  convenient  posi- 
tion. It  shows  the  per- 
centage which  should  be 
added  to  gross  cost  to  get 
a  specified  percentage  on 
selling  price. 

It  should  always  be 
borne  in  mind  that  cost 
means  the  gross  cost  and 
not  merely  the  invoice 
price.  You  must  know  the 
exact  cost  of  your  goods 
laid  down  in  the  store 
ready  for  sale,  with 
freight  and  other  charges 
added.  There  is  often  a 
material  difference  be- 
tween the  invoice  price 
and  the  actual  cost  of  the 
goods  which  must  be  tak- 
en into  consideration  in 
figuring  profits. 

The  accompanying  table 
if  kept  at  hand  will  allow 
the  merchant  in  a  mo- 
ment's time  to  find  out 
what  he  must  add  to  the 
cost  of  his  goods  to  make 
a  certain  percentage  of 
profit. 
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NEWS  OF  THE  TRADE 

FROM  COAST  TO  COAST 


Quebec  and  Maritime  Provinces 
Dromn  Medicines  &  Products  Co.,  of  Victorraville, 

Que.,  has  dissolved. 
W.  W.  Rockwell,  of  Kentville,  N.S.,  is  erecting  a  new 

drug  store  on  Main  Street. 

La  Oie  D 'Importation  de  Perfumerio  Francaise,  of 

Montreal,  has  been  registered. 

Ontario 

A  new  drug  store  is  being  erected  by  E.  J.  Madill,  of 
Tara. 

F.  A.  McGaehie,  of  Hamilton,  has  been  succeeded  by 
G.  R.  Wood. 

H.  Samson  has  purchased  the  business  of  J.  Lester, 
Fordv.'ich.  Ont. 

J.  S.  Rrodie,  of  "Welland,  has  a  summer  branch  at 
Crystal  Beach,  Ont. 

Howard  Thompson,  of  Rodney.  Ont.,  was  a  visitor  in 
Toronto  this  month. 

G.  L.  McDougall,  druggist,  of  Harri.siton,  Ont.,  has 
sold  to  H.  T.  Frankum. 

Wm.  Oalder.  of  the  Central  Drug  Store,  Durham, 
Ont.,  has  sold  to  G.  Dinpman. 

A.  B.  Learn  is  now  managing  director  of  the  Stan- 
dard Drug  Oo.,  Richmond  St..  London. 

R.  F.  Willis,  of  Uxbridge.  Ont..  has  been  on  a  trip 
to  the  Panama  Exposition  at  San  Francisco.  . 

Chas.  E.  J.  Eynon'.  formerly  with  the  Standard  Drug 
Store.  Ltd..  Ottawa,  will  open  a  new  store  at  103 
Creighton  St.,  Ottawa. 

M.  S.  Mirocknick  has  ooened  a  new  businesig  at  50 
Arthur  Street,  Toronto.  He  is  a  grad^iate  of  the  1914- 
15  class  of  the  O.  C.  P. 

C.  T.  Lee.  of  the  1914-15  class  of  the  O.  C.  P.,  has 
taken  a  position  as  manager  for  Norman  B.  Lander,  at 
684  Queen  St.  W.,  Toronto. 

E.  L.  Wing,  of  Berlin,  Ont..  graduate  of  last  year's 
class  of  0.  C.  P..  is  now  manager  of  the  Lanspeary  store, 
at  33  Ouellette  Ave.,  Windsor. 

The  Wilson  Chemical  Co.,  Ltd..  of  Toronto,  has  been 
incorporated,  with  a  capital  stock  of  $1,000.  to  deal  in 
chemical  and  pharmaceutical  preparations. 

Norman  W.  Campbell,  of  Ottawa,  and  Mrs.  Campbell 
were  in  Toronto  this  month.  Walter  H.  Wilson  and 
family,  of  T;eamington,  Ont.,  a,lso  spent  a  holiday  in 
Toronto. 

Frank  Evans,  formerly  managing  director  of  the 
Bailey  Drug  Co.,  Titd..  Port  Arthur,  Omt..  is  now  man- 
,n<xpv  of  the  May  Street  store  of  W.  H.  Gillespie,  Fbrt 
William. 

G.  R.  Wood,  of  Chicago,  111.,  patentee  of  tihe  Bro'.vn 
Sphygmomianomeiber,  was  a  recent  visitor  in  Toronto. 
Mr.  Wood  was  a  graduate  of  the  1901-02  class  of  the 
0.  C.  P..  coming  from  Rat  Portage,  Ont. 

The  Carter  Dnig  Co.,  of  Toronto,  has  been  incorpor- 
ated Avith  a  capital  stock  of  $40,000.  John  Wilkinson 
Carter,  druggist;  E.  Robinson.  Grace  Carmoody,  F. 
Hirst,  and  Helen  Quigley  are  the  incorporators. 

Manitoba  and  Saskatchewan 

J.  Singleton  has  succeeded  H.  C.  George  at  Glenavon, 
Sask. 


M.  A.  Cathcart,  druggist,  of  North  Regina,  Sask.,  has 
discontinued. 

J.  P.  Eyolson,  of  Wynyard,  Sask.,  has  purchased  the 
Wynyard  Pharmacy. 

•J.  S.  Robertson,  of  Canora,  Sask.,  has  been  on  a  trip 
to  his  homie  in  Toronto. 

The  Druggists'  Sundries  Co.,  Ltd.,  of  Weyburn,  Sask., 
has  been  incorporated. 

Brown  &  Hunter,  druggists,  of  Winnipeg,  have  been 
succeeded  by  W.  McCulIough. 

William  Banks,  of  tlhe  Toronto  office  of  Valentine  & 
Sons,  is  in  Winnipeg  on  a  business  trip. 

A.  Elliott,  of  Milestone,  Sa.sk.,  was  elected  alderman 
in  a  recent  election  to  fill  a  vacancy  in  the  council. 

Alberta 

C.  W.  Pickup  has  opened  a  drug  store  at  Foremost, 
Alberta. 

E.  0.  Follis  &  Co.  have  succeeded  to  the  drug  business 
of  Miss  Annie  Simp.son,  Innisfail,  Alberta. 

F.  W.  Richardson  is  now  manager  of  the  Fort  Sa.?- 
katchewan  Drug  Store,  at  Port  Saskatchewan,  Alberta. 

British  Columbia 

Gordon  Fulmer  has  resumed  his  position  with  R.  E. 
Berry,  of  Vernon,  B.  C. 

W.  M.  Huston,  of  Ashcroft,  B.d,  has  been  on  an  ex- 
tended visit  to  his  home  in  Eastern  Canada. 

Holmes  D.  Pineo,  who  recently  sold  his  share  in  the 
Fernwood  Pharmacy  to  his  partner,  Wm.  J.  Barker,  is 
now  with  the  Woodward  De])artmenit  Store,  Vancouver. 


Pharmaceutical  Roll  of  Honor 


C.  W.  LYTTLE  DIES  PROM  WOUNDS 

FROM  wounds  received  on  the  batitle  line  at  Ypres, 
Charles  W.  Lyttle,  another  Canadian  druggist, 
has  given  up  his  life.  He  was  a  graduate  of  the 
1910  pharmacy  class  of  the  University  of  Manitoba,  and 
I'or  several  years  worked  in  Vancouver,  and  was  a 
member  of  the  British  Columbia  Pharmaceutical  Asso- 
ciation. He  was  connected  with  the  Army  Medical 
Corps. 

*     «     « 

Lieut.  Wallis,  son  of  Hubert  E..  Wallis,  druggist,  of 
Victoria.  B.C.,  has  been  promoted  to  the  rank  of  cap- 
tain. This  is  a  special  honor  in  the  fact  that  he  is  only 
20  years  old. 

Dr.  Swenerton,  late  of  the  Central  Drug  Hall,  Fort 
George,  B.C.,  has  joined  the  colors.  He  holds  tne  lank 
of  captain,  and  at  present  is  in  charge  of  the  medical 
work  at  the  internment  camp. 


Eric  Smith,  late 'of  the  ^fooney  Drug  Co.,  Edmonton, 
has  enlisted  with  the  Ambulance  Corps. 

•  •     • 

F.  A.  Berg,  who,  until  recently,  conducted  a  dnig 
store  at  Rosthem,  Sask.,  has  enlisted. 

•  •    • 

Arthur  Mann,  of  the  Mann  Drug  Co..  Grand  Forks, 
B.C.,  has  .ioined  the  Army  Medical  Corps. 
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PRESENTATION  OF  SILVER  LOVING  CUP  TO 
MR.  GEORGE  R.  WARWICK  BY  STAFF 

The  employes  of  Warwick  Bros.  &  Rutter,  Ltd.,  of 
Toronto,  held  a  most  successful  outing  to  Eldorado 
Park,  on  July  17,  when  a  bigr  list  of  sports  was  run  off. 
G.  R.  Warwick  and  A.  F.  Rutter  were  the  judges  in 
these  events;  N.  A.  Sinclair  and  C.  E.  Warwick,  starters, 
and  E.  J.  Hathawiay.  scorer.  The  picnic  committee  was 
composed  of  Chas.  Johnson,  J.  Swain,  G  E.  Bryant, 
W.  J.  Foster,  and  K.  T.  Lewis. 

A  feature  of  the  day  was  the  presentation  of  a  silver 
loving  cup  to  George  R.  Warwick,  the  president  of  the 
company,  by  the  staff.  It  was  accompanied  by  a  com- 
plimentary address,  which  read  in  part:  "This  gather 
ing,  the  first  in  m,any  years,  outside  of  business,  of  the 
entire  staff  and  members  of  the  firm,  has  been  arranged 
to  enable  us  to  pay  special  tribute  to  you.  the  president 
of  the  company.  This  marks  the  completion  of  67 
years  in  the  history  of  the  business  and  3.5  of  your  ac 
tive  conneeiion  with  it.  During  this  more  than  a  third 
of  a  century  of  service  you  have  been  the  active  head  of 
the  firm  for  sixteen  years  and  president  of  the  company 
for  eleven.  You  have  guided  the  business  through 
many  difficulties,  discouragements,  and  disappoint- 
menits;  and  that  it  has  come  through  safelj-,  improving 
its  position  from  year  to  year,  and  growing  in  public 
esteem  and  in  the  confidence  of  the  trade,  is  due  in  very 
large  measure  to  the  high  eharaeter,  wisdom,  .judgment, 
business  sagacity,  and  careful  oversight  of  you,  our 
president." 


SASKATCHEWAN  DRUGGISTS   GIVE   TWO 
MACHINE  GUNS 

The  Sa.skatchewan  Pharmaceutical  Association  held 
its  annual  meeting  in  Regina  on  July  13,  with  Presi- 
dent Walter  Pennington  in  tho  chsir.  One  of  the  out- 
standing features  of  the  meeting  was  the  donation  of 
two  "Lewis"  machine  gun.s  to  the  Militia  Departmei't, 
the  price  of  one  being  paid  out  of  association  funds 
and  the  other  raised  by  voluntary  subscription  from  the 
druggists  of  the  province.  The  gift  has  been  acknowl- 
edged by  the  department,  which  thanked  "Saskatche- 
wan druggists  for  their  generous  and  patriotic  offer." 
Five  hundred  dollars  has  been  forwarded  for  the  relief 
of  stricken  druggists  and  doctors  in  Belgium.     It  was 


suggested  that  a  list  of  draggists  at  the  Front  be  kept 
to  serve  as  a  Roll  of  Honor. 

Compulsory  Lectures  in  Saskatchewan 

Attention  was  called  to  a  recent  amendment  of  the 
Saskatchewan  Pharmacy  Act,  giving  the  association 
power  to  demand  that  every  candidate  for  examination 
must  take  the  prescribed  course  at  the  Saskatchewan 
College  of  Pharmacy,  in  connection  with  the  university, 
before  he  can  write  on  the  examinations.  The  college 
has  now  a  first  class  course,  and  splendid  equipment 
both  in  men  and  material  to  teach  each  subject.  Two 
full  sessions  have  proven  the  metal  of  the  staff.  Dr. 
Murray,  president  of  the  univ'ersity,  has  taken  a  per- 
sonal interest  in  the  pharmacy  branch,  while  Alex. 
Campbell,  formerly  of  Winnipeg,  has  been  directly  in 
charge. 

Committees  were  appointed  to  take  vip  with  the  Gov- 
ernment the  matter  of  peddlers'  licenses  and  the  sale  of 
gopher  poisons  by  others  than  druggists. 

It  was  pointed  out  that  an  amendment  to  the  Public 
Health  Act  requires  all  vessels  containing  formaldehyde 
to  be  properly  labeled,  no  matter  by  whom  sold,  and 
thus,  while  there  is  no  restriction  on  its  sale,  a  measure 
of  caution  surrounds  it. 

The  total  membership  of  the  association  is  now  498. 


ONTARIO  DRUGGISTS  AT  DOMINION  BOWLING 
TOURNAMENT 

The  drug  trade  was  well  represented  at  the  Dominion 
Lawn  Bowling  Tournament,  held  in  Toronto  during  the 
.second  week  of  August.  Outside  druggists  who  were 
present  included  B.  Griffin,  of  Hamilton:  J.  S.  Armi- 
tage,  and  T!.  A.  Crooks,  of  Paris.  Ont.;  Gordon  Byers, 
of  Delhi,  Ont.,  and  Walter  H.  Wilson,  of  Leaniingtoru 
W.  B.  Oraham.  registrar  of  the  0.  C.  P.,  was  a  contes- 
tant as  well  as  a  college  friend  of  his  in  the  person  of 
J.  A.  Lockie,  of  Buffalo,  who  .skipped  a  rink  in  the 
tournament.  Messrs.  Graham  and  I/oekie  were  grad- 
uates of  the  1885  class  of  the  0.  C.  P. 


Have  you  noticed  our  "Question  Box"  department! 
Many  readers  are  making  use  of  it,  and  you  are  invited 
to  do  so.  If  you  wish  to  know  where  to  get  any  line  of 
goods  or  equipment,  or  if  you  want  advice  on  any  of 
the  many  problems  of  your  business,  let  us  hear  from. 
you.    We  are  at  your  service. 


The  Cnnadian  buildinK  at  the  Panama  Pacific  Interna'  ional  Exposition  at  San  Francisco,  containing  a  display  of  the  resources  of  this 
country,  and  which  has  been  ai^claimed  as  one  of  the  most  interesting  exhibits  at  the  World's  Fair.  Several  large  conventions  of 
pharmaceutical  organizations  have  been  held  at  the  Pananin-Paciflc  Exposition  this  year.  Recent  conventions  included  the  Ameri- 
can Pharmaceutical  Association  from  Aug.  9  to  11.  the  California  State  Ph.  A.  on  Aug.  6  and  7,  the  National  A8s"ciation  of  Boards  ot 
Pharmacy  and  the  American  Conference  of  Pharmaceutical  Faculties  on  Aug.  6,  Band  7. 
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NEWS  NOTES  OF  ONTARIO  COLLEGE  OF 
PHARMACY 

The  next  session  of  the  OnlMi-io  College  of  Pharinacy 
will  open  on  Sept.  8.  Up  to  the  end  of  the  second  week 
in  August  67  students  had  already  been  enrolled.  Of 
this  number  six  are  from  British  Columbia,  three  from 
Saskatehewan,  and  one  eacb  from  Manitoba,  Alberta 
and  Nova  Sootia. 

Three  young  ladies  hiive  enrolled  for  the  next  session 
of  the  O.  (1.  P.— Miss  Annie  M.  Ferrary,  of  Windsor; 
Dorothy  Bnrkatt,  of  Niagara  Falls,  and  Miss  McLaren, 
of  Toronto. 

E.  W.  Case,  of  Pieton,  Out.,  was  elected  to  the  council 
of  the  Ontario  College  of  Pharmacy  in  Disitrict  No.  2. 
and  J.  F.  Roberts,  of  Parkhill,  in  District  No.  11.  These 
were  the  only  districts  in  which  an  election  took  placfi, 
in  the  othei  eleven  the  old  members  being  elected  by 
acclamation. 

Samuel  Brien,  of  Philadelphia,  a  graduate  of  the 
Philadelphia  College  of  Pharmacy,  was  in  Toronto  this 
Eionth,  and  visited  the  0.  C  P. 


Wit  and  Wisdom  for  the  Clerk 


NEWS  NOTES  OP  THE  TRADE 

Geo.  Beddows.  druggist,  of  Tyvaii,  Sask.,  has  dis- 
continued. 

The  Albion  Photographic  Supplies  Co.,  of  Montreal, 
has  registered. 

J.  B.  Comeau,  who  condiicted  a  drug  store  at  Farn- 
ham.  Que.,  is  dead. 

A  new  drug  bu'=iness  has  been  opened  in  Aylmer, 
Que.,  by  P.  Romauld. 

J.  A  Boucher  and  Henri  Auger,  of  Victoriaville, 
Que.,  have  regis'terpd  as  the  Dromo  Medicine  Co. 

J.  H  Pountney.  druggist,  of  Toronto,  has  sold  his 
branch  at  1284  Yonge  Street  to  JI  L.  Whiteman. 

The  fourth  congress  of  the  Canadian  Public  Health 
Association  is  to  be  held  in  Toronto  on  Semt.  3  o"d  4. 

Mr.  R.  "W.  Ashcroft.  manager  of  publicity  for  the 
Canadian  Consolidated  Rubber  Company,  Ltd.,  Mont- 
real, has  been  awarded  the  second  prize,  of  $500,  offered 
by  a  group  of  forty  leading  manufacturers  of  the 
T'nited  States  for  the  best  ideas  ard  suggestions  recrard- 
ing  either  suggestion,  selling,  advertising,  or  anything 
else  appertaining  to  manufacturing. 


QUARTERLY  EXAMINATIONS  OF  QUEBEC 
ASSOCIATION 

The  Preliminary  Board  of  Examiners  have  held 
their  (luarterly  examinations  in  Montreal  and  Quebec. 
The  following  are  those  who  passed  (in  order  of 
merit) : 

W.  Bourdon,  C.  Drabkin,  M.  L.  Simon,  J.  A  DuDont, 
A.  Ro.«en,  IMaurice  Gendron,  E.  C.  Duouette.  Rosaire 
Thibodeau,  M.  Schor.  V.  R.  ("henard  Ernile  Asselin, 
Paul  Lanctot.  Henri  J.  Lsjour,  M.  Dub?,  J.  L.  Adams. 
Jacob  Arbe.ss. 

The  following  passed  on  all  but  one  subject :  F.  Matta, 
E.  Girard,  G.  Lab'rosse,  P.  H.  Bolton,  Jean  Galardo,  H. 
Quesnel,  L.  A  Germain,  L.  G.  Decarie,  S.  Robinson,  U. 
Rouleou. 


He  WasTi  't  Going'  to  Work  in  the  Shade 

Silas  (the  hired  man) :  "Gosh,  boss!  It's  not  much 
fun  workin'  with  the  thermometer  one  hundred  and 
two  in  the  .shade!" 

Farmer  Haystack:  "Waal,  yer  dern  fool!  What's 
that  to  you?    You're  not  goin'  to  work  in  the  shade!" 


Too  many  people  get  into  an  argument  who  have 

nothing  to  say. 

•  •     • 

Merchant  (to  applicant  for  job) :  "Sorry,  but  T  only 
employ  married  men." 

Applicant:   "Do  you   happen   to   have   a   daughter, 

sir?" 

•  •     • 

Have  a  little  patience.  Even  a  corkscrew  doesn't  go 
straight  to  the  point,  but  it  gets  there. 

*  •     • 

"Thev  do  things  differently  in  Mexico." 

"How's  that?" 

"The    presidents    do    most    of   their   running   after 

they're  elected." 

•  •     • 

Because  a  store  is  primarily  for  biisiness  purposes 
there  is  no  reason  why  art  and  beauty  should  be  ex- 
cluded from  arrangement  or  equipment. 

•  •     • 

"I  don't  see  why  you  call  your  place  a  bungalow," 
said  Smith  to  his  neighbor. 

"Well,  if  it  isn't  a  bungalow,  what  is  it?"  said  the 
neighbor.     "The   job  was   a  bungle   and  I   still   owe 

for  it." 

#  *     * 

Women  may  be  shallow,  but  many  a  man  gets  beyond 

his  depth  chasing  them. 

»     *     • 

"Father,  how  do  you  measure  limburger  cheese?" 
"By  scentimeters,  of  course." 

*  •     * 

Some  people  are  always  looking  for  trouble  with 
such  eagerness  that  they  will  even  dodge  pleasure  to 

find  it.  . 

*  *     *  , 

Mrs.  Churchwoman  (in  church  during  the  sermon)  — 
"Don't  you  think  the  preacher  is  a  polished  speaker?" 

Her  Husband  (wearily) — "Yes,  but  it  looks  to  mfe  as 
if  he's  never  going  to  be  a  finished  one." 

*  •     * 

It  is  easy  to  fool  a  customer  once,  but  it  is  not  so 
easy  to  fool  him  again  because  he  isn't  likely  to  come 

back. 

•  •     • 

"What  is  a  four  flusher?" 

"A  man  who  mak-«s  a  45-centimetre  demonstration 
and  fires  a  32-calibre  projectile." 


MUST   PUT   WAR   TAX   STAMP   ON   ARTICLE 
GIVEN  AWAY  WITH  PURCHASE 

INTERESTING  jLoints  rcganliimg  the  war  stam:])  tax 
on  jiatents  aiid  perfauiiery  still  com©  to  light.  The 
latest  question  ie  "I>o  you  have  to  jiut  a  stamp  on  a 
taxa.bl«  aTtilele  when  it  is  given  awuy  with  a  pur- 
t-h<am  of  goods?"  A  dniiggist  advortised  that  he 
would  give  one  2.'^-c©Tit  tin. of  talcum  powder  with 
ev^/ry  purchase  of  50  cents  oj  more.  Shoiuld  he  put  a 
war  tax  stiaimp  on  the  talfum  powder f 

Th'e  Retiail  Druggist  took  the  matt«ir  up  with  the 
laiiland  Revemu©  Department  at  Toronto,  and  the  deputy 
i-ollectoir  ruleid  that  it  would  have  to  bear  the  war 
tax  stamp.  "It  is  a  part  amd  a  condition  of  the 
sale,"  he  stated,  "and  is,  bheirefore,  really  »old.  There- 
fore, it  must  bear  a  stamp  in  prwportioii  to  its  retail 
value. ' ' 
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FORMULARY 

Special  'Preparations  for  the  ^Druggist 


Worms  in  Hogs 

Will  you  publish  a  formula  for  a  worm  destroyer  to 
be  given  to  boss? 

The  follov'ing  is  a  reoommeTiiied  formula: 

Sodium  sulphate,  powder 2  ounces  av. 

Tansy,  powder  5  draehras. 

Castor  oil    . . 6  fluidraehras. 

Napht'lialin 30  grains. 

Rye  flour %  ounce  av. 

Mix  tog-ether  and  add  syrup,  glucose,  or  molasses  to 
form  an  electuary. 

One-fourth  of  this  mixture  is  to  be  given  every  two 
hours. 

Spavin  Remedy 

Turpentine 4  fluidounces. 

Alcohol 8  fluidOunees. 

Camphor   960  grains. 

Iodine 100  grains. 

Petroleum  oil  (heavy) 2  flnidounces. 

Oil  of  rosemary  4  flnidraehms. 

Dissolve  the  camphor  and  iodine  iu  the  alcohol  and 
add  the  other  ingredients. 

Blister 

Powder-ed  cantharides   ...    1  ounce 

Red  iodide  of  mercury 1  ounce." 

Lard 8  ounces. 

Digest  the  eantharides  in  the  lard  on  a  water-bath 
for  six  to  eight  hours;  strain,  and  when  the  mixture 
begins  to  set  inieorpor<ate  the  red  iodide  of  mercury. 

Solutions  for  Perspiring  Feet 

1.  Bal.=am  of  Peru 15  minims. 

Formic  acid   1  drachm. 

Cliloral  hydrate   1  drachm. 

Alcohol,  sufficient  to  make  8  ounces. 

Dissolve  the  balsam,  acid  and  chloral  hydrate  in  the 
alco'hol.  Apply  to  the  feet  with  a  swab  of  aibsorbent 
cotton. 

2.  Boric  acid   15  grains. 

Borax 6  drachms. 

Salicylic  acid 6  drachms. 

Glicei-in \y>>  ounces. 

.Alcohol,  sufficient  to  make  3  ounces. 

Dissolve  the  solids  in  the  glycerin  with  the  aid  of 
gentle  heat  if  necessary,  and  add  the  alcohol.  Apply 
as  in  the  foregoing. 

Vanishing  Toilet  Cream 

The  folloM'ing  formula  is  given  in  a  recent  issue  of 
the  London  Chemist  and  Druggist: 

Stearic  acid   4  pounds  12  ounces. 

Glycerin 8  pounds     8  ounces. 

Distilled   water    ; 11  pints. 

Strong  solution  ammonia 4  ozs.     6  drams. 

Eau  de  Cologne 16  ounces. 

Oil  of  hyacintlh 6  drops. 

Oil  of  jasmin  ('artificial) 4  drams. 

Artificial    musk    20  grains 

Terpineol 2  ounces. 

Melt  the  stearic  acid  on  a  water  bath  at  75  d^g.  to  80 
'deg.  C,  and  heat  two  pounds  of  the  glycerin  with  nine 


pints  of  water  to  the  same  temperature.  Add  the  am- 
monia to  the  glycerin  solution,  and  then  put  in  the 
stearic  acid,  M'ith  constant  stirring.  Mix  the  rest  of  the 
glycerin  and  water  and  heat  to  80  deg.  0.  Pour  this  into 
the  first  mixture  with  constant  stirring,  continuing  the 
stirring  and  miaintaining  t(he  temperature  for  about 
fifteen  minutes.  Remove  from  the  source  of  heat  and 
beat  unitil  cold.  Mix  the  perfumes  and  add  slowly,  with 
constant  beating. 

Sunburn  Lotion 

Citric  acid   2  drams. 

Glycerin (>  ounces. 

Oil  of  orris '. i/^  dram. 

Oil  of  bergamot   15  minims. 

Vanillin  ...    5  grains. 

Alcohol '  1  dram. 

Orange  flower  water to  make     1  pint. 

Magnesium  carbonate   1  dram. 

Chlorophyll to  color. 

Dissolve  the  vanillin  in  the  alcohol,  mix  with  the  oils 
and  triturate  with  the  magnesium  carbonate,  gradually 
adding  the  orange  flower  water;  filter,  dissolve  the  acid, 
in  the  filtrate  and  add  the  glycerin. 


REMOVING  OLD  LABELS  IN  RE-FILLING 
PRESCRIPTIONS 

There  are  several  ways  of  'luickly  removing  an  old 
label.  One  is  to  scrape  it  ofl'  with  a  knife  (not  a 
spatula),  and  remove  the  remiaining  bits  of  paper  by 
moistening  with  water.  Another  ouick  method  is  to 
soak  it  0^  with  warm  water,  while  preparing  the  pres^ 
cription.  A  third  method  is  to  use  a  perfectly  clean 
bottle  and  to  make  such  disposition  of  the  old  one  as  is 
made  with  other  old  bottles. 

In  writing  new  labels  for  refills,  one  should  use  the 
old  label  as  a  guide,  and  make  it  as  nearly  like  ths 
original  as  possible  in  style ;  of  course,  comparing  it 
with  the  directions  on  the  prescription. 

All  labels  that  are  to  be  attached  to  bottles  or  boxes 
containing  prescribed  medicine  .should  be  neatly 
trimmed.  The  edge  Should  be  close  to  the  outer  border 
and  .should  be  even  with  this  border;  this  includes  also 
all  strip  labels  of  the  "shake  the  bottle"  variety.  It  is 
only  a  little  thing,  but  it  adds  greatly  to  the  appear- 
ance of  the  finished  package,  and  is  necessary  for  those 
pharmacists  whose  motto  is  "Quality." 


CAN  YOU   BEAT  IT? 

Moose   Jaw  Betailer   Sold   850   Worth   of   Piperazine 
in  One  Sale 

IF  retailers  could  sell  .^.'iO  worth  of  a  drug  at  a  time 
there  would  certainly  be  some  money  in  the  pres- 
cription end  of  the  drug  business.  Such  sales  are  not 
made  very  often,  but  they  are  made,  as  evidenced 
by  the  following  letter  from  HJarry  Brodie,  proprie- 
tor of  the  Moose  Jaw  Di-ug  and  Stationery  Co.,  Ltd., 
of  Moose  Jaw,  Sask. 

"The  EetaJl  Druggist: 

"On  Monday,  Aug.  9,  we  had  a  prescription  .'or  a 
six-ounce  mixture  of  piperazine.  The  purchaser  asked 
how  long  it  wiould  last  him,  and  when  he  was  told 
asked  for  enough  for  eight  months.  This  figured  up 
to  $75.  Wie  only  had  enougih  to  give  him  $50  wortih, 
but  even  at  that  we  think  it  will  take  some  beating." 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A  department  of  means  and  methnJs  of  increasing  business  t'n  photographic  sup- 
ply, pennanb,  ptajiing  cards,   pens,  ink,  sporting  goods,    novettiea,  china,   etc. 

II 

TIME  TO  THINK  OF  XMAS  REQUIREMENTS 

By  this  time  the  dealer  should  have  given  sei-iows 
consideration  to  Xmas  requirements.  It  will  not  be  a 
great  while  slipping  arouni  until  the  selling  season 
will  he  here,  and  the  dealer  who  exoeets  to  get  the  best 
results  needs  to  give  thought  to  his  selection  of  stock. 
so  that  it  will  be  easily  salable  when  the  selling  season 
com'es.  The  dealer  who  waits  until  the  last  moment 
finds  stocks  depleted  and  is  unable  to  get  the  selection 
he  would  wish  and  is  Jiot  ^oiiig  to  get  the  best  results 
from  Xmas  trade. 

By  g^etting  orders  and  stock  in  e^rly  the  dealer  is 
iu  a  m.uch  better  position  to  shape  his  selling  plans  for 
the  season. 


SELL  CAMERAS  TO  PEOPLE  ON  THE  FARM 

There  is  much  good  sense  and  good  business  in  the 
efforts  put  forM-ard  by  Macfarlano's  Drug  Store,  Dur- 
ham, Ont.,  to  interest  the  people  on  the  farm  in  amateur 
photogi'aphic  work.  There  is  no  reason  why  the  camera 
should  not  be  used  just  as  much  by  people  in  the  coun- 


The  Camera 
on  the  Farm 

From  $1.00  up 

McFarlane's    Drug   Store 


pARMERS  are  fast 
becoming  alive  to  (he 
profit  and  pleasure  of 
making  their  own  pic- 
tures. Come  in  and  let 
us  show  you  how  easy 
it  is  done. 


try  as  those  in  the  city.  They  desire  just  as  much  as 
any  other  to  have  photographs  of  their  friends  and  of 
scenes  that  appeal  to  them,  and  they  have  plenty  of 
good  sceneiy  available  for  photographic  work.  With 
rnral  mlail  delivery  it  is  convenient  for  those  in  the 
country  to  send  their  films  in  for  dcA^eloping  and 
printing. 

The  Maefarlane  store  used  small  space  in  the  local 
paper  to  play  up  the  pleasure  and  profit  of  a  camera 
for  those  on  the  farm.  Note  the  reproduction  here  and 
the  line  at  the  bottom,  "Come  in  and  let  us  show  you 
how  easy  it  is  done."  Many  people  think  that  the 
operation  of  a  camera  is  difficult.  This  erroneous  im- 
pression should  be  eliminated  from  their  minds. 


BOOM  FALL  SPORTING  GOODS  TRADE 

The  fall  athletic  season  will  soon  be  in  full  swing, 
and  druggists  who  sell  sporting  goods  should  now  be- 
gin to  put  football,  basketball,  and  other  seasonable 
sporting  goods  to  the  front.  School,  eollege  and  club 
business  is  a  particularly  profitable  line  of  endeavor, 
and  is  well  worth  a  special  effort  to  secure. 

In  order  that  this  business  may  be  best  secured  it  is 
well  that  the  dealer  or  his  clerk  become  intimately  ac- 


quainted with  the  various  organizations.  If  you  can 
become  acciuainted  'vyith  the  officers  and  players  it  will 
exert  a  vast  influence  when  they  have  occasion  to  buy 
equipment.  A.t  any  rate,  seasonable  sporting  goods 
should  be  given  prominence  in  display  at  the  proper 
time 


CHEERFULNESS  AN  ASSET 

We  frequently  hear  employers  preaching  the  value 
of  cheerfulness  to  their  clerks,  but  from  my  observa- 
tions I  think  a  good  many  employers  need  a  little  ser- 
mon on  the  same  subject  themselves.  Going  into  a 
store  on  a  bright  day  and  finding  the  boss  looking  like 
a  fresh  fruit  merchant  on  a  wet  Saturday  night  ia  not 
going  to  induce  a  person  to  buy  very  much. 

Cheer  up,  Mr.  Merchant.  Smile  a  little  bit.  You 
may  have  something  to  be  downcast  over,  but  I  know 
a  good  many  people  worse  off  than  you.  I  know  a 
fellow  who  has  been  crippled  with  a  broken  back 
for  years,  and  yet  he  always  has  a  smile  on  his  face. 
He  says  he's  glad  he  isn't  dead. 

Don't  go  round  as  if  you  were  carrying  the  responsi- 
bilities of  the  whole  world  on  your  shoulder.  Pick  out 
the  rays  of  sunshine  in  the  cloud  and  show  you  are  glad 
to  be  living,  by  being  cheerful. 


Some  of  the  Goods  we  sell 

A  Part  of  the  "RIGO"  Une 


^  Ovals,  all  kinds. 

(liBttered  and  plain.) 
Handy  Specials, 
-  6-dr.,   IVi,  21/2  and  5-oz. 
Regular  Panels   (all  sizes). 
Glass   Stoppered   Bottles. 
"RIGO  NATURAL"  Nursers 
5-Star  Feeders. 
Diamond  Feeders. 
Bound  Sterilizers. 
"RIGO"  Sterilizers. 
Ointment  Jars,   all  sizes. 

(TaU  and  siiuat.) 
Toilet  Cream  Jars. 
Vaseline  Bottles. 
"RIGO"  Poison  Bottles. 
Magnesia  Bottles. 
Screw-cap   Squares. 
Toilet  Cream  Bottles. 
Tooth  Powder  Bottles. 
"EIQO"  Eye  B  Bottles. 
Perfume  Bottles. 
' '  RIGO ' '      Graduates,     all 

sizes. 
Glass  Mortars,  all  sizes. 
Wedgewood     Mortars,     all 

sizes. 


Glass  Funnels,  all  sizes. 
Glass  Percolators,  all  sizes. 
Glass  Urinals,  Male. 
Glass  Urinals,  Female. 

f Plain  and  Graduated.) 
Sick    Feeders,     China    and 

Glass. 
Bed  Pans,  7  styles. 
Douche  Pans,  Steel  Enamel. 
"RIGO"  Medicine  Glasses. 
Eye  Baths. 
Glass  Spirit  Lamps. 
"RIGO"        Rubber       Tip 

Syringes. 
Kasal  Douches. 
Homeo.   Vials,   all   kinds. 
Test   Tubes,   all  kinds. 
Florence  Flasks. 
Medicine  Droppers. 
"RIGO"  Eye  Pipettes. 
Glass  Syringes. 
Glass  Pipes,  ail  kinds. 
Glass  Catheters. 
"RIGO"  Nipples. 
Transparent   Nipples. 
Nipple   Shields. 
Photo.   Measures. 
O.C.P.   Poison  Bottles. 


The  Richards  Glass  Co.  Ltd. 

Toronto        -        Canada 
"Everything  the  Druggist  needs  in  Glass" 
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THE  STATIONERY  DEPARTMENT 


:|      A  Jeparlment  devoted  to  stationery,  took',  po'l  cards  and  associated  lines      ll 


GIVE  PROMINENCE  TO  STATIONERY 

The  dealer  who  desires  to  build  up  a  worthwhile  sta- 
tioiiei'v  department  must  keep  ."v.  givino;  comtinuous 
prominence  to  the  line.  It  is  the  reminder  by  display  or 
the  suggestion  of  the  salesman  that  induces  a  large  pei- 
centage  of  sales.  Thus,  the  value  of  keeping  this  line 
well  to  the  front  and  devoting  some  time  to  its  sale. 

To  maintain  interest  in  stationery  it  is  a  good  policy 
to  play  up  the  new  lines  well.  People  are  constantly 
on  the  vrateh  for  special  lines  for  their  correspondence 
— something  a  little  exclusive.  For  some  time  now  pat- 
riotic stationery  has  been  selling  well,  and  will  con- 
tinue to  enjoy  a  big  demand,  because  evervthing  of  a 
patriotic  nature  appeals  to  the  public  at  the  present 
time. 

This  is  a  good  time  to  give  special  attention  to  sta- 
tionery. People  are  inclined  to  neglect  their  corres- 
pondence during  the  warm  weather  and  vacation  time, 
but  now  that  these  two  sunxmor  features  are  waning, 
people  will  begin  to  think  of  the  letters  that  they  should 
have  but  have  not  written.  Many  will  want  a  new  sup- 
ply of  stationery,  and  it  is  the  dealer  who  gives  it  prom- 
inence who  will  cash  in  on  this  demand  to  the  greatest 
extent. 


SUGGESTIONS  FOR  SELLING  LEAD  PENCILS 

By  W.   G.  Stringer 

I  am  inclined  to  think  that  the  lack  of  interest  in 
the  matter  of  lead  pencil  sales  on  the  part  of  some 
iegitiiiiate  stores  has  to  some  extent  m'ade  possible  the 
coming  into  existence  of  the  large  number  of  itinerant 
pencil  sellers.  The  salesman  has  not  made  the  subject 
of  lead  pencils  of  sufficient  importance  in  the  mind  of 
a  bu.-s'cr  with  whom  he  might  enjoy  other  very  satisfac- 
tory relations,  and,  in  many  cases,  the  buyer  has  not 
hesitated  to  yield  to  the  propositions  of  the  itinerants 
m.entioned,  and  it  is  a  fact  that  when  they  get  an  open- 
ing wedf/e  thev  frequently  sell  other  things  besides 
pencils. 

In  the  second  place,  some  dealers  \yho  hatidle  sta- 
tionery handicap  themselves  in  the  sale  of  lead  pen- 
cils by  not  attaching  sufficient  importance  to  the  matter 
of  properly  displaying  them,  especially  when  it  is  re- 
membered that  every  customer  that  comes  into  your 
store,  large  or  small,  is  a  possible  pencil  buyer. 

In  the  retail  business,  as  in  all  other  lines,  the  inipori- 
ance  of  conspicuously  and  attractively  arranged  dis- 
plays of  all  important  items  of  merchandise  is  beyond 
any  question,  as  evidenced  by  the  success  of  the  de- 
partment store  methods.  To  illustrate  this  point  as 
applied  to  lead  .pencils:  One  of  the  leading  dealers  in  a 
large  town,  located  on  a  prominent  thoroughfare,  some 
time  ago  concluded  that  he  was  not  getting  his  share 
of  the  lead  pencil  business.  He  realized  that  every  man, 
woman  or  child  that  came  into  his  store  was  a  possible 
customer  on  lead  pencils,  so  he  arranged  an  attractive 
lead  pencil  display  conspicuously  located  in  the  very 
front  of  his  store.  The  results  opened  his  eyes,  as  imme- 
diately there  was  a  tremendous  increase  in  his  lead 
pencil  sales. 

It  should  also  be  observed  that  this  nicely-arranged 


exhibit  was  augmented  by  the  activities  of  a  live- wire 
salesman  in  this  particular  store.  He  had  himself  well 
posted  on  lead  pencils,  and  he  took  advantage  of  every 
graceful  opportunity  to  bring  the  subject  up  with  cus- 
tomers who  came  in  the  store  to  get  other  things,  with 
no  idea  of  buying  le^d  pencils. 


A  LITTLE  PRAISE  STIMULATES  CLERK'S 
EFFORT 

During  certain  seasons  the  ambition  of  the  clerk 
in  the  work  of  dressing  windows  and  arranging  counter 
displays  naturally  is  inclined  to  lag.  It  is  the  dealer 
who  can  maintain  enthusiasm  in  his  employes  who  will 
get  the  best  results. 

A  Montreal  merchant  who  has  made  somewhat  of  a 
study  of  this  says : 

"In  order  to  keep  the  enthusiasm  of  the  clerks  up,  I 
make  suggestions  now  and  again  that  I  think  will  in- 
terest them.  I  will  come  in  some  morning  and  say: 
'I  see  Jones  has  a  good  display  of  so  and  so,'  and  then 
offer  a  suggestion  that  J  think  would  be  a  good  one. 
The  clerk  then  generally  goes  to  work  determined  to 
turn  out  a  window  trim  that  will  attract  more  attention 
than  Jones'.  When  they  do  turn  out  a  good  window, 
I  praise  them  for  it,  pointing  out  the  great  value  of  the 
window  as  a  selling  medium.  When  they  see  that  I 
recognize  their  efforts  and  give  them  credit  for  their 
work,  it  induces  them  to  try  even  harder." 


Had  Reason  to  Mourn 

At  the  funeral  of  a  very  rich  man,  a  young  fellow 
wept  loudly  and  bitterly. 

"Why  are  you  crying?"  inquired  a"  bystander;  "you 
are  no  relation." 

"No,"  howled  the  mourner,  "that's  why  I'm  cry- 
ing." 


HINTS   FOR   THE   STATIONERY  REPARTMENT 

PEN"  points  are  a  small  line,  but  small  sales  eou-nt. 
Thev  a1?o  bring  custnmere  to  tlie  store. 
Giamee   and   cards  will   soon   be  in   greater   de- 
mand.   Is  your  stock  in  shape  to  look  ai'ter  this  trade? 

Tf    you    hiavein 't    ord'Cred    your    Xmias    cards,    don't 
.  put  it  off  any  longer.     It  is  certainly  tiime  to  look  to 
requirements. 

Mucilage  is  a  handy  thina?  to  "have  in  tihe  hooise. 
Impress  this  on  customers  by  means  of  a   show  card. 

Koep  adding  new  co\-ors  occasionally  to  your 
scribbler  .stock,  ■  in  order  to  keep  tihe  sc^bool  chil- 
dren interested. 

Puzzles  retailing  at  a  low  price  sell  well.  People 
always  like  to  tax  their  brain  with  some  interesting 
work  like  this.  Why  not  have  an  assortment  on  the 
counter? 

Xow  that  people  are  returning  from  their  holidays, 
it  is  well  to  play  up  photo  albums  for  their  snapshots. 

Don't  forget  to  mention  fountain  pens  to  customers 
wihen   they   puTchase  stationery 

Give  t  little  attention  to  lead  peneils.  Everybody 
uses  them.     Are  yooi  getting  your  share  of  this  trade? 
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Fall  Stationery 


IT  PAYS  to  show  the  latest  goods  in  stationery.  To  impress  buyers  that 
your  stock  is  up  to  date ;  is  worth  money  to  you.  Here  are  a  few  of  the  new 
styles  intboxed  note  paper  and  envelopes. 


No.  5101  —  Parisienne,  Palais  Royal,  Long  Envelopes,  Per  Doz. 

No.  5100— Channelise  Elaine  " 

No.  3002 — Parisian,  .Suipe  Lined,  Long  En\s.,  Cards 

No.  3010— Le  nen  BatisU-,  Gold  Eck-e 

No.  3011— Iris  Linen  "        " 

No.  3003 — Nava  re,  Colored  Edge,   Long  Envelopes 

No.  3005 —       "  "  "        Long  Envs. ,  Cards 

No.  3006 —       "  "  "        Empress   " 


$2.00 
2  00 
3.00 
3.60 
3.60 
3.60 
3.75 
3.75 


Sample  order  of  the  above  8  lines  will  be  supplied 
for  $2.00.     A  post  card  will  bring  them. 

WARWICK  BROS.  &  RUTTER,  Limited 

Manufacturers  of  Fine  Stationery 
TORONTO 
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HINTS  TO  BUYERS 

News  from  Manufacturers,  Jobbers, 
and  Agents 


NEW  LOOSE-LEAF  CATALOGUE  OP  INTERSTATE 
ELECTRIC 

The  Interstate  Electric  Novelty  Co.,  Toronto,  have 
issued  a  new  loose-leaf  catalogue,  giving  descriptions 
and  illustrations  of  their  many  lines,  including  flash- 
lights of  all  kinds,  hand,  automobile,  bicycle,  launch, 
etc. ;  batteries,  cigar  lighters,  tungsten  lamps,  push 
biittons,  sockets,  plugs,  meters,  decorative  outfits,  etc. 

The  reason  for  using  a  loose-leaf  system  is  on  account 
of  the  many  new  electrical  goods  being  added  to  the 
various  lines.  A  retail  merchant  can,  therefore,  keep 
the  catalogue  up-to-date. 

The  cover  is  worthy  of  special  mention.  It  contains 
a  colored  cut  of  a  lady  looking  in  a  mirror  to  illuminate 
her  face.  It  makes  a  very  attractive  and  striking  cover. 
Dealers  will  find  the  catalogue  a  valuable  one. 


GLAXO  SOLD  ON  PRICE  PROTECTED  PLAN 

In  pushing  the  sale  of  Glaxo,  druggists  are  not  only 
making  a  direct  appreciable  profit,  but  they  are  giving 
support  to  a  trade  principle  that  means  an  assurance  of 
profit  to  them — the  sale  of  goods  on  the  price-protected 
plan.  This  feature  is  one  that  is  appreciated  by  the 
trade,  because  there  is  no  danger  of  profits  or  trade  in 
this  line  being  affected  by  price  cutting. 

The  extensive  advertising  of  Glaxo  that  is  now  being 
done  is  stimulating  a  demand  that  the  enterprising 
dealer  would  do  well  to  casih  in  on.  The  company  is 
located  at  4]  8  Dominion  Bank  Building,  Toronto. 


NICKEL-PLATED  TUBULAR  FLASHLIGHT 

The  Canadian  Ever  Ready  Works,  86-90  Chestnut 
Street,  Toronto,  are  offering  a  line  of  handsome  nickel- 
plated  solid  metal  case  tubular  flashlights  for  motor- 
ists, the  plumber,  and  the  steamfitter.  These  lights  are 
water  and  oil  proof  and  cannot  be  short-circuited  by 
contact  with  metal  tools,  etc.  They  are  made  in  all 
standard   sizes   in   straight   tubular   types,    also   with 


large  parabolic  reflector  for  general  outdoor  use.  They 
are  equipped  with  the  famous  Eveready  "Tungsten" 
guaranteed  battery  and  the  Eveready  mazda  lamp. 
The  ease,  the  battery,  and  lamp  are  "made  for  each 
other,"  thus  insuring  the  maximum  of  efficiency. 

The  Canadian  Ever  Ready  Works  have  been  manu- 
facturing in  Toronto  since  July,  1914,  and  state  that  in 
spite  of  war  conditions  their  business  has  shown  a  most 
gratifying  growth. 

"INDUSTRIAL  ALCOHOL" 

A  pamphlet  on  "Industrial  Alcohol"  has  been  issued 
by  the  Canadian  Section  of  the  Society  of  Chemical 
Industry.  It  goes  into  the  various  uses  of  ethyl  alcohol 
and  gives  the  legislation  regarding  its  use. 


"THE  DRUGGIST  AND  HIS  PROFITS." 

In  these  days  when  an  assurance  of  profit  is  essen- 
tial to  the  business  man,  such  a  book  as  "The  Druggist 
and  his  profits,"  by  Harrj'  B.  Mason,  is  one  that  makes 
valuable  rer.din'g  for  the  druggist  who  wants  to  make 
sure  of  his  business  netting  him  a  real  profit. 

The  author  takes  the  stand  that  there  are  altogether 
too  many  druggists  who  are  not  making  the  money 
they  should  and  are  drifting  along  all  unaware  of  the 
fact  because  they  have  not  the  proper  records  to  show 
them  at  all  times  just  what  progress  is  being  made 

It  is  the  purpose  of  this  book  to  enable  the  druggist 
to  get  at  the  facts  about  his  business,  to  show  him 
what  his  profits  really  are  or  are  not,  and  to  assist  him 
in  conducting  his  business  so  that  when  the  books  are 
balanced  at  the  end  of  the  j'ear,  that  he  •vnW  find  that 
he  has  really  made  a  profit. 

The  book  goes  into  the  need  of  elisninating  guesswork 
in  the  matter  of  profit,  and  gives  the  necessary  records 
for  putting  it  on  a  real  business  basis.  It  goes  into 
the  matter  of  expenses,  pricing  of  goods,  conducting 
of  prescription  department  at  a  profit,  study  of  annual 
statements  and  other  important  phases  of  the  profit 
question. 

We  note  that  the  book  comes  out  strongly  in  favor 
of  the  figuring  of  profits  on  the  selling  price  in  order 
that  confusion  and  mistakes  may  be  avoided. 

The  author  of  "The  Druggist  and  his  profits"  is 
Harry  B.  Mason,  of  the  Bulletin  of  Pharmacy,  De- 
troit.    It  is  bound  in  cloth  and  sells  at  .$1.00. 


MECCA  OINTMENT 

Mecca  ointment  is  a  most  profitable  article  for  the 
druggist  to  handle.  It  yields  a  good  margin  of  profit 
and  its  merit  brings  repeat  business.  It  is  endorsed  and 
used  by  head  surgeons  and  physicians  in  various  army 
hospitals  in  both  England  and  Fraiice,  and  physicians 
have  reported  some  wonderful  instances  of  healing, 
especially  in  wounds  of  a  gangrenous  nature.  Officers 
of  the  2nd  Canadian  Contingent  alone  took  160  pounds^ 
of  Mecca  with  them.  This  testifies  to  the  high  regard 
in  which  it  is  held,  and  gives  the  druggist  reason  for- 
strongly  pushing  its  sale.  It  is  sold  bv  Foster-Daek 
Company,  Ltd.,  337-338  King  St.  W.,  Toronto. 


BRITISH  MANUFACTURERS  AND  THE  CANA- 
DIAN DRUG  TRADE 

{^Continued  froTn  pa^e  J 9) 

its  requirements  and  conditions,  and_  while  here 
appoint  one  or  two  representatives  who  have  the- 
confidence  of  the  trade.  In  the  event  of  not  being  able 
to  visit  this  side  of  the  Atlantic,  the  next  best  thing, 
if  a  resident  representative  is  to  be  appointed,  is  to 
consult  the  trade  and  the  trade  press,  as  occasionally 
men  have  been  appointed  who  are  deficient  in  either 
experience,  albility,  or  moral  fibre.  A  representative 
who  does  not  possess  the  confidence  and  respect  of  the 
trade  will  certainly  not  prove  a  satisfactory  salesman. 

Improved  Trade  Outlook 

That  trade  in  %nada  is  on  the  eve  of  a  revival  there 
can  be  no  doubt.  The  crops  will  undoubtedly  be  the 
largest  in  the  history  of  the  eountiy,  and  as  stocks  of 
all  kinds  are  light  a  larger  movement  of  merchandise 
is  certain  to  follow  the  harvest. 

The  time  to  strike  for  business  is  now. 
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A    DOCTOR'S    ADVICE 

Mrs.  G.  Holiii»y.  ."i  Yeld- 
ham  Roml,  IlAiumer- 
smith. writes:— "My  Haby 
Charlt'j;  has  l>een  wartxi 
entirely  Oil  yowr  Food 
Rinco  the  a^  of  three 
weeks.  When  born  he 
weijfhtMl  7  lb„  but  did  not 
thriveon  hisnaturHlmilk, 
and  UNKKK  THK  AD- 
VICE OK  DOCTOR— 
FuUiam  Palaco  Koad,  HK 
WAS  VVT  ON  YOUR 
FOOD.  Ho  is  now  six 
months  old  and  wei^rhs 
IKi  lb.  1  am  thankful  to 
Bay  he  has  never  had  any 
troubles  since  lie  first 
started  it.  and  is  in  every 
way  a  healthy  boy.    I'rk- 

viofg  TO  TKVINO  VOIR 
FOOI>  WK  TKIKO  OTHERS 
WHICH  WKKE  MOKE  EX- 
I'EN'SIVE.  BU  r  WHICH  DID 
NOT  .tOREE  WITH  HIM  SO 
WELL  AS  'NEAVk's'"— JVo- 

reiiibcr  17lh.  I'JU. 


Nkavk's  Fooo  has  for  many  ysaks  been  used  IN  THE  Russian 
Imperial  Family 

90  YEARS'  REPUTATION 

GoH  Medals,  London,  1900,  1906  and  1914,  also  Paris. 


For  Infants  and  Invalids 


Food 


Sold  by  most  wholesale  druggists  and  leading  drug  stores  in  tins  specially 
packed  for  Canada.  Terms  and  advertising  matter  sent  on  application  to  the 
Canadian  Agent:— EDWIN  UTLEY,  U  Front  Street  East,  Toronto 

Manufacturer*:— JOSIAH  R.  NEAVE  &  CO.,   Fordingbridge,  England 


Another  Frt«nd*s  Advic* 

Mrs.  J.  W.  Pateman,  34 
Harriet  St.,  Toronto,  in 
writing  about  Neave's 
Food  says  "When  I  first 
knew  one  of  my  friends, 
her  baby  Jack  was  eight 
months  old  and  dying  by 
inches.  She  had  tried 
three  Foods  because  her 
■lack  could  not  digest 
milk.  At  last,  I  fetched 
her  a  tin  of  Neave's  Food. 
At>  the  end  of  a  month. 
Jack  was  rapidly  gaining 
flesh  and  was  bright  and 
happy.  He  is  a  lovely  boy 
now  and  she  declares 
Neaye's  Food  saved  his 
life."  And  it  did. 

Dr.—  L.R.C.P.,  L.R.C.S. 
Kd.,  L.F.P.S.  Glas..  etc., 
(Leeds),  writes:—  "Your 
Neave's  Food  is  suiting 
our  youngster  admirably, 
for  which  we  are  very 
thankful.  .She  was  notdo- 
ing  well  on  cow's  milk 
and  water  alone."  Sept. 
lllth.  1913. 


Mucilages  and  Paste 


A  LINE  TO  STOCK— The  "Acid  Cure"  Spinal  Syitem  of  Treatment 

F.  COUTTS  &  SONS'   Guaranteed 

ACETIC   ACID 

APPROVED  FOR  RFTY  YEARS 

A  safe,  simple,  and  efficient  Ejcternal  Remedy  for  Nerve  Com- 
plaints»  Gout.  Rheumatism,  Throat  and  Chest  complaints.  Spinal 
Stomach,  Liver,  and  all  Acute  and  Chronic  Diseases. 

Can  be  obtained  in  Urge  and  small  tize  bottles  from  the  (oUowins  wholesale  house*  : — 
Hamilton — Parke  &  Parke.  London,  Ont. — London  Drug  Co.  Toronto — Lyman 
Sons  &  Co.,  National  Drug  Co.,  The  T.  Eaton  Co.,  The  Drug  Trading  Co.  Vic- 
toria—National Drug  Co.  Winnipeg— Martin  Bole  &  Wynne  Co.,  The  T.  Eaton 
Co.  Kingston- Hobart  &  Sons.  Montreal— Sharland  &Co.,  National  Drug  Co.. 
Ljrman  Sons  &  Co.     Vancouver— J.  A.  Tepoorten,  Ltd. 

The  Practicai  Guide  "containing  instructions  gratis  from  F.  Couth  &  Song 
6  Gt.  Ea*tcrn  Street,  London,  England. 

Be  sure  to  order  "COUTTS'  Acetic  Acid" 


MADE  IN  CANADA 

IN  OUR  CANADIAN  FACTORY  AT 

9-11-13  Davenport  Road  -  Toronto 

Catalogues  mailed  to  the  trade  on  request 


DR.  STEDMAN'S 
TEETHING  POWDERS 


TRADE  MARK 

1».  \'/id.  me  —  9  Powdara 
2..9d.       "        36 

Our  advertiseinent  appears  in  many  Canadian  Papers 

ARE  YOU  WELL  STOCKED  ? 
ThU    Line    U     worth     pushing. 

^     125  New  North  Road,  London,  England 


Novo  Ready 
16th  Edition 


THE  EXTRA 
PHARMACOPOEIA 


MARTINDALE    *    WESTCOTT 


In  two  Tolumes,  21<.  net,  postage  6d.     Separately,  Vol. 
I.,  14t.  net,  postage  4d.;   Vol.  II.,  7*.  net,  postage  34. 

H.  K.  LEWIS  &  CO.,  LIMITED,  136  Gower  Street,  W.C. 

London,  England 


The.  Chemist  and 
Druggist  say* : 

"A  book  that  is  in- 
ditpentable  to  the 
modem  pharmacist, 
and  in  this  case  an  old 
edition  is  not  '  just  as 

good  r " 
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Auto  Strop  Safety  Razor  Co., 

Barker  &  Son,  R 

Bidwell,  Bidwell  &  Co 

Canadian  Ever  Ready  Woiks i. 

Condy  &  Mitchell 

Coutts  &  Sons,  F 

Crown  Perfumery  Co 

Eno,  J.  C,  Limited  

Fennings  Co.,  Alfred 

Foster- Dack  Co 

Gibson  &  Son 

Glaxo  Co 

Howards  &  Son 

Interstate  Electric  Novelty  Co. 

Lewis,  G.  A 

Lewis,  H.  K 

MacDougall  Co.,  A.  R 

Marvel  Co 

Mennen  Chemical  Co.,  Gerrard 

Mentholatum  Co 

Neave  &  Co.,  Josiah  R 

Oil  Products  Co. 

Papier  Poudre  Co., _ i. 

Prout  &  Co 

Richards  Glass  Co.  Ltd 

Rigby  Battock  Co 

St.  Dalmas,  A.  de  &  Co.... 

StaflFord   Ink  Co 

Sovereign  Perfumes,  Limited .'. o. 

Squire  &  Sons 

Stedman,  Dr.  J.  H 

SutclifTe  &  Co : 

Thermogene  Co 

United  Cigar  Stores, 

Veno   Drug  Co 

Warwick  Bros.  &  Rutter,  Toront;) 

Wellington  &  Ward,  Montreal   

Woodward,  W. ,  Limited 

Wright.  Layman  &  Umney,  Limited 


Wellington  Goods 

sell  quickly  and  require 
no  handling  except 
handing  out.  Attractive 
show  cards  with  order 
Photo  BooUcU 

FfM 

Wellington 
&Ward 

MONTREAL 

Also  obtainable  from  the 
National  Drug  &.  Chem- 
ical Co.    Ltd.    Montreal. 


,  [^  'i    NATURES  WAY  TO  HEALTH  AND  LONG  LIFE 


d  TbcDurest  guMifiC  mineral  oil  i«placin{  dm^ 
]  for  BilimunfrA CbfutipBtion.  and  intKsUnal 
II  titxihlea.  Tiuchn — Odorlcta — CoioHoMf 
Lubricate    Your    S^'Stem 

^MAOC  BV      Olt  PPOOUCTS   Co.    MCWMMtP' 


Canadian  Branch 

9  St.  Nicholas  St. 

Montreal,  Que. 

G.  A.  LEWIS 

Manmgtr 


RHEUMATISM    CURED 

THE  BEST  BRITISH  REMEDY  IN  THE  WORLD  FOR 
RHEUMATISM  GOUT  LUMBAGO 

BLAIR'S    GOUT    PILLS 

If  you  sulfer  fiom  any  of  these  complainb  try  theie  celebrated  pilU. 

Perfectly  safe,  sure  and  effectual.   Thousands  can  testify  to  this  statement. 

Known  all  over  the  world  Prout  &  Co.  ,229  Strand,  London,  Eng. 


Established 
1839 


Gold 
Medal 


BIDWELL'S 
BRUSHES 


Ebony,  Rosewood 
and  Satinwood 
Hair  Brushes 

Manufacturers  of  the  Famous 

Silverdrawn  Tooth  Brushes 

specialists  in 

Whalebone 
Hair  Brushes 

Bidwell,  Bidwell  &  Co. 

Limited 

Axminster,  Devon,  England 

Representative  for  Canada  : 

Harold  F.  Ritchie  &  Co.,  Limited 

10-12-14  McCaul  Street,  Toronto 


A.  De  St.  Dalmas  &  Co. 

MAKERS  OF 

Adhesive  Plaster 

Belladonna  Plaster 
Hospital  Strapping 
Porous  Plasters 

Rubber  Adhesive  Plaster 

Menthol  Plasters 
Kidney  Plasters 
Mustard  Leaves 
Com  Plasters 

and  all  kinds  of 

Medicated  Plasters 


Leicester  (England) 

Contractors  to  his  Majesty's  Government 
Agent*: — Sharland  &  Co.,  27  Common  St.  Montreal 
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Should  Nurses  be  Should  a  discount  be  given  to 
given  a  Discount?  mirseis  on  purchases?  This  is  a 
qiiestion  on  which  opinions  differ. 
It  must  be  acknowledged  that  a  nurse  who  is  kindly  dis- 
posed towards  a  ^tore  can  aid  it  to  no  little  extent, 
but  whether  their  influcnee  brings  enough  trade  to  war- 
I'ant  a  discourit  to  thera  or  not  is  the  (]ue3tion. 

One  difficulty  tinat  ai'iscs  when  a  discount  is  given 
to  nurses  is  that  some  unscrupulous  ones  take  advan- 
tage of  the  generosity  of  the  dealer  by  doing  the  pur- 
chasing for  their  friends  and  giving  them  the  discount, 
too.  The  writer  h'as  heard  of  many  inisitanc^s  where  the 
druggist  has  heen  imposed  on  in  this  manner,  as  well 
as  of  eases  •where  mirsfs  have  purchased  good's  for  a 
patient,  having  the  account  rendered  at  full  prices, 
and  then  seeking  a  discount  for  herself  on  the  sale. 

If  this  is  allowed  there  can  be  very  little  profit  froui 
the  business  turned  into  the  store  by  the  nnrse,  as  it  is 
all  done  at  a  diseoiint.  The  dealer  merely  has  the  fun 
of  getting  the  busdness,  and  there  can  be  very  little 
satisfaction  in  that  for  him. 

^me  dealers  make  a  strict  rule  of  giving  a  di.seoTant 
ojily  on  purchases  for  their  ovm  personal  use.  If  the 
laeirehandise  is  for  her  own  personal  needls  she  gets  a 
diMount  on  the  purchase,  but  if  the  purchase  is  for 
someone  else  she  does'  not.  If  a  disconnt  is  given  at 
all,  it  seems  thiat  the  druggist,  in  justice  to  himself, 
shoiiM  hpvo  some  smch  restriction. 

The  question  is  one  worthy  of  disieussion.  and  we 
would  be  pleaded  to  hear  frojn  readers  as  to  their 
opinion  on  the  su'bje'ct. 


The  Cultivation 
of  Drue:  Plants. 


To  a  large  extent  we  have  been 
dependent    on    Europe    for    oair 
drug  supplies,  and  now  that  ship- 
ments from  many  European  siources  have  been  cut  off, 
people  are  beginning  to  give  some  thought  to  t!he  cul- 
tivation of  medicinal  plants  on  our  own  continent. 

There  has  been  a  good  deal  written  on  the  subieet 
already,  but  drug  plants  will  not  grow  on  paper.  It  is 
nece^isary  to  have  actual  production  and  to  get  it  under 
■vay  as  soon  as  posdWe.  It  has  been  suggested  that  one 
means  toward  this  end  might  be  for  the  plharmH'cist  to 


cultivate  dings  in  his  home  garden.  This  plan  is  fol- 
lowed quite  ejitensively  hy  Continental  druiggists.  If 
every  druggist  raised  a  few  pounds  of  drugs  it  woaild 
h.^ive  a  material  effect  on  the  question  of  supplies,  and 
no  doubt  he  would  receive  a  good  deal  of  pleasiire  as 
M-cll  as  enlightenment  from  their  cultivation. 

While  production  on  a  small  scale  hy  druggists  would 
help,  it  is  not  exactly  vi^hat  is  needed.  What  is  needed 
is  the  estaiblishment  of  industrial  gardens  espeeially 
dpsigned  for  the  groAvth  of  medicinal  plants.  To  a 
large  extent  the  methods  of  the  agricultural  farm 
should  be  adapted,  to  medicinal  plants.  This  is  borne 
out  hy  the  experiences  of  those  countries'  which  have 
been  producing  the  largest  supplies  in  the  past. 


Value  of  a 
Grood  Front. 


Did  you  ever  stop  to  consi'der 
hov/  important  a  factor  the  front 
cover  is  in  inducing  a  person  to 
purchase  a  niagazinef  The  name  counts  for  consider- 
aWe  of  course,  biit  if  there  are  two  or  three  that  you 
are  pretty  well  acquainted  with,  the  one  with  the  most 
attractive  front  cover  is  the  one  you  will  'buy. 

The  dealer  should  remiemlber  that  his  srtore  to  the 
averagf"  passerby  is  much  akin  to  a  magay-ine.  Ali 
ne  sees  from  the  outside  is  the  front  cover — ^your  show 
^\■inldo^v.  There  a!»e  a  good  many  people  who  see  only 
the  front  of  the  store--that  is  all  they  take  into  con- 
sideration in  deciding  whidli  store  they  shall  deal  at. 

Thus  the  importance  of  keeping  the  store  front  in 
proper  tnm.  It  is  taken  by  the  average  person  'as  a 
reflec*^icn  of  what  can  be  expeeted  inside,  and  to  make 
a  good  impre'ssion  on  the  purehasing  publi'c  it  should 
be  made  to  appeal  to  the  eye  and  attract  attention. 
It  can  be  made  a  valuable  publicity  agent  if  given  the 
attention  it  deserves. 


Make  Strong  Drive    Fall  trade  is  about  to  take  the 
For  Fall  Trade.  centre  of  the  business  stage.  The 

scheduled  time  has  arrived  and 
the  curtain  is  now  going  up.  The  moment  for  action, 
the  season  of  opportunity  to  which  you  have  been  look- 
ing forward,  is  now  at  hand.    Have  you  everything  in 


10 


THE  RETAIL  DRUGGIST  OF  CANADA. 


October,  1915 


readiness  to  make  your  appeal  to  the  audience?  Have 
you  the  stage  set,  the  neeessarj'  goods  on  hand,  and  have 
ymi  plans  for  going  after  business  in  readiness  in  the 
wings  to  play  their  part  at  the  proper  moment? 

Every  dealer  should  be  thus  prepared  to  cash  in  on 
the  opportunities  for  trade  that  now  present  themselves. 
With  the  change  in  the  temperature  comes  a  change  in 
the  variety  of  goods  in  demand,  presenting  a  chance 
for  the  dealer  to  push  the  sale  of  seasonable  goods. 

In  addition,  the  supply  of  money  at  this  time  is  at 
the  high  water  mark,  especially  in  rural  districts 
where  the  farmers  are  now  cashing  in  on  their  sea- 
son's labors.  Now,  while  the  iron  is  hot,  is  the  time  to 
strike  for  your  share  of  the  possible  business,  injecting 
a  full  head  of  steam  into  the  bjisiness  machine  in  your 
drive  for  trade. 


this  important  question.  It  profits  a  dealer  little  to 
sell  a  lot  of  goods  if  he  is  not  making  a  reasonable 
percentage  of  profit  on  every  sale. 


Cash  in  on  Cus- 
tomer's Presence. 


It  is  difficult  to  understand  why 
some  merchants  will  pay  out  good 
money  for  advertising  to  get  cus- 
tomers into  the  store,  and  then  fail  to  make  full  use  of 
their  presence  there. 

Sometimes  we  will  hear  these  same  merchants  be- 
wailing the  lack  of  opportunities  for  business,  and  yet 
here  are  opportunities  for  making  more  sales  and  they 
neglect  to  put  forth  the  necessary  effort  to  cash  in  on 
them  to  the  full,  as  they  might  by  maintaining  displays 
that  would  catch  the  attention  of  customers  and  induce 
sales. 

Proper  salesmanship  on  the  part  oi.  those  behind  the 
counter  will  also  make  larger  sales  possible.  Cus- 
tomers who  eome  into  your  store  are  open  for  sugges- 
tions, and  intelligent  suggestion  will  frequently  increase 
the  purchases  of  customers  over  actual  demand. 

The  cashing  in  to  the  fullest  extent  on  the  customer's 
presence  in  the  store  is  a  problem  to  which  the  merchant 
should  give  much  thought  and  study. 


Set  Selling 
Prices  According 
to  Costs. 


In  these  days  of  ascending  prices, 
the  dealer  must  look  to  his 
costs  and  set  his  selling  prices 
accordingly,  if  he  would  make  a 
profit  on  the  m  mey  ir  r:fif'>i  a  his  business.  Many  a 
dealer  declares  that  this  is  impossible,  because  if  he 
advances  his  prices  he  will  be  unable  to  hold  his  volume 
of  trade.  He  declares  that  he  must  meet  competition — 
that  he  must  meet  the  prices  of  his  neighbors. 

"'"his  is  one  of  the  greatest  abuses  of  the  drug 
trade.  It  is  unfortunate  that  so  many  dealers  are  so 
ignorant  of  their  costs,  and  accordingly  "do  not  know 
whether  or  not  they  are  making  a  profit.  The  tendency 
of  these  men  is  always  to  make  their  prices  lower  than 
they  should  be,  with  the  result  that  the  merchants  who 
are  aware  of  their  costs  and  their  profits  are  compelled 
to  meet  these  prices  if  they  would  hold  their  trade. 
'  The  question  of  profit  is  one  of  vital  importance  to 
every  retail  merchant,  because  he  cannot  hope  to  re- 
main in  business  long  unless  a  sufficient  profit  is  being 
made.  The  regrettable  fact  is  that  he  sometimes  be- 
lieves he  is  making  a  profit  when  he  is  not,  but  at  the 
end  of  the  year,  when  the  ledger  has  been  balanced  off, 
he  finds  he  has  been  fooling  himself,  and  in  some  cases 
very  badly. 

The  first  essential  to  the  correct  figuring  of  profits 
and  the  setting  of  selling  prices  at  a  proper  figure  is 
that  the  dealer  know  his  costs  and  the  amount  it  costs 
him  to  do  business.  At  this  time,  when  prices  are  tend- 
ing upward,   dealers   should   give   close   attention  to 


Take  Care  in 
Selecting  Help 


How  frequently  it  is  the  case  that 
an  employe  will  be  hired,  and 
just  when  he  is  getting  broken  in 
to  the  store's  work,  it  -mil  be  found  that  he  is  not  cap- 
able of  looking  after  the  work  he  was  hired  for  in  an 
as  efficient  manner  as  desired.  The  employer  has  given 
a  good  deal  of  his  time  and  attention  to  breaking  him 
in,  only  to  find  at  the  end  of  it  that  he  is  not  satisfac- 
tory. 

The  frequency  with  which  this  happens  should  drive 
home  to  dealers  the  advisability  of  taking  more  care 
in  the  selection  of  help,  so  that  valuable  time  will  not 
be  wasted  in  breaking  in  so  many  new  employes.  A 
little  time  spent  in  investigating  the  character  of  a 
prospective  clerk,  and  getting  a  line  on  his  ability  to 
measure  up  to  the  work  for  which  he  is  intended,  would 
in  the  end  mean  a  saving  of  much  time  to  the  dealer. 


Courtesy  Pays  Every  retailer  an<l  every  clerk  in 

Handsome  Dividerds.  the  retail  business  should  ever 
bear  in  mind  that  courtesy  is  an 
investment  that  pays  excellent  dividends.  It  is  a  habit 
that  is  likely  to  develop  into  a  bank  account,  and  the 
beauty  of  it  is  that  it  costs  nothing. 

There  are  certainly  times  in  business  when  a  person 
feels  like  giving  vent  to  ill  feelings,  but  it  profits  a 
person  best  to  control  himself  and  m'aintain  a  calm 
and  polite  outward  appearance,  no  matter  what  may  be 
the  feelings  within. 

After  all,  it  does  not  ease  one's  feelings  to  give  vent 
to  them,  especially  when  in  doing  so  he  finds  it  neces- 
sarj'  to  become  discourteous  or  impolite.  It  drives  cu.s- 
tomers  away,  and  when  he  comes  to  reflect  on  his  ac- 
tions, he  generally  feels  ashamed. 

Yes,  courtesy  pays,  in  business  or  out  of  it.  Some- 
times the  dividends  are  deferred,  but  eventually  they 
are  cashed  in  on — not  only  in  the  form  of  money  but 
also  in  happiness  coupons. 


SHORT  NOTES  FROM  THE  EDITOR'S  PEN 

Now  for  the  fall  trade. 

.    •     •     • 

Get  off  to  a  good  start. 

•  •     • 

Speed  up  right  on  the  first  lap. 

•  •     * 

Ginger  up  business  with  a  little  advertising. 

•  •     • 

Is  your  business  paying  yon  a  worth-while  salary? 

•  •     • 

Figures  don't  lie,  but  a  lot  of  people  who  use  them  do. 

•  •     • 

"Work  is  an  important   part  of  every  formula   for 

success. 

•  •     • 

Han-y  Sinclair,  the  multi-millionaire  o^^'ner  of  the 
Newark  Federal  League  baseball  franchise,  is  a  drug- 
gist.    He  spent  two  years  in  a  colleige  of  pharmacy  that 
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he  might  continue  his  father's  business.     A  Itieky  in- 
vestment in  oil  pnl  him  on  Easy  Street 

•  •     • 

Look  to  collections.    The  supply  of  cash  i«  now  at 
the  high  water  mark. 

•  •    • 

Dig  your  way  into  the  trade  of  the  community  by 
giving  good  service. 

•  •    • 

Lots  of  men  are  suspicious  of  others  because  they 
know  th'einselves  so  well. 


If  you  would  catch  more  customers,  bait  yoiir  win- 
dows with  attractive  displays. 

•  •     • 

The  man  who  is  always  satisfied  with  himself  is  gen- 
erally satisfied  with  very  little. 

•  •     • 

An  occasional  jolt  in  the  business  ribs  by  a  compet- 
itor is  good  for  an  inactive  liver. 

•  •     • 

It  is  easier  to  keep  people  coming  to  your  store  than 
it  is  to  induce  them  to  mak'C  their  first  visit. 

•  •     • 

Don't  insist  on  doing  anything  the  good  old  way 
you  always  have  done  it  if  a  better  way  has  been  dis- 
covered. 

•  •     • 

You  lose  opportunities  and  probably  actual  money 
every  time  you  throw  a  trade  paper  unread  into  the 

waste  basket. 

•  •    • 

Special  sales  are  successful  just  about  in  proportion 
as  the  selling  force  of  the  store  takes  an  active  in- 
terest in  their  success. 

•  •    • 

Don't  stop  with  being  honest  with  your  customers 
and  with  your  fellow  business  men,  employes,  or  em- 
ployer, be  honest  with  yourself  as  well. 

•  •    • 

To  act  independent  with  a  customer  is  to  give  the 
impression  that  you  don't  care  whether  he  buys  or 
not.     In  such  a  case  he  usually  will  not. 

•  •     • 

Beo  stings  have  recently  been  recommended  as  n 
cure  for  rheumatism.  It  now  only  remains  for  someone 
to  suggest  the  amputation  of  the  leg  as  a  sure  care  for 

corns. 

•  •     • 

Ne^dlle's  driTg  store,  514  Vi<*toria  Ave..  Fort  "William, 
Out.,  has  a  coupon  sticker  that  is  placed  on  films  sold, 
and  if  it  is  retume<l  with  the  film,  the  latter  is  de- 
veloped free. 

•  •     • 

Judging  from  the  claims  of  publiciity  agents  the  w'heat 
bv^lt  in  the  West  saire  must  have  numerous  hearts. 
Everyone  claims  that  his  town  or  city  i«  the  "heart  of 

the  wheat  belt." 

•  •     • 

'Spring  goods  have  arrived"  v,"as  the  heading  of  an 
ad.  in  a  werkly  paper  recently.  A  deialer  wlio  adver- 
tises that  way  certainly  needs  a  swift  kick.  Allowint; 
"jnch  an  ad.  to  remain  from  April  till  September  is,  to 
say  the  least,  gross  extravagance. 


The  Commercial  End  of  the 
Drug  Business 


TTfE  ethical  pride  of  some  of  the  old  .school  of  drug- 
gists still  causes  an  occasional  protest  to  be  made 
against  the  increasing  ex:tent  to  which  comaner- 
eialism  is  permeating  the  drug  business  of  to-day.  It 
is  simply  a  voice  of  protest  raised  in  vain,  for  the  old- 
time  attitude  that  the  pharmacist  is  a  scientific  and 
professional  man  who  should  scorn  all  commercial  con- 
siderations is  fast  disappearing  and  will  continue  to 
do  so. 

The  trouble  with  too  many  druggists  in  the  past  has 
been  that  they  have  not  had  enough  of  the  commercial 
spirit.  They  have  been  too  much  pharmacist  and  not 
enough  business  man,  and  profits  have  suffered  as  a 
result.  There  is  no  reason  w'hy  the  druggist  shotild 
not  continue  to  give  the  prescription  end  of  his  business 
the  attention  it  deserves,  but  it  must  be  conducted  on 
a  real  business  basis,  just  the  same  as  the  other  depart- 
ments that  the  druggist  of  to-day  is  finding  it  profit- 
able to  install.  Not  only  is  the  average  druggist  finding 
it  profitable  to  add  various  acceptable  sidelines' — ^he  is 
finding  it  necessary  to  add  them  in  order  to  pay  the  rent 
and  make  a  living.  The  average  druggist  of  to-day 
cannot  make  a  living  out  of  tlie  prescription  end  of  his 
business  alone. 

The  commercial  end  of  thf  drug  business  is  accord- 
ingly bound  to  increase  in  importance.  Oompetition  is 
steadily  growing  keener,  expenses  are  going  up  and 
profits  are  coming  down.  This  means  that  the  drug- 
irist  must  become  more  and  more  of  a  business  mg,n 
and  more  and  more  ready  and  determined  to  make  the 
most  of  every  opportunity  presented  to  him  in  the 
conduct  of  his  store  He  must  study  expenses.  He 
must  .study  profits.  He  must  know  precisely  where  he 
stands.  He  must  work  to  reduce  his  costs  and  to  in- 
crease his  fales.  While  not  turning  his  back  on  phar- 
macy, and  while  respecting  to  the  uttermost  his  occupa- 
tion and  training  as  a  pharmacist,  he  must,  neverthe- 
less, reach  out  and  make  himself  successful  by  the  use 
of  everj^  commercinl  art  that  can  be  called  into  play. 

It  is  to  the  development  of  the  druggist  as  a  business 
man  that  The  Retail  Druggist  is  largely  devoting  itf> 
energies.  The  nresentation  in  each  issue  of  business 
methods  and  opinions  of  other  retail  druggists  is  a  big 
feature,  and  one  in  which  readers  can  materially  assist 
by  sending  along  plans  that  they  have  used  to  advan- 
tage in  their  own  business,  and  by  expressing  their 
opinions  on  problems  of  interest  and  importance  to  the 
retail  druggist. 


GOOD  display  begets  sales  for  the  dealer.  Every 
merchant  is  aware  of  the  fact,  or  should  be.  The 
department  store."? — ^good  examples  for  the  smaller 
retailer  to  follow  in  most  lines  of  merchandising — recog- 
nize the  importance  of  good  display,  and  demonstrate 
their  faith  in  its  value  by  having  a  staff  of  men  to  de- 
vote their  time  entirely  to  display  work.  It  is  only 
necessary  to  walk  througli  any  of  the  big  stores  to  be 
convinced  of  the  importance  placed  on  good  display. 
Goods  are  played  up  so  as  to  best  appeal  to  the  eye  and 
induce  purchases. 
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Hints  and  Suggestions  for  Attracting  More  Trade 


Practical  plans  that  have  been  tried  out  by 
other  dealers  in  carious  parts  of  the  Dominion 


THE  Owl  Drug  StorC;  at  the  corner  of  Bloor  and 
Spadiina,  Toronto,  created  a  good  dSa)  of  interest 
in  a  windrnv  display  by  placing  a  sheet  of  paper 
over  tihe  entire  siirt'ace  of  the  g'lass  on  the.  inside,  leiav- 
inig  only  a  little  hole  through  which  people  could  view 
the  display.  The  curiosity  of  pewple  passing  by  Avias 
aTOused  and,  naiturally,  they  took  a  peep  at  t<he  display. 


DEALER  TELEPHONE  DIRECTORY 

A  te!e[)hone  dSirectory  card  for  natnes  and  ■mim'bers 
of  dealers  whom  the  housewife  desires  to  call  fre- 
quently, is  sent  out  'by  Dunn^ — The  Dniggisit,  804  Bfeor 
St.  W.,  Toronto.  It  is  issued  by  a  drug  manufajc- 
turing  firm   with   Mr.   Dunn's   name   inscribed    on   it. 


Olive  Oil  is  Both  a  Food 
and  Medicine 

Of  late  we  have  been  heardng  much  of  both  the 
food  and  meKlicinal  value  of  olive  oil.  It  has  been 
proved  in  many  cases  to  be  a  corrective  for  the 
liver  and  of  great  benefit  for  weak  stomach  and 
bowels,  as  well  as  a  food  for  the  system. 

Physicians  Strongly  Becommend  It 

Both  for  internal  and  external  use.  The  dose  is 
usually  a  teaspoomful  of  oil  to  be  taken  haJf  an 
hour  before  breakfast  and  a  half -hour  after  supper. 
It  can  be  used  freely  with  vegetables  and  on  salads, 
as  it  is  harmless  and  beneificial.  It  is  excellent  to 
use  after  the  bath,  and  many  delicate  people  are 
greatly  benefited  by  being  massaged  with  it.  It 
can  be  had  in 

25  or  50-cent  Bottles 
or  in   larger   quantities  at  $4  per  gallon.     Ours  is 
pressefl   from   ripe  olives,     and     has     the     correct 
"olive"  taste,   wihether  for  medicinal   use  or   the 
table. 

SMITH  &  JONES 


Many  druggristfl  are  doiDK  a  bi(c  busineis  in  olive  oil.    This  ad.  will 
help  you  gat  your  share. 

rhere  are  spaces  for  the  niame  and  telephone  numiber  of 
tne  family  butclier.  druggist,  grocer,  etc.  The  space 
for  the  druggist  has  ' '  Dunn— The  Druggist.  Coll.  4340 ' ' 
printed  on  it. 

THEY  INVITE  PUBLIC  TO  INSPECT  WINDOW 

It  is  certainly  rather  unusual  for  the  dealer  to  invite 
people  waiting  in  front  of  t'he  store  to  inspect  the  win- 
dow display.  It  is  generally  taken  that  the  attractive- 
ne^  of  the  window  itself  is  the  only  invitation  neces- 
sary. However,  there  is  no  reason  why  a  special  in^'ita■ 
rion  should  not  be  extended.  Kam's  Drug  Store,  To- 
ronto, is  located  on  a  street  car  transfer  comer.  They 
nave  a  sign  in  the  window  v\'lii'ch  read's; 

MAKE  USE  OF  EACH  MOMENT.    LOOK  AT  THE 
GOODS  WHILE  YOU  WAIT  FOR  YOUR  CAR. 
People  often  wait  aimlessly  about  -wlien  waitinig  for 


a  ca7'.  Such  a  card  sxie-gesting  that  th'^y  nut  their  time 
to  iise  bj'  inspecting  the  window  sihould  be  productive: 
of  good  results. 


ELIMINATING  THE  STORE  WINDOW  GLARE 

There  are  many  dealers  in  the  country  who  have  store 
windows  bothered  by  the  sun.  When  the  sun  is  shining 
on  a  plate  glass  window  it  produces  a  glare  tliat  isi  hard 
on  the  eyes,  and  very  few  people  will  stop  to  inspect 
this  window  unlesis  the  glare  is  removed.  One  dealer 
writes  that  he  has  found  a  very  effective  shade  which 
takes  care  of  all  the  rays  of  the  sun,  and  therefore 
leaves  his  window  open  for  inspeetiion  during  bus^' 
hours  M  hen  it  would  other^vise  be  useless.  He  bias  pro- 
vided it  with  a  visor-lilie  awning  that  is  dill'erent 
from  ordinary  awnings  in  that  it  hns  light-proof 
side  curtains.  These  sidte  curtains  have  a  solid  seam  al) 
the  way  up,  and  no  ra.ys  of  light  dan  find  their  way  in 
around  the  edge.  The  dealer  reports  that  before  equip- 
ping his  windows  with  this  awning  it  was  deserted  dur- 
ing Taost  of  tlie  afternoon,  but  now  it  commands  its 
share  of  attention  at  all  times. 


SENT  OUT  TYPEWRITTEN  LETTER  IN  OPENING 
NEW  STORE 

In  opening  up  a  new  drug  store  in  Reginia,  Sask., 
W.  M.  Van  "Valkenbiirg  sent  out  a  trpewritten  circular 
letter  to  prospective  customers.    Tt  read: 

I  beg  to  advitee  you  that  T  have  purchased  tIhe  drug 
store  situated  at  t!he  corner  of  Victoria  Avenue  and 
Albert  Street. 

T  have  been  identified  with  the  retail  drug  business 
in  Regina  for  the  pa^t  twelve  years. 

Tt  is  my  aim  to  become  the  leading  family  dmsrgiist 
of  Regina  by  gi\ing  vou  quiciv  and  efficient  service 
behind  the  counter  and  prescription  desk,  prompt 
delivery  of  orders,  and  the  best  quality  of  drugs,  sick- 
room supplies,  toilet  articles,  etc.,  tkit  the  market 
afl['ords. 

As  the  telephone  is  an  important  factor  in  up^to- 
daie  merchandising,  will  you  kindly  jot  our  num'ber 
down  in  your  directorv'? 

Wc  respectfully  solicit  a  liberal  Share  of  your 
esteemed  patronage. 

Yours  sincerelv, 

W.  M.  VAN  VALKBNBURG. 

At  the  bottom  of  his  letter  the  telephone  numbers  of 
both  the  store  and  his  residence  were  given. 


THIS  is  the  age  of  service  in  business.  The  store 
to-day  that  gives  the  best  service  and  conven- 
iences to  its  patrons  is  the  one  that  is  forging  to 
the  front.  The  providing  of  conveniences  is  a  factor 
of  no  little  importance  in  bringing  customers  back  to 
the  store  to  make  further  purchases.  The  big  stores 
have  realized  this  fact  and  are  cashing  in  on  it  to  a 
remarkable  extent.  There  is  no  reason  why  the  smal- 
ler stores  cannot  do  the  same  thing. 
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Timely  Window  Suggestions  for  the  Druggist 


PUT  A  LITTLE  PEP  INTO  PALL  WINDOW 
TRIMMING 

THE  time  has  now  arrived  for  a  revival  in  window 
trimming.  There  is  no  denying:  that  the  trimmer 
is  handicapped  to  some  extent  during  the  sum- 
mer months,  but  from  now  on  attractive  displays  that 
will  appeal  to  the  eye  and  beget  business  can  easily  be 
arranged. 

Not  only  can  they  be  arranged,  but  they  should  be 
arranged.  The  dealer  who  is  not  giving  a  good  deil 
of  time  and  attention  to  his  window  is  passing  up  an 
o)iportiinity  to  get  a  good  deal  of  business  at  small 
cost.  Every  dealer  who  has  given  the  window  a  fair 
try-out  will  tell  ycu  emiphatically  that  in  the  window 
display  the  retailer  has  one  of  the  best  possi'ble  selling 
agents. 

Many  Could  Find  Time  for  Frequent  Change  if  They 
Really  Wanted  to 

Seeing  that  every  dealer  is  willing  to  admit  the  value 
of  good  display,  T  cannot  understand  why  some  dealers 
are  so  given  to  neglecting  this  iniportant  busine^ss 
getter.  It  is  acknowledged  that  the  retoil  store  is  gen- 
•irally  a  busy  place,  and  there  are  always  plent.v  of  odd 
jobs  to  be  eared  for,  but  it  would  be  better  to  hire  some 
cheap  help  to  look  after  these  rather  than  neglect  the 
n)aintaining  of  good  window  displays. 

The  truth  of  the  matter  is  that  many  stores  that  think 
they  are  too  rushed  to  change  the  window  w'hen  it 
should  be  changed,  could  find  time  for  the  necessarj' 
change  if  they  would  only  try  to.  It  is  more  frequently 
lack  of  ambition  and  energy  than  lack  of  time  that  is 
responsible  for  unchanged  displays. 

Let  tbis  be  a  call  to  dealers  and  window  trimmers  for 
more  attention  to  the  \vindow  during  the  coming 
months.  The  results  Fecured  will  well  warrant  the 
expenditure  of  time  and  effort.  Put  a  little  pep  into 
your  fall  window  trimtmimg. 


NOW  IS  THE  TIME  TO  PUSH  CANDY 

Fall  is  the  time  to  start  out  with  window  trims  of 
candy  and  to  brighten  up  the  interior  displays  in  the 
same  line.  The  weather  being  more  favorable,  you  do 
not  have  to  expose  your  candy  to  the  tender  mercies  of 
the  dusit  and  heat  to  make  an  adequate  display. 

Weather  need  not  have  any  great  effect  on  candy 
displays,  anyway.  By  making  a  liberal  u,se  of  candy 
containers  and  simple  fixtures  you  can  get  as  good  an. 
effect  as  if  you  poured  a  considerable  amount  of  candy 
in  the  window. 

Suppose,  for  instance,  you  want  to  make  a  big  dis- 
|)lay  of  wrapped  goods,  such  as  molasses  kisses.  A 
simple  stepladder  fixture  about  3  feet  high  will  do  the 
work.  Rig  this  up  in  one  corner  and  pour  a  pail  of 
eand.y  over  it.  The  result  will  make  it  seem  that  the 
window  contains  a  barrel  of  candy  instead  of  a  pail 
Wad  up  some  paper  and  put  under  the  pile  if  it  does  not 
puff  out  enoiigh  to  suit  you. 

The  more  noise  you  make  about  your  candy  now, 
and  the  higher  you  push  your  sales  during  the  fall 
months,  the  larger  will  be  your  Xmas  sales  and  the 
better  your  candy  profits  all  the  year  round. 


A  NEW  FORM  OF  WINDOW  DISPLAY 

The  aggressive  dealer  is  always  looking  for  new 
ways  of  showing  goods  or  arranging  displays,  because 
when  people  see  goods  constantly  shown  in  the  same  set 
manner  they  begin  to  lose  interest  in  such  displays.  A 
new  manner  of  window  display  that  should  prove 
effective  in  catching  customers'  attention  is  shown  here. 

The  feature  of  the  display  is  a  row  of  seven  placards, 
each   with   a   package   attached   in   the    centre.     The 

Placard  Window  Makes  Attradlive  Display 


•Suggestiou  for  a  new  and  novel  form  of  window  dinplay.    Construction 
described  in  accompanying  article. 

placards  are  large  enough  to  permit  of  lettering  above 
and  below,  and  possibly  on  the  sides.  Each  card  dis- 
plays a  different  line.  An  opening  in  the  centre  of  each 
card  allows  the  can  to  project  half  way  through  the 
card. 

An  easel  at  the  back  of  the  card  supports  the  can  in 
place,  the  card  being  tacked  directly  to  the  front  of 
the  small  easel.  The  diagram  in  the  upper  right  hand 
corner  of  the  window  sketch  shows  the  construction  of 
the  easel  with  the  package  in  place  and  the  card  about 
to  be  put  in  position  against  the  easel.  Goods  are  ar- 
ranged about  the  window. 


SEASONABLE  TIPS  ON  WINDOW  TRIMMING 

A  Toronto  dealer  whose  store  is  on  a  comer  has  a 
card  in  the  vrandow:  "Make  use  of  your  time.  Study 
the  goods  in  this  display  while  waiting  for  yoair  car." 

People  are  returning  from  their  summer  homes  and 
will  have  to  get  to  work  and  clean  off  the  dust 
that  has  collected  in  their  home  during  the  summer. 
I'his  is  an  appropriate  time  to  push  hotisecleaning  goods. 

The  hunter's  trade  is  business  worth  getting.  Why 
not  a  disj^'lay  devoted  to  hunters'  supplies? 

This  is  really  the  openinig  of  the  window  display  sea- 
son. Why  not  invest  a  little  money  in  neceasary  fix- 
tures now? 

Use  plenity  of  show  cards  in  the  display  window. 
They  help  to  make  sales. 
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Good  Interior  Arrangement  of  Brandon  Drug  Store 

fV.  A.  Robertson,  of  Brandon,  Man.,  gives  prominence  to  sidelines  by 
good  interior  arrangement — Optical  department  an  important  feature 


GOOD  interior  arra'ng'emeiit  is  a  feature  of  the 
dtruK  sttore  of  W.  A.  RobertBon,  of  Roisper  Ave., 
Brari'doTi,  IVfan.,  a  plhotograph  of  whose  store  is 
reproduced  here.  Silent  salesmen  and  wall  eases  are 
made  good  use  of,  M4iile  displays  are  miaintained  in  a 
manner  cialeulated  to  caticb  the  eye  of  customers  and 
induce  sales. 

When  the  -writer  visited  the  store,  a  long  silent  sales- 
m'an  to  the  left  as  you  entered  showed  phottograiphic 
supplies,  vvtile  on  top  of  it  was  a  step  arrangemenft  for 
the  display  of  cameiras.  On  the  same  sdde  was  a  show 
ease  for  pipes  aiid  ciigans,  as  well  as  a  silient  Salesiian 
for  shaving  supplies. 

Prominence  to  Sidelines 

The  right  side  further  illustrated  the  attention  ^ven 
to  sidelines',  there  being  silent  salesmen  devoted  to 
candy,  hrushes,  mirrors,  and  toilet  goods.  ' 

Quite  a  feature  is  made  of  photographic  supplies,  and 
a  considerable  trade  transacted.  Mr.  Robertson  has  a 
special  formula  for  coloring  photographs  and  snap- 
shots, and  this  is  the  raeJan«  of  bringing  quite  a  few 
people  to  the  stone.  Samples  of  photographic  work  are 
displayed  on  the  counter. 

Note  the  use  made  of  artifieial  foliage  for  deicorative 
purpo.^es.  Plenty  of  chains  are  provided  for  the  conren- 
iemee  of  cusrtomeirs. 

Optical  Department  Big  Sideline 

The  store  has  an  optical  room  t)o  the  rear  and  this 
proves  a  profitable  sideline.  It  brings  many  people 
to  the  store  who  otherwise  would  not  visit  it,  and  thus 
gives  an  opporitunity  for  increased  sales.  A  silent 
salesman  at  the  entrance  to  the  optical  department, 
where  it  can  be  seen  by  customers,  is  devoted  to  optical 
good's  I'.nd  supplies.  At  the  front  is  am  etlectrical  sign 
"Eyes,"  that  stamds  out  prominently  at  night.    A  show 


card  in  the  window  reminds  the  piasseriby  of  the  optical 
department,  while  space  is  als«>  used  in  the  local  paper 
to  adveriiise  it. 


BIG  VALUE  IN  STAFF  CONFERENCES 

THE  "get-together"  spirit  is  becoming  more  and 
more  noticeable  in  the  retail  trade.  It  is  show- 
ing itself  not  only  in  associations  of  retail 
dealers,  but  also  in  conferences  of  sales  staffs,  al- 
though the  latter  have  not  been  taken  up  in  the  man- 
ner which  their  value  warrants.  Therefore,  there  is 
much  room  for  development,  particularly  in  the  gro- 
cery business,  where  their  value  has  not  been  realized, 
and  where  they  have  not  been  tried  out  to  any  great 
extent. 

These  conferences  can  be  held  for  different  purposes. 
Sometimes  it  is  so  that  the  clerks  may  confer  on 
methods  and  plans  that  will  stimulate  sales.  The  men 
behind  the  counter  frequently  have  some  good  ideas 
for  getting  more  trade,  and  at  these  conferences  an  op- 
portunity is  afforded  to  suggest  them.  In  addition, 
it  causes  clerks  to  take  a  deeper  interest  in  the  busi- 
ness, as  they  feel  that  they  are  factors  in  the  building 
of  it.  They  begin  to  feel  that  they  are  important  spokes 
in  the  business  wheel.  They  tackle  their  work  with 
greater  interest  and  enthusiasm,  so  that  these  confer- 
ences are  valuable  in  the  fact  that  they  inject  more 
pep  into  the  sales  staff,  as  well  as  bring  out  many 
good  business  suggestions. 


A  customer,  after  waiting  several  minutes  for  an 
oxtail  soup,  called  the  waiter  to  him,  and  asked  th(! 
reason  it  was  behind. 

The  waiter,  who  was  Irish,  gently  answered: 
"Oxtails  are  always  behind,  sir." 


Interior  yiow  ol  the  drug  store  of  VV.  A.  Robertson  of  Rosser  Ave.,  Brandon,  M^n. 

accompanring  article. 


Read  about  its  features  in  the 
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Has  Been  in  Drug  Business  in  Moose  Jaw  for  1  5  Years 

Harry  Brodie,  of  the  Moose  Jaw  Drug  and  Stationery  Company, 
has  been  in  business  in  Moose  Jaw  for  15  years — Big  changes 
in  drug  business  in  that  lime — Fountain  is  profitable  department 

BT  A  STAFF  EDITOR 


SOME  fift^^n  years  &zo  Han-y  Brodfe,  hailiug  from 
fhe  villaige  ot  Markhani,  Ojit.,  havimg  graduated 
from  the  Ontario  (Jollege  of  I'harmiacy.  turned  his 
footsteps  westward  in  search  of  a  la.rger  and  more 
promising  field  of  endeavor.  lie  found  a  location  that 
aiypeiled  to  him  at  Moose  Jaw,  Sask..  then  only  a  vil- 
la.Q^^  of  !)00  population.  It  gave  promise  of  a  good 
future,  however,  and  has  since  ju«stdfietd  its  earlier 
indications  by  developing  into  an  attractive  city  of 
.sr>me  25,000  population.  To  The  Rettail  Druggist  T.lr. 
Brodie  gave  some  interesting  reniiruseenci's  of  those 
earlj'  days,  when  Moose  Jaw  was  but  in  its  swaddling 
clothes  and  when  his  own  busineiss  was  ailso  compara- 
tivclj'  small.  Both  have  flourished  in  a  favcrtible  man- 
ner, and  to-day  Mr.  Brodie  has  a  prosperoois  business 
m  a  comer  location  on  Main  St.,  the  firm  name  being 
the  Mooso  Jaw  Di-ijg  and  Stationery  Co.,  I/td. 

Big  Change  in  Drug  Business 

Not  only  has  there  been  a  big  cihamge  in  his  business 
during  his  fifteen  years'  location  in  Moose  Jaw,  but 
Uhere  has  also  been  a  change  of  no  small  extent  in  the 
chpracter  of  the  drug  business  generally.  '""We  used 
to  have  a  big  array  of  tincture  f>ottles  on  the  front 
sheh'es,  '  pointed  cut  IMr.  Brodie,  "but  you  don't  find 
them  there  to-day.  We  don't  sdll  enough  dr^igs  to  give 
midh  sipace  over  to  their  dispfey,  when  it  can  be  put  to 
much  better  use  to  disi>la;v'  the  sideline's  that  play  such 
an  important  factor  in  the  drug  busan*>ss  to-dlay. 

"In  the  old  days,  if  people  came  in  and  didn't  see 
the  drug  bottles  in  a  prominent  position  they  thought 
it  wasn't  a  dnxg  store:  to-day,  if  they  don't  see  photo- 
graphic supplies,  '•tatiouery,  bmshes,  etc.,  they  think 
it  isn't  a  drug  store,"  wa.s  tihe  apt  manner  in  which  Mr. 
Brodie  sized  up  the  big  c'hange  in  the  drug  bu.siness. 

"When  1  first  opened  up  here,"  he  continued',  "about 
the  only  candies  we  sold  were  hard-boiled  ones.  To- 
day we  do  an  immense  trade  in  box  candies." 

Fountain  is  Profitable  Department 

The  ftmntain  is  an  important  department  in  the 
store  and  is  considered  valuable  not  only  because  of  the 
direct  profits  but  also  becarase  of  the  other  business  that 
it  attracts  to  the  store.  The  fountain  is  located  at  one 
side  and  serving  tables  down  the  centre. 

As  to  the  value  of  the  foxintain,  Mr.  Brodie  stated  to 
the  writer  that  it  paid  for  itself  diiring  the  first  year 
it  \Vais  installed  and  in  addition  attracted  niany  people 
to  the  store.  One  of  the  essentials  to  profit  making  is 
a  competent  man  in  charge,  Mr.  Brodie  points  out.  A 
good  deal  of  profit  can  be  lost  by  poor  management 

Some  Features  of  the  Store 

The  entrance  to  the  store  is  located  on  the  coruif;r, 
with  a  big  di'splay  \\indo'w  on  the  main  street. 

When  the  writer  visited  the  srtore,  on  the  right  side 
there  were  silent  salesirien  for  eam,eras,  toilet  goods, 
talcum  powder  and  brushas.  An  entire  silent  salesman 
was  devoted  to  purses. 

One  phrase  on  the  menu  card  at  the  fountain  read: 


' '  Leav  your  thirst  at  our  fountain — tlhe  pai;tinig  will  be 
sweet. ' ' 

The  menu  card  contains  a  list  of  regular  lines  with 
spiaee  below  on  which  to  list  "Specials  to-diay." 


BE  NOT  ONLY  FULLY,  BUT  ^ELL,  INSURED 

In  addition  to  being  fully  insured,  the  merchant 
should  make  certain  that  He  is  well  insured — that  his 
insiiranco  ideally  insures  and  gives  him  protection.  A 
reliable  (iompany  should  be  selected.  Policies  should 
be  carefully  examined,  so  that  in  oase  of  fire  be  will 
really  receive  tlhe  amount  he  expects. 

If  the  dealer  is  insured  in  more  than  one  company 
he  should  see  that  each  has  notice  of  the  insurance 
carried  by  the  other.  This  should  be  looked  after,  be- 
cause in  the  past  some  companies  have  used  it  as  a 
reason  for  default  of  payment. 

Then  again,  see  that  policies  read  concurrently — that 
the  description  of  your  stock  and  premises  is  worded 
in  the  same  way  in  each  policy  if  insured  with  more 
than  one  company. 

Fire  is  something  in  which  the  dealer  wants  to  use 
the  ounce  of  prevention.  No  matter  how  well  he  is 
insured,  the  honest  dealer  does  not  want  to  have  a  fire, 
because  it  interferes  with  business  to  a  considerable 
extent.    Every  precaution  should  be  taken. 

Premises  should  be  kept  clean  and  free  from  rubbish 
and  waste  paper.  Clerks  should  be  instructed  to  be 
careful  in  the  use  of  matches.  Electric  wiring  needs 
attention.    Flimsy  decorations  should  be  eliminated. 

This  may  all  seem  like  a  good  deal  of  "preaching," 
but  it  is  all  worthy  of  the  attention  of  the  dealer. 
Every  dealer  should  protect  his  savings  from  years  of 
hard  work  from  being  wiped  out. 


Being  a  good  fellow  has  cost  many  a  man  his  jab. 
Be  a  business  success  first,  and  then  if  there  is  time 
yon  can  look  over  the  good  fellow  field. 


WHAT    A    CONTEMPORARY    THINKS    OF    THP. 
RETAIL  DRUGGIST  OF  CANADA 

The   Kataal  Druggist   of  Canada. 
.'^2  OolboTne  Street,  Toronto. 

Gertlemeou : 

I  derive  so  mucli  ple.asare  from  readiag  Tlhe  Retail 
Uruiggist  of  Oaniada  that  I  hiave  long  fSt  I  wante-i 
to  oonijiliment  you  upon  fch«  vwy  exctill'eint  man^aar 
in  wbioh  your  jomrnal  is  odited  and  published. 

IVIy  idea  ha«  always  been  thiaJt  pharmacy  joiurnaU 
should  devote  more  attteutioa  and  space  to  coimm«rei.il 
pharmacy  than  is  usually  given  this  aJil  important 
X«aTt  of  the  business,  and  your  pu'Wication  seeims 
to  come  nearer  aervimg  tlhe  purpose  than  any  oitther 
c-vciLange  that  comies  to  my  desk. 

With  cordial  gr.od  wiahea  for  your  oootiiiaed  sac- 
cess,  I  am,  leepecitiMilly  yours, 

J.  R.  BRUCE, 
St.  Paul,  Minn.  PubldsheT  of  tihe  Nwrthw^stera 

Druggist. 
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Account  Register  Has  Many  Advantages  For  Retailer 


Saves  much  work  and  expens* — Pays  for  itself  in 
reduced  bookkeeping  expense — Saves  \man})  disputes. 


DURING  the  lifetime  of  present-day  dealers  there 
have  been  some  wonderful  forward  steps  in  the 
methpds  of  handling  business — many  lines  of 
equipment  have  been  placed  upon  the  market  to  lessen 
the  drudgery  of  storekeeping  and  allow  the  conduct 
of  business  in  a  more  efficient  manner.  Of  these  twen- 
tieth century  inventions  there  have  been  few  that  have 
helped  dealers  more  in  this  regard  than  the  credit 
account  register,  which  to-day  forms  part  of  the  equip- 
ment of  so  many  progressive  retailers. 

Drudgery  of  Old-Time  Methods 

Those  who  have  been  in  business  long  enough  will 
rem,ember  the  old-time  method  of  baokkeeping,  in 
which  customers'  accounts  went  through  a  long  list 
of  entries,  were  never  totalled  to  date,  and  were  the 
cause  of  much  worry  and  hard  work  at  the  end  of  the 
week  or  month,  when  a  detailed  statement  of  a  cus- 
tomer's account  had  to  be  made  out.  The  dealet  either 
had  to  bear  the  expense  of  much  bookkeeping  help,  or 
himself  spend  much  time  in  working  over  his  books 
that  he  should  have  spent  in  looking  after  sales  or  in 
recreation  that  would  keep  him  in  condition  to  com- 
petently carry  on  his  work  in  the  store. 

Account  Register  Lessens  Work  and  Expense 

The  necessity  of  this,  however,  was  eliminated  by  the 
advent  of  the  account  register,  which  allows  customers' 
accounts  to  be  kept  with  one  writing  and  always  up-to- 
date,  doing  away  with  the  work  of  making  out  a  long 
list  of  accounts  at  the  end  of  the  week  or  month.  This 
cuts  out  office  expense  and  allows  the  dealer  to  give  his 


time  and  attention  to  work  tha/t  will  mean  increased 
profits  for  the  store. 

In  addition  to  this,  the  account  register,  giving,  as  it 
does,  a  statement  to  date  with  each  purchase,  is  a 
material  help  in  the  collection  of  accounts  and  in  the 
prevention  of  bad  deibts. 

Pays  for  Itself  by  Reduced  Oflace  Help 

Aside  from  the  fact  that  it  allows  work  in  the  store 
to  be  carried  on  to  better  advantage,  the  account  reg- 
ister also  cuts  down  expenses,  as  it  is  not  necessary  to 
keep  a  bookkeeper  for  posting  and  making  out  ac- 
counts. This  was  the  point  brought  out  by  a  Western 
dealer  last  year  while  in  conversation  with  fhe  writer. 
"Before  purchasing  an  account  register,"  he  said,  "I 
took  the  question  of  cost  into  consideration,  as  all  wise 
business  men  should.  Balancing  the  advantages 
against  the  cost,  I  saw  that  hy  cutting  down  my  office 
staff,  that  it  would  soon  pay  for  itself.  Once  that  point 
impressed  itself  on  me  I  was  not  long  in  deciding  to 
purchase." 

System  Saves  Many  Disputes 

The  system  of  accounts  whereby  the  customer  gets  an 
up-to-the-minute  statement  with  each  purchase,  elim- 
inates many  disputes  ttiat  have  detrimental  effect  on 
husiness.  Those  who  have  used  the  system  of  giving 
an  account  at  the  end  of  each  month  or  longer  period, 
know  that  customers  frequently  take  exception  to 
some  items  that  they  have  forgotten  about,  and  strained 
relations  between  dealer  and  customer  follow.  This  is 
to  a  large  extent  done  away  with  by  the  use  of  an 
account  register. 


The  Druggist's  Attitude  Toward  'Phone  Shopping 


Increase  in  'phone  shopping  is  mixed  blessing — 
Features  of  an  interesting  merchandising  problem. 


By  the  scribe 


The  increasing  tendency  towards  telephone  shopping 
is  regarded  as  rather  a  mixed  blessing  by  the  trade. 
It  has  its  advantages,  of  course,  in  that  it  allows  the 
work  of  the  store  to  be  carried  along  smoothly,  and  in 
the  fact  that  it  is  a  convenience  to  customers."  On  the 
other  hand,  it  does  not  give  the  opportunity  to  sell 
additional  goods  or  introduce  new  lines  as  the  per- 
sonal visit  of  customers  to  the  store.  Salesmanship  can 
be  carried  on  to  a  remarkable  extent  over  the  tele- 
phone, but  not  with  as  good  results  as  when  you  have 
the  customer  before  you  and  the  goods  at  hand  to 
back  up  your  arguments  with. 

Especially  to  the  department  store,  the  development 
of  the  telephone  has  presented  a  problem,  and  the  heads 
of  many  of  these  institutions  have  given  much  thought 
to  the  question  of  whether  it  is  well  to  encourage 
shopping  by  'phone,  because  the  big  success  of  the  de- 
partment store  has  come  through  the  fact  that  people 
are  attracted  to  the  store  in  numbers,  and  have  been 
induced  to  spend  money  freely  when  within  the  store's 


doors.  Increased  'phone  shopping  reduces  the  possi- 
bility of  increased  sales  that  come  from  customers 
visiting  the  store. 

In  spite  of  this  fact,  a  good  many  department  stores 
have  been  playing  up  the  telephone  prominently  of 
late,  and  are  each  year  providing  better  facilities  for 
telephone  shopping. 

The  majority  of  retailers,  at  least,  do  not  discourage 
'phone  shopping,  realizing  that  to  do  so  would  not  en- 
courage visits  to  the  store  as  much  as  it  would  drive 
trade  to  other  stores. 

Opinion  of  Department  Store  Man 

"It  is  not  what  the  customer  comes  to  buy,  but  what 
he  or  she  has  to  spend,  that  keeps  up  the  volume  of 
sales  and  swells  the  profits,"  stated  a  department  store 
man  who  is  rather  opposed  to  the  idea  of  'phone  shop- 
ping. "It  is  the  sales  that  are  made  over  and  above 
actual  demand  or  absolute  needs  that  count — ^sales 
which  would  not  be  made  if  the  store  was  not  crowded 
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all  day  with  eager  shoppers.  There  is,  accordingly, 
good  reason  for  not  encouraging  something  which 
tends  to  keep  eii'Stomers  from  visiting  the  store  in  per- 
son when  wanting  goods." 

In  spite  of  this  fact,  however,  'phone  shopping  con- 
tinues to  increase.  It  is  even  suggested  that  at  no  dis- 
tant date  there  may  be  stores  that  will  cater  specially 
for  telephone  trade  just  as  is  now  done  for  the  mail 
order  shopper.  Possibly,  also,  when  this  time  arrives 
the  store  management  will  find  that  much  of  the  scare 
has  been  unwarranted,  and  on  closer  acquaintance  the 
shopper  by  'phone  is  just  as  likely  to  be  led  into  giving 
large  orders  because  the  'phone  is  handy  and  the 
service  prompt  and  pleasant,  as  she  was  to  buy  liberally 
when  she  came  to  the  store. 

In  any  case,  the  merchant  should  watch  his  'phone 


system  carefully,  even  though  he  may  not  be  satisfied  as 
to  the  advantages.  He  should,  "by  all  means,  see  that  it 
is  not  a  source  of  friction  or  offence,  and  in  this  con- 
nection particular  care  should  be  taken  in  choosing  the 
clerk  that  attends  to  the  'phone  orders.  For  the  mer- 
chant's own  sake  this  clerk  should  not  be  picked  out 
on  the  policy  that  any  sort  will  do.  Not  only  should 
the  telephone  clerk  know  the  goods  carried  in  the  store, 
but  should  be  carefully  chosen  from  a  temperamental 
point  of  view.  Taking  telephone  orders  is  no  easy  busi- 
ness, and  a  short-tempered,  pert,  and  snippy  clerk,  can 
do  the  house  more  harm  here  than  in  almost  any  other 
position  in  the  store.  The  person  in  charge  of  the 
'phone  should  be  bright,  quick  and  alert,  and,  above  all, 
should  be  the  happy  possessor  of  a  calm,  not  easily 
ruffled  and  even  temper. 


How  to  Prepare  Egg  Drinks  at  the  Fountain 


Egg  drinks  are  ver^  popular  just  now — How  to 
prepare  egg  drinks  th&t  will  appeal  to  customers. 


EGG  drinks  are  quite  a  feature  in  many  stores,  but 
there  are  still  a  large  number  who  do  not  do  any 
appreciable  bu.siness  in  them  yet.  They  should  be 
a  big  seller  because  they  are  healthy,  and  in  addition 
to  refreshing,  form  a  food  that  should  commend  itself 
to  customers.  The  fact  that  they  are  both  refreshing 
and  nourishing  should  be  a  good  line  of  argument  in 
bringing  them  into  greater  popularity. 

Should  Study  Mixing  of  Egg  Drinks 

A  good  deal  of  success  of  course  lies  in  an  under- 
standing of  how  to  prepare  egg  drinks,  and  some  study 
devoted  to  this  should  be  well  worth  while.  The  secret 
of  dispensing  egg  drinks  lies  in  so  blending  the  egg 
with  the  flavor  that  the  raw  egg  taste  is  lost  and  the 
syrup  flavor  is  brought  out  in  such  a  manner  as  to  give 
a  refreshing  and  nourishing  drink. 

Egg  drinks  are  found  under  two  general  heads,  as 
pointed  out  by  the  Bulletin  of  Pharmacy,  the  sour 
drink."?,  such  as  egg  phosphate  or  egg  lemonade;  and 
sweet  drinks,  such  as  egg  chocolate  or  egg  coflfee. 

To  Prepare  Popular  Egg  Phosphate 

Egg  phosphate  is  a  very  popular  drink.  To  prepare 
it  draw  an  ounce  and  a  half  of  orange  syrup — other 
flavors  may  be  used,  but  to  oiir  way  of  thinking  this  is 
the  best  —into  a  twelve-ounce  glass ;  take  an  egg  in  the 
right  h.md,  hold  it  firmly,  and  with  a  quick  motion 
break  it  over  the  edge  of  the  glass.  Then  with  both 
hands  separate  the  shell,  allowing  the  egg  to  drop  into 
the  glass  in  full  view  of  the  customer.  If  the  yolk  is 
bad  or  broken  set  it  underneath  the  counter  instantly 
and  prepare  another. 

Breaking  an  egg  with  one  hand  is  something  that 
every  dispenser  should  learn  to  do.  Tt  not  only  shows 
that  you  are  familiar  with  your  business,  but  it  gives 
3'ou  speed,  which  is  most  essential  in  mixing  egg  drinks. 

Have  your  hand  moist.  Hold  the  egg  in  the  right  hand 
between  the  forefinger  and  the  second  finger  with  the 
thumb  on  top.  Hold  the  glass  in  the  left  hand.  Strike 
the  egg  sharply  on  the  rim  of  the  glass  to  crack  it, 
then  holding  it  over  the  glass  press  down  slightly  with 
the  thumb  and  tjie  egg  drops  out,  leaving  the  shell  in 
your  hand. 

While  learning  to  do  this  the  glass  should  be  allowed 
to  stand  on  the  counter,  so  that  if  you  fail  the  left  hand 
can  come  to  your  assistance,  but  just  as  soon  as  you 


know  that  you  can  break  the  egg  with  one  hand,  then 
hold  the  glass  in  the  other  as  directed,  to  save  time. 

Now  add  a  few  dashes  of  phosphate  and  a  small 
(juantity  of  finely  shaved  ice.  the  ice  makes  the  drink 
cold,  a  (|uality  it  must  po.ssess  to  make  it  a  good  drink, 
and  also  assists  in  beating  the  egg. 

Now  shake  thoroughly — not  too  long,  as  it  will  kill 
the  life  of  the  egg,  but  just  enough  to  thoroughly  beat 
it — then  remove  the  glass,  leaving  the  egg,  syrup,  etc., 
in  the  shaker.  With  the  coarse  stream  draw  into  the 
shaker  enough  carbonated  water  to  half  fill  the  glass, 
then  use  the  fine  stream  to  fill,  and  mix  the  whole  thor- 
oughly. Place  a  clean  glass  in  front  of  your  customer ; 
take  your  julep  strainer  between  the  first  and  second 
fingers  of  the  right  hand  and  place  it  in  the  shaker  and 
strain  into  the  clean  glass.  A  dash  of  nutmeg  or  pow- 
dered cinnamon  can  )3e  added.  All  acid  drinks  are 
made  in  this  way,  the  only  dift'erence  being  the  flavors. 

Another  method  that  some  like  is  to  strain  the  egg 
and  syrup  into  the  shaker  from  the  mixing  glass  after 
shaking,  before  the  carbonated  water  is  added.  This 
method  has  no  advantage,  and  being  slower  is  not  much 
in  use. 

Sweet  Egg  Drinks 

These  are  made  just  a  little  differently.  Draw  into 
your  glass  the  desired  amount  of  syrup ;  into  this  break 
the  egg  and  add  half  an  ounce  of  sweet  cream  and  a 
little  finely  shaved  ice ;  then  shake  thoroughly.  Fill  the 
gla.ss  with  soda  as  directed  for  egg  phosphate,  only  use 
the  coarse  stream  very  little,  doing  most  of  the  filling 
with  the  fine  stream.  This  will  give  you  a  drink  that  is 
thick  and  creamy,  which  is  what  you  must  secure  to 
have  this  class  of  drink  all  that  it  s-hoiild  be. 

Egg  Lemonade 

Next  to  the  egg  phosphate  the  egg  lemonade  enjoys 
an  enviable  place  in  the  list  of  carbonated  beverages, 
and  the  demand  for  this  drink  is  natural  and  on  the 
increase  because  it  has  the  thirst-quenching  qualities 
of  a  plain  lemonade.  It  also  possesses  a  certain  amount 
of  highly  nutritions  substance. 

Draw  V/2  ounces  of  simple  syrup  or  lemon  syrup, 
made  from  the  fruit;  into  this  break  the  egg  and  add 
the  juice  of  one-half  or  one  lemon.  Add  your  shaved 
ice,  shake  thoroughly,  and  then  proceed  as  directed 
for  an  egg  phosphate. 
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Rexall  Store  Clerks  Held  Convention  in  Toronto 


Convention  of  Rexall  store  clerics  on  Sept.  7  was  first  of 
Us  kind — Many  valuable  business  pointers  brought  out — 
Importance  of  commercial  end  of  the  business  emphasized 


By  a  staff  KDITOK 


AIJ^'IQTJE  and  initeresting  eonTention  was  tlhat 
of  Rexall  Store  clerks,  whiieili  was  beid  in  To- 
ronto on  Sept.  7,  it  being  the  first  convention 
of  its  kiiid  in  Camadla.  It  was'  promoted  by  'tbe  United 
Dmgr  Comi)any  because  thej-  realize  tbat  the  clerk 
ii?  a  rnost  iTTiporttant  factor  in  the  sale  of  goods  in  the 
store  and  thiat  it  is  of  a  great  deal  of  vain?  to  increase 
his  or  her  efficiency  and  ability  to  sell  goods.  Tbat 
the  store  piviprietors  and  the  clerks  themselves  retcog- 
ni.'^e  the  benefits  of  clerks  getting  together  to  swaip  ex- 
periences and  listen  to  educational  addresses  is  indi- 
cated by  the  large  attendance  at  this  convention.  There 
were  over  one  hundred  clerks  present,  the  gathering 
being  a  very  representative  one  and  including  six 
young  lady  clerks. 

Importance  of  Commercial  End  Emphasized. 

J.  W.  McCoubrey,  s'ales  and  advertising  manager  of 
the  United  Drug  Company,  who  inaugurated  the  plai; 
for  such  a  convention,  acted  as  chairman  at  the  sessions, 
which  were  held  in  the  Board  of  Trad'e  auditori'um  in 
the  Royal  Bank  Buildling.  At  the  opening  meeting, 
Mr.  McOoubrey  told  of  his  own  experiences  in  the  re- 
tail drug  business,  demonstra'ting  lihe  need  of  studying 
the  commercial  end  of  the  business  in  order  to  aittain 
success.  He  stated  that  while  it  was  well  to  be  an 
efficient  pharm'aci'st,  that  to-day  it  was  necessary  txj 
be  a  salesman  and  business  man  also.  The  purpose 
of  the  convention  was  to  make  the  clerks  better  sales- 
men and  give  them  a  more  extended  knowledige  of  the 
commercial  end  of  the  businesB. 

Some  Excellent  Addresses 

At  the  morning  session,  F.  E.  Davis  outlined  the 


policy  of  the  United  Drug  Compiany,  empihasizinig  the 
quality  of  goods.  "If  you  want  repeat  business  you 
must  give  quality"  was  the  keynote  of  bis  remiarks. 
'J'hos.  D.  Wooten  of  Boston,  secretary  of  the  Interna- 
tional Association  of  Re(xall  Clubs — 51  in  number — 
told  of  his  work  and  put  forth  som.e  vailuable  thoughts 
on  galesmanship.  John  Kennedy  of  the  perfiime  de- 
partment of  the  United  Dru'g  Co'mlpany,  at  Toronlfco, 
gave  an  interesting  and  praictieal  address  on  how  tc 
achieve  success  in  the  retail  store  and  also  outlined 
the  ingi-edients  aind  gave  some  of  the  particulars  re- 
gnrding  the  manutaiciture  of  perfumes. 

5-Minute  Speech  Contest  for  Clerks. 

A  feature  of  the  afternoon  session  was  a  five-minute 
speech  contest  for  clerks  in  attendance.  The  speakers 
were  allowed  to  choose  any  subject  pertaining  to  the 
retail  drug  business.  Speeches  contRining  some  valu- 
able hints  and  thoughts  were  delivered,  the  first  priza 
of  $10  being  awarded  to  B,  H.  HJosteTmjan,  of  Allen  & 
Cocbranc,  Ottawa. 

P.  0.  Williiams.  manager  of  the  rubber  goods  de- 
partment of  the  company  at  Boston,  spoke  on  rubber 
goods,  and  Bert  Wilkinsom,  manager  of  the  stationery 
and  press  departments  at  Boston,  gave  a  talk  on  the 
manuf actui'c  of  stationery  and  kindred  Ifees. 

The  delegates  were  the  guests  of  the  company  at 
luncheon  in  the  Board  of  trade  dininig  hall,  and  also 
at  the  grand  stand  performance  at  the  Natiomal  Exhi- 
bition at  night. 

Editorial  Note. — Reports  of  some  of  the  addresses 
at  the  Rexall  Store  clerks'  convention  follow.  Others 
will  be  given  in  coming  issues. 


Need  of  Studying  Commercial  End  of  Drug  Business 

Emphasized  by  the  early  experiences  off.  W.  McCoubrey  in 
the  retail  drug  business — Pointers  for  both  clerks  and  dealers 


AT  the  openimig  session  of  the  Rexall  Store  Clerks' 
Convention,  in  Toronto,  J.  W.  McCoubrey,  sHles 
land  advertising  manager  of  tbe  United  Drug 
Company,  who  has  had  extended  experience  in 
the  retail  business,  being  manager  of  I;iggett's  'big 
store  at  106  Yomge  St.,  Toronto,  before  taking  his 
present  position,  gave  some  of  his  earlier  experiences 
in  the  drug  businees,  wfhich  drove  home  in  a  convinc- 
ing manner  just  how  important  is  the  commercial 
end  of  the  drug  busLness. 

Mr.  McCoubrey  served  bis  apprenticeship  in  a  small 
town,  and  after  passing  his  examinations  at  Pharmacy 
CoMeige  took  charge  of  the  largest  prescription  store 
in  Detroit — one  tihaA  handled  150  to  200  prescriptions 
per  day. 

Commercial  pharmacy  was  just  making  its  first  step 


forward  at  that  tiine,  and  by  observaltion  it  was  soon 
borne  in  upon  him  that  he  was  in  the  wrong  end  of 
the  drug  businei^.  He  went  to  San  Francisco  Where 
he  secured  a  position  in  the  second  largest  store  of  the . 
Owl  Drug  Company.  In  Mr.  McCoubrey 's  own  words, 
■'T  went  to  work  at  8  a.m.  and  stopped  at  6  p.m.  I 
had  come  to  the  conclusion  that  thoug'h  I  had  my 
phariaacy  diploma  and  had  handled  a  big  prescription 
store,  that  I  didn't  know  very  much  aibout  the  driig 
business." 

What  One  Day  in  Big  Modem  Store  Showed  Him 

•'It  had  just  taken  one  day  in  a  big  modem  drug 
store  to  convince  me  of  the  fact.  I  knew  the  science 
of  pharmacy  but  didn't  know  the  seienice  of  business. 
For  one  thing,  I  didn't  know  much  abouit  salesmanship. 
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This  was  d^iwnstPateii  to  me  by  comtrastinig  my 
ni.vthods  with  those  of  a  fellow  el'erk.  I  reiiUy  thought 
that  this  t\'llow  knew  everv-oiie  thiat  entered  the  store 
tliat  first  day,  from  the  pkwwnt  greetinig  he  gave 
i'verj"one.  As  to  tlh^e  saJeBiaajiship,  if  a  customer  came, 
in  fbr  a  package  of  borax  I  wouW  ask  if  they  wanted 
5,  10,  15  or  25  cent,  package.  The  customer  would 
take  a  small  package.  When  a  customer  aske^  this 
fellow  for  Iwrax,  he  would  wrap  up  a  one-pmmd  pack 
age  and  she  would  take  it  without  question. 

A  Hair  Brush  Selling  Experience 

"Again,  T  remember  an  instance  where  a  customer 
came  in  for  a  hair  brush.  T  asked  her  wh«t  priced 
one  she  wanted.  She  t'houglit  one  about  50  cents  or 
)i!l.00  would  do.  I  coniipwuiised  by  vselling  her  a  75 
cent  one.  That  was  not  the  method  used  'by  my  felloe' 
elerk,  'however,  when  a  customer  asked  for  a  hair  binish 
n  jxt  day.  He  put  nearly  the  whole  sitoek  out  on  the 
co\inter  for  infection  and  sold  a  brusih  tliat  gave  a 


bettter  profit  than  the  sales  price  of  the  one  T  sold 
came  to. 

Begins  Study  of  Business  Science 

"f  was  sadly  lacking  in  real  salesmaniship  and  at 
the  »7id  of  a  month  I  was  on  the  carpet  before  the 
manager  of  the  company  for  not  making  the  showinig  I 
should  in  sales.  I  adinitited  to  him  right  there  plainly 
that  I  din't  know  anything  about  salesmianship,  Wt 
that  T  really  desired  to  learn.  My  plain  statement 
appealed  to  him  and  he  repilied:  'I  believe  you  will 
learn,  too.'  He  gave  me  a  position  in  his  largest  store, 
with  a  word  to  the  maniaiger  to  assist  me  ih  any  way  he 
could.  I  made  a  real  effort  to  learn  how  to  sell  goods, 
and  I  l>elieAe  thiat  T  learned'  more  of  real  value  in  three 
months  about  the  business  than  I  did  in  the  previous 
five  vears." 

This  stor^'  of  the  ear^ly  experiences  of  a  man  who 
aftenv^ards  achieved  success  in  the  retail  drug  business 
should  impress  on  both  clerks  and  dealers  the  need  of 
giving  study  to  the  commercial  end  of  the  busaness. 


How  Ability  to  Sell  Goods  May  be  Developed 

Some  practical  hinls  on  salesmanship  given  at  the  convention  of 
Rexall  store  clerks  at  Toronto — Staff  editor's  notes  of  the  address 


By  THOS.  O.  WOOTKN 


THERE  is  a  popular  theory  that  salesmen  are  bom 
ard  not  made.  There  is  no,  greater  mistake  in 
the  world.  It  is  certainly  possible  to  develop 
your  povvers  of  salesmansihip,  but  in  or(Jer  to  acticA'C 
Ihe  be^t  results  it  is  n^^easiary  to  use  the  experiences 
and  be  guided  by  the  methods  and  advice  of  others 
who  have  made  a  study  of  .sialesmanship.  The  salemnan 
most  certainly  can  increase  his  salesmanship  aJbility, 
aaid  if  he  ever  expects  to  advance  to  a  better  position 
or  own  a  store  of  his  own,  he  ov.^es  it  to  himself  to  equip 
himself  I'or  that  higher  work.  It  he  is  not  working  to- 
wards that  end  continually,  he  is  not  taking  full  ad- 
vantage of  his  opportunities. 

Confidence  as  a  Factor  in  Sales 

The  arousing  of  confidence  in  the  store  and  clerk  is 
an  imTjortant  jiart  of  salesimanship.  Tlie  first  time  a 
flUstomer  comes  in  he  may  be  induced  by  a  leader  and 
you  don  t  make  veiy  much  out  of  the  sale,  but  yon  have 
an  onportii.nity  to  get  his  confidence  and  m'ake  him  a 
regular  patron  of  the  store,  and  the  store  m.akes  money 
out  of  the  sales  that  follow. 

Confidence  makes  regi.rlar  patrons,  and  can  be 
aroused  by  the  giving  of  good  goods  and  good  service. 
If  yon  give  good  service  you  are  going  to  make  patrons 
like  to  deal  at  your  store,  and  when  you  get  them  con- 
vinced that  they  can  depend  on  getting  good  goods 
and  good  service  at  your  store  you  have  certainly 
s.eeured  their  confidence. 

Watch  for  Weak  Spots  in  Sales  Efforts 

You  should  keep  your  eyes  open  for  weak  s]>ots  in 
yonr  sales  efl'orts.  I  know  a  (iealer  who  makes  it  a 
policy  to  occasionally  put  on  his  hat.  walk  around  the 
block,  and  come  into  his  store  and  try  to  see  things  as 
a  casual  customer  would.  He  findis  it  a  good  way  to 
discover  weaknesses  in  displny  and  store  arrangement. 
I.Ianj'  others  could  discover  weak  spots,  if  they  would. 


in  the  same  way,  look  at  tMngs  through  their  cus- 
tomers' eyes. 

In  the  siame  way  we  should  frequently  examine  our- 
selves and  ovir  own  methods,  to  discover  any  weak- 
nesses that  may  exist.  The  trouble  with  too  many 
men  is  their  tendency  to  let  thinigs  drift.  This  is  a 
lendeiiey  that  is  sapping  the  vitality  of  many  salesmen 
to-day. 

Value  of  Staff  Conferences 

Too  many  clerks  have  latent  abilities  that  are  not 
being  used  or  at  least  not  used  to  the  full.  It  i^s  aston- 
ishing hoAV  many  are  not  selling  as  n  uch  goods  as  they 
could  if  they  would  only  bring  their  full  force  of  brains 
and  selling  power  into  play  in  their  work  and  make  it 
a  practice  to  study  M'^ays  and  means  of  doing  better 
work. 

For  this  purpose  I  recommend  frequent  diseussaons 
among  the  clerks  in  the  store  in  regard  to  their  work. 
E\'en  if  there  are  only  tv,^o  or  three  in  the  store,  it  will 
be  found  beneficial.  When  you  go  to  school  or  college 
it  is  the  usual  practice  to  quiz  one  another  ow  your 
\-7ork.  Why  not  follow  the  same  plan  in  merchandis- 
ing to  find  out  what  methods  the  other  fellows  find 
to  bring  the  best  results?  Ask  the  0"ther  clerks  wfhlBt 
arguments  thej'  use  in  selling  certain  goods,  how  they 
hondle  a  certain  class  of  customer,  and  sso  on.  Much 
time  could  be  put  to  good  use  in  this  way  thait  is  now 
devoted  to  baseball  and  other  sinnlar  subjects. 

Talk  About  Goods  Instead  of  Weather 

Clerks  would  do  well  to  remem'ber  that  people  are 
not  so  niuch  interested  in  tbe  weather  as  some  of  theoi- 
apparently  believe  from  thie  time  they  devote  to  the 
subject  when  sieirxnng  patrons.  Instead  of  malraiig  com- 
ments on  the  weather  that  Mrs.  Smith  hais  already  heiard 
befor.^.  M'h;^-  not  di-aw  her  attention  to  some  new  line 
of  goods  that  you  have  in  stock  and  in  whieh  she  is 
jiuely  to  be  interested.     Ymi  will  find  it  poisisable   to 
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sell  a  good  deal  of  goods  in  this  way,  and  even  if  sales 
are  not  made  at  the  time,  it  is  possihle  to  arouse  in- 
teresft  that  may  me'an  sales  at  a  later  dat-e. 

Services  that  Bind  Patrons  to  Store 

There  are  miany  little  services  that  can  be  given 
to  customers  that  will  help  in  bindimg  them  to  the  store. 
Jf  a  I'ady  has  a  numhei-  of  packages  offer  to  tie  tlhern 
all  into  one  bundle  for  her,  even  if  she  did  not  buy 
the;m  at  your  store.  If  a  eusitomer  finds  it  necessary  to 
wait  give  her  a  chfilir.  The  big  stored  have  fouwd  that 
rest  rooms  are  ranch  appreciated  by  patrons.  Why  not 
i^Tovide  some  such  conveniences,  even  if  it  is  only  a 
■v/riting  table  amd  sitationery,  where  they  mlay  write 
a  letter,  addi'css  an  envelope,  or  make  out  a  elreque? 

It  should  be  borne  in  mind  that  when  you  sell  $1 
worth  of  goods,  part  of  that  gees  to  pay  yonr  salary 
and  to  increase  your  value  to  the  store.  If  you  are 
loofcin'g  towards  a  larger  salary-  -and  every  clerk  is-  - 
you  can  only  expect  to  get  it  by  sellmg  more  goods,  and 
you  can  only  sell  more  goods  by  miaking  a  study  of 
salesmaniship  and  putting  forth  your  best  effort  to 
make  sales. 


KEEP  AFTER  TRADE  IN  TOILET  GOODS. 

THE  druggist  will  find  it  profitable  to  keep  con- 
tinually pushing  the  sale  of  toilet  preparations. 
There  is  a  big  trade  in  these  lines  to  be  secured 
by  the  dealer  who  goes  after  it  in  a  good  aggressive 
manner.     A  feature  of  these  lines  is   that  they  sell 
all  the  year  round. 

One  Druggist's  Experience. 

If  you  have  only  a  small  trade  in  these  lines  now, 
that  is  absolutely  no  reason  why  more  appreciable 
things  are  not  possible.  To  be  satisfied  with  only  a 
moderate  trade  shows  signs  of  unambition.  A  drug- 
gist told  the  writer  not  long  ago  that  for  several  years 
he  had  a  certain  trade  in  toilet  goods,  but  that  it  grew 
very  slowly.  When  a  brother  dealer  in  another  city 
told  him  the  volume  of  his  sales  in  this  line,  he  was 
surprised  and  ashamed  of  the  amount  of  his  own.  He 
studied  other  drug  stores  and  found  that  the  reason 
for  their  big  sales  was  the  prominence  given  in  various 
ways  to  these  lines.  He  followed  the  same  plan  in  his 
own  store,  and  soon  began  to  find  sales  picking  up. 

One  of  the  things  that  he  places  emphasis  on  to-day 


is  the  power  of  making  sales  by  suggestion.  Window 
and  counter  display  is  one  means  of  suggesting  these 
lines  to  customers,  and  show  cards  are  found  of  great 
value  in  this  particular.  H^  finds,  however,  that  the 
salesman  by  tactfully  suggesting  certain  lines  to  cus- 
tom'ers.  when  the  oppfiritunity  is  presented,  can  do 
much  in  the  sale  of  these  lines.  Women  especially  are 
deeply  interested  in  toilet  preparations,  and  appreciate 
suggestions  given  by  the  clerk  in  the  proper  way.  The 
druggist  would  do  well  to  give  some  thought  and  study 
to  the  question.  It  wiU  mean  more  business  in  these 
lines. 


PROMOTE  SALE  OF  CANDY  BY  WINDOW 
DISPLAY. 

It  is  the  druggist  who  gives  prominence  to  choco- 
lates and  candy  who  is  going  to  get  the  greatest  vol- 
ume of  trade  in  these  lines.  Most  druggists  to-day  sell 
chocolates,  but  some  dealers  have  a  much  larger  trade 
than  others.  The  reason  for  this  is  just  the  greater 
attention  given  to  the  line.  The  dealer  who  wishes  to 
make  a  real  success  out  of  this  department  of  his  busi- 
mess  must  feature  it. 

The  display  window  is  one  valuable  means  that  the 
druggist  has  for  increasing  his  candy  trade.  It  not 
only  interests  the  regular  customer,  but  also  catches 
the  attention  of  the  passerby.  Suggestion  is  a  valu- 
able aid  in  making  sales,  and  the  window  can  be  made 
valuable  for  this  purpose. 


Too  Much  for  Brown 

Brown  was  in  the  first  stage  of  convalescence  after  a 
serious  operation  and  was  in  a  ward  with  three  other 
patients  who  were  passing  the  time  by  criticizing  the 
surgeon  in  charge. 

"He's  very  careless,"  said  one,  "when  he  sewed  me 
up  he  left  his  scissors  inside  me." 

"And  he  had  to  reopen  me  to  recover  a  spool  of 
wire,"  said  another. 

"He  left  his  tweezers  in  me,"  said  the  third. 

Just  then  the  door  opened  and  the  surgeon  in  ques- 
tion poked  in  his  head. 

"Do  any  of  you  know  what  became  of  my  satchel?" 
he  asked. 

Brown  fainted. 


GOOD  DISPLAY  IS  FEATURE 
OF  OTTAWA  DRUG  STORE. 

\^'"e  reproduce  here  an  interior 
view  of  the  drug  store  of  E. 
J.  Durocher,  corner  of  Somerset 
and  Rochester  Streets,  Ottawa. 
Good  display  is  a  feature  of  this 
store.  Bedng  located  on  a  corner, 
it  has  display  window®  on  two 
streets.  These  are  backed  up  by 
a  good  range  of  interior  display, 
in  which  silent  sialesmeii  and  wall 
eases  prove  an  important  factor. 
Noite  that  the  centre  of  the  store 
is  free  from  displays,  allowing 
a  clear  view  of  the  contents  of 
all  the  ^how  eases  from  any  part 
of  the  store. 
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Suggestions  for  Novel  Hallowe'en  Windows 

How  Hallowe'en  display  that  will  attract  attention  may 
be  arranged — An  opportunity  for  the  enterprising  dealer 


HAIJjOWE'EN  is  a  tame  when  people  expect  to 
see  some  clever  and  unnsnial  designs  in  fitore 
windows,  and  the  store  that  can  make  the  moat 
attractive  sliowinig'  along  these  lines  is  the  one  thiat 
will  attract  atterttion  and  make  sales. 

The  Butler  Way  gives  a  design  for  a  background 
that  can  he  worked  oiit  with  no  greiat  expenditure  of 
time  and  little  expense. 

As  indicated  in  the  illustration  shown  here  tfhe 
background  should  be  lined  from  top  to  bottom  with 
black  ci-epe  paper  or  Made  cambric.  A  large  moon 
should  be  cut  out  of  oranige-colored  cardboard  and 
se'/erai  stars  of  White  cardboard.  Pin  these  to  tlhc 
background. 

Then  build  a  rotigh  fence  with  an  opening  in  the 
ccnttre.  This  should  be  of  plain  boards  of  uneven 
design.  Cut  a  witch  out  of  Hallowe'en  crepe  paper 
and  nioimt  it  on  cardboard.     Suspend  the  witch  on 


border  around  the  edge  of  the  window,  close  to  the 
glass.  At  the  back  was  a  representation  of  an  old  stone 
wall,  upon  which  was  seated  a  pumpkin  demon.  He 
was  made  with  a  pumpkin  head  and  body,  thick  ban- 
ana stocks  for  arms  and  legs,  and  largo  carrots  for 
feet.  On  either  side  was  a  pumpkia  lantern.  The 
price  tickets  were  miniature  cut-outs,  representing  the 
central  figure,  with  which  they  were  connected  by  nar- 
row ribbons. 

A  sign  at  the  top  of  the  window  had  a  pumpkin 
face,  a  cat,  and  the  word  "Hallowe'en"  cut  out  and 
backed  with  yellow  tissue  paper,  behind  which  was  an 
electric  lamp.  Red  lamps  were  used  to  illumiuate  the 
window.  In  front  was  a  display  of  goods  suitable  for 
Hallowe'en  parties. 


HAD  WITCH  HAZEL  WINDOW  FOR 
HALLOWE'EN 

The  White  Drug  Store,  Gallt,  Out.,  had  an  appropri- 
ate Hallowe'en  window  representing  the  distilling  of 
witch  hazel.  A  doll  was  dressed  up  as  a  witch  wi^th 
the  custotoiary  broom  (a  doll's  broom 'I ,  leaning  over 
a  pot  of  witch  ha/el  vphich  hung  over  a  fire.  The  fire 
was  well  represented  by  the  use  of  red  tas.sue  paper  with 
an  electric  light  underneath  anid  some  siual  sticks  of 
^vood  over  it. 

The  connection  behind  the  Hallowe'en  feature  and 
the  article  on  disiplay  "was  good  and  the  window  at- 
tracted a  good  delal  of  attention. 


Sketch  of  an  excellent  background  (or  a  Hallowe'en  window  displa) .    Read 
how  it  is  constructed  in  accompanying  article. 

the  brooTii  in  front  of  the  moon.  IJise  'black  tbread, 
as  this  w  ill  be  practically  invisible. 

Another  way  to  make  the  witch  would  be  to  dross  a 
sia'.all  doll  with  a  high  pointed  hat  made  out  of  eard- 
Iward  with  a  long  black  dress.  You  can  make  the  doll's 
dress  out  of  black  crepe  paper. 

Mal'e  the  tripOd  out  of  three  old  branches  and  ex- 
tend a  kettle  fromi  a  chain  in  the  centre.  For  the  tire 
eSect  upe  some  old  chaired  sticks  with  a  red  electric 
light  globe  buried  under  them.  This  will  give  the 
effect  of  buiTiing  coaks.  Or  you  can  put  a  small  elec- 
tric fan  in  a  box  and  have  some  «ftiredte  of  red  paper 
attached  to  it  and  have  the  paper  fluttering  uip  through 
'he  charred  sticks.  If  you  use  this  be  very  careful  to 
cover  up  fhe  fan  by  boxinig  it  around  with  stiicks  and 
coals. 

Have  natural  pumpkins  displayed  in  each  corufcr 
of  the  window  in  front  of  the  fence.  Above  these 
sihould  be  suspended  a  row  of  ears  of  com.  If  you 
want  a  decidedlly  creepy  effect  for  this  window  at  niigh! 
use  blue  electric  light  globes. 

Another  Suggestion  for  the  Dealer 

Here  is  how  one  dealer  arranged  a  window  display 
for  last  Hallowe'en.     Autumn  leaves  were  used  as  a 


BACKGROUND  FOR  THANKSGIVING  WINDOW 

Here  is  a  suggfestion  for  a  background  for  a  Thanks- 
giving window  in  which  products  of  the  farm  are 
used  and  which  will  prove  particularly  attractive.  A 
platform  11^4  feet  high  and'  one  foot  wide  is  built  at 
the  back  of  the  window.  It  may  be  cou-stniicted  of 
boxes  of  a  uniform  height.  End  pieces  built  up  three 
or  four  feet  higher  support  a  heav.y  board  which  ex- 
tends acrolss  the  top  and  forms  a  shelf.  This  wholo 
framework  is  covered  with  colored  paper  ready  to 
add  thie  trimiminigs.  Alonig  the  ttop  shelf  is  placed  a 
row  of  pumpkins  interspersed  with  bunches  of  grain 
tacked  on  the  outer  end  .of  the  boiard.  Beneath  the 
pumpkins  are  tacked  cobs  of  corn,  the  husks  drawn 
back  and  tacked  up  in  that  raanmer.  Fancy  cords 
hang  down  from  the  centre  and  are  caught  up  on 
eitber  side  bj-  tlhe  ends  being  nailed  to  the  side  board. 
Bunches  of  graipes  are  pinned  on  these.  The  side 
boards  tiheraseH^ves  are  trimmed  with  mjiple  leaves. 
The  bottom  platform  has  a  series  of  pyramids  of  fruits 
and  vege'tables.  The  front  of  the  platform  has  the 
word  "Thanksgiving"  spelled  out  with  cranberries. 
This  is  donfe  by  putting  a  pin  through  the  cranberry 
and  tiac'kin(g  on  the  side  to  form  the  letters.  The  trim- 
mer before  he  stiarts  would  do  well  to  miake  a  sketch 
of  this  trim  and  then  proceed  to  arrange  it.  If  the 
goods  shown  in  the  windoM^  are  to  be  built  up  to  any 
Height,  it  might  be  best  to  raise  the  wbole  background 
up  a  little  hig<heT. 
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Comment  on  Topics  of  Interest  to  Druggists 


:  By  W.  L.  EDMONDS  : 


Signii^cant  In  s?pite  of  a  m'arked  decline  in 

Trade  Returns.  imports,      Oanada's      aiggregate 

foreign  trade  in  merchandise  for 
the  first  four  months  of  the  present  fiscal  year  is  nearly 
twio-and-a-half  million  doltore  larger  than  for  the  oor- 
respondinig  period  of  last  year. 

The  to'ta'l  trade  (imports  and  exports)  wais  $;'-05,392, 
<i93  coiapared  with  «302.9e.2,815.  Of  fhfe  total  $1:34, 
729,377  were  imports  and  $170,662,716  exportis.  For 
the  four  eoiTespondiing  months  of  last  year  the  fienres 
\Yere  $170,729,912  and  $132,232,903  respetctively,  i>edng 
a  decTSKse  of  $36,000,5^^.')  in  imports,  and  an  increase 
^  $38,4:-^9,813  in  exports. 

One  of  the  significant  features'  of  the  export  trade  for 
the  four  months  is  that  the  increase  is  par'ticiipated  in 
by  every  branch  of  iiidastry — the  mine,  the  fisheries, 
the  forest,  the  faa-m  and  the  factory. 

The  most  marked  increase  was  in  exports  of  mamii- 
faf'tnre-d  goods,  which  were  nearly  143  per  cent,  larger 
than  diiring  the  corresponding  period  of  1914. 

Another  significant  feature  of  the  four  months'  trade 
is  the  trade  balance.  Last  year  the  balance  was  $38. 
497,000  against  us;  this  year  it  is  $35,933,339  in  our 
favor. 

Should  the  favorable  balanr-e  of  trade  maintain  its 
present  rate  of  increase  dairing  the  tw^Jve  months  of 
the  fiscal  year  the  total  would  be  closie  to  $108,000,000. 
which  would  help  materially  to  meet  oiir  interest 
charges  abroad,  which  are  now  estdmiated  to  be  ahont 
i^1 40,000,000  annually. 

•     •     •     • 

Ruling  Whisky  AVhisky  and  brandy  appear  to  be 

V/       Out  of  gradually  losing  caste.     A  gen'er- 

Drug  Stores.  ation  ago  the  avei'aige  home  was 

not  considered  to  be  complete  or 
hospitable  that  bad  not  a  deeanter  of  either  'brandy 
or  whisky  on  the  sideiboard  for  the  entert^ainment  of 
guests.  Thi^  opinion  no  longer  obtains  to  the  extent 
it  formerly  did.  To  .see  a  diecanter  of  liquor  on  the 
sid^iboard  is  todlay  the  exception  instead  of  the  rule. 

And  now  the  committee  engaged  in  reVi^nig  the 
United  States  Pharmacopoeia,  which  is  the  authori- 
tative list  of  medicinal  preparations  reco'gnized  by 
pihysici'ans,  has  voted  by  a  narrow  margin  to  exclude 
brandy  and  whisky  from  the  forth'coming  edition. 

While  the  action  of  the  Fliarmacopoeial  Revision 
Committee  has  not  the  universal  endorsation  of  the 
dTTi'ggists  of  the  United  States,  yet  there  are  a  great 
many  who  seem  to  be  glad  of  the  opportunity  of  getting 
rid  of  thisi  branch  of  their  business. 

Canadians  will  probably  remiember  the  interest  that 
was  created  by  the  papers  thiat  were  read  at  a  congress 
of  the  world's  representative  physieiians  in  Toronto  a 
few  years  ago  dui-ing  wlhich  liquor  as  a  medicine  was 
strongly  denounced.  Coming  as  these  papers  did  frtom 
men  who  are  among  the  hie'heist  medical  authorities 
in  the  world,  they  created  a  world-wide  impression. 

It  will]  be  interesting  to  watch  the  impres.'iion  the 
action  of  the  United  States  Pharmiacopoeial  Revision 
C-vmirJttec  may  have  in  other  piarts  of  fhe  world. 

When  whisiky  and  brandy  are  dimtojited  from  tJi€ 


J'liarmaccipoeia  they  will  naturally  losie  their  identdty 
as  a  drug.  We  may  also  expect  temperance  advocates 
to  declare  that  they  have  lost  theit  last  leig. 

•  •     •     • 

Canada's  It  is  not  possiMe  to  even  estimate    /* 

Production  and  the    value    of    the    whisky   and 

Importation  of  brandy  sold  in  the  drug  stores 

Liquors.  of    Canada    for    medicinal    pur- 

poses. All  we  oan  ascertain  wdtih 
any  degree  of  certainty  is  the  value  of  tihe  liquors 
manufactured  in  the  country  and  that  are  imparted. 
"We  can  asiccrtain  the  one  from  the  census  returns  and 
the  other  from  the  trade  returns. 

According  to  the  last  census  the  r.ggr  ■/  ".;}np  of 
the  distilled,  malt  and  vinous  liquors  annually  manu- 
factured in  Gkn'adia  is  aJbout  $25,000,000,  Our  im- 
ports of  spirits  and  wines  of  all  kinds  are  Valued  at 
$7,046,948,  of  which  $5,469,698  are  the  forraer.  As  we 
export  $1,302,936  wiorth.  the  net  total  value  of  the 
spirits  and  wines  produced  and  imported  into  Canada 
is  ntear'ly  $30,750,000. 

It  is  no  venturesome  guess  to  say  that  the  proportion 
of  this  which  passes  over  tihe  drug  stores  of  Canada 
would  be  represented  by  the  smallest,  kind  of  a  fraction. 

•  •     •     • 

A  Short  While  there  is  no  danger  of  Canada 

Honey  Crop.  being  without  a  suffici'mt  quantity  of 

honev  to  smpnh  the  ordinary  neerls 
of  the  countr(\  yet  the  crop  is  undoubtedly  a  small 
ore  compared  with  normal  years. 

The  cause  is  a  two-fold  one. 

Dast  winter  Avlhen  the  bees  went  inifo  their  period 
of  retirement,  not  bavins  been  well  fed  and  nurtured 
on,  account  of  fhe  adverse  conditiors  nding  during  the 
season  of  1914.  they  were  not  physicaHy  eouipned  to 
stand  the  severities  of  the  winter.  The  death  rate  was 
conseq-uentily  high.  When,  therefore,  the  seaison  of 
1915  opened,  the  army  of  workers  that  came  forth  to 
operate  was  below  the  averai^e  in  number. 

Rut  that  was  not  the  only  factor  that  tended  to 
rcdtice  the  output  during  the  nrfsent  season.  There 
waS'  still  another,  and  that  probably  the  most  import- 
ant. This  particuHai"  one  was  the  weather  conditions. 
'I'he  wet  weather  [)layed  havoc  witlh  honey  secreted  by 
nature  ^rithin  the  recesses  of  the  flowers  from  M-hieh 
"■he  bees  gathered  their  supply,  for  not  only  did  the 
hoiavy  rains  wash  out  much  of  the  honey,  but  tihat 
which  was  left  behind  being  diluted,  the  busy  bee  could 
not  carry  away  per  trip  more  than  probably  one-half 
the  usu'al  quantity. 

The  annual  output  of  honey  in  Canada,  nccordins'  to 
the  last  census,  is  Valuf^d  at  a.  little  less  than  a  million 

dollars.    • 

•  •     •     • 

Dealers  Without  Both  commercial  agencies  operat- 
Bookkeeping  ing  in  Canada   and  the   United 

Systems.  States  are  now  to  denote  in  their 

list  of  failures  whether  the  in- 
solvent has  kept  books  or  not.    It  will  be  interesting  to 
see  what  the  lists  will  reveal. 
A  dealer  who  does  a  rtrlctly  cash  business  does  not, 
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of  course,  need  to  keep  books  in  the  ordinary  sense, 
but  how  it  is  possible  for  one  otherwise  situated  to  get 
along  without  them  is  a  mystery.  Yet  one  oceasionally 
hears  of  a  merchant  who  attempts  to  do  so. 

Every  merchant's  system  of  bookkeeping  should  be 
in  consonance  with  the  requirements  of  his  business, 
but  that  he  should  employ  a  system  of  some  kind  there 
can  be  no  doubt.  It  is  not  every  dealer  who  has  had 
the  training  to  fit  him  for  employing  an  elaborate  and 
complicat<Hl  system,  but  with  the  simple  and  yet  eflfl- 
eient  methods  now  obtainable  there  can  be  no  excuse 
for  anj'  man  trying  to  conduct  his  business  without  a 
bookkeeping  system  of  some  kind. 

Without  a  proper  system  of  bookkeeping,  no  mat- 
ter how  simple  it  may  be,  it  is  impossible  that  he  can 
for  certainty  ascertain  his  financial  standing.  In  at 
least  some  of  the  provinces  of  Canada  and  in  many 
other  countries  it  is  illegal  to  carry  on  business  with- 
out a  system  of  bookkeeping. 

Of  course,  a  system  of  bookkeeping,  whether  elabor- 
ate or  simple,  is  of  little  use  unless  properly  kept.  For 
example,  several  years  ago  the  president  of  a  certain 
enterprise  in  Canada  announced  that  a  dividend  would 
be  paid.  One  of  the  directors,  who  had  had  large  ex- 
perience in  business,  wanted  to  know  on  what  grounds 
a  dividend  was  to  be  declared.  Where  was  the  finan- 
cial statement?  He  was  told  that  while  no  statement 
had  been  prepared  there  was  a  substantial  sum  of 
money  in  the  bank.  The  critical  director  was,  how- 
ever, obdtirate,  and  insisted  that  a  statement  be  pre- 
pared before  a  dividend  was  declared.  He  carried  his 
point,  and  when  the  statement  was  produced  it  showed 
that  instead  of  the  company  having  a  surplus  it  had  a 
deficit  of  several  thousand  dollars  on  the  year's  oper- 
ations. 

That  such  a  loose  system  is  likely  to  obtain  in  a  large 
enterprise  such  as  that  referred  to  cannot,  of  course, 
be  conceived.  Neither  should  it  be  conceivable  in  a 
retail  business,  no  matter  how  small  it  may  be. 


izations  as  that  of  the  Canadian  Credit  Men's  Associa- 
tion are  putting  forth  to  educate  business  men  in  regard 
to  the  importance  of  efficient  bookkeeping  are  to  be 
commended.  In  their  import  they  are  of  national  as 
well  as  of  individual  benefit. 


Bookkeeping  in 
Retail  Stores. 


Bookkeeping  in  retail  stores  came 
in  for  some  consideration  at  the 
recent  meeting  of  the  national 
council  of  the  Credit  Men's  Association,  held  in  Win- 
nipeg. As  the  subject  is  one  in  which  the  association  is 
specifically  interested  it  is  natural  it  should  have  given 
some  time  to  its  consideration. 

The  keener  business  becomes  the  greater  is  the  neces- 
sitj'  for  employing  the  best  methods  of  conducting  it. 
There  was  a  time  when  in  the  majority  of  retail  stores 
a  system  of  bookkeeping  which  merely  provided  a 
record  of  the  goods  which  had  been  sold  on  credit  was 
deemed  sufficient.  That  day  has  long  since  passed. 
To-day  the  average  retailer  finds  it  necessary  that  his 
own  financial  standing,  as  well  as  a  record  of  money 
due  him. 

Because  in  certain  instances  this  knowledge  has  been 
lacking  many  a  retailer  has  found,  when  too  late,  that 
instead  of  his  business  beimg  on  the  highway  to  success 
it  was  cm  the  down  grade  to  failure.  On  the  other  hand, 
many  a  business  man  has  been  prevented  from  drifting 
over  the  precipice  by  the  timely  inauguration  of  an 
efficient  system  of  bookkeeping. 

One  thing  is  certain,  unless  a  merchant  has  an  effi- 
cient system  of  bookkeeping  he  cannot  ascertain  the 
cost  of  doing  business.  And  he  who  is  ignorant  in  this 
respect  is  doing  business  by  guesswork,  which  is  about 
as  dangerous  as  navigating  by  instinct. 

The  efforts  which  retail  associations  and  such  organ- 


Why  His  Profits 
Were  Small. 


An  inventory  is  to  a  business 
man  what  an  observation  taken 
at  sea  is  to  a  mariner.  It  enables 
him  to  ascertain  his  exact  position.  He  may  carry  on 
business  year  after  year,  guesrfng  his  financial  position, 
but  he  is  not  certain  about  it.  And  where  there  is  un- 
certainty there  is  always  danger. 

The  little  journal  published  by  the  Canadian  Credit 
Men's  Trust  Association  recently  recited  an  instance 
which  illustrates  this. 

A  retailer  whose  business  was  increasing  in  volume 
year  after  year  could  not  understand  why  his  profits 
were  not  likewise  increasing.  Consulting  one  of  his 
creditors,  he  was  advised  to  try  and  ascertain  the  cause 
by  taking  an  inventory.  He  did  so,  and  the  upshot  of 
it  was  that  he  discovered  that  his  stock  on  hand  had 
increased  at  a  much  more  rapid  rate  than  his  business. 
During  his  first  year  he  had  done  a  business  of  $25,000 
with  not  at  any  time  a  stock  larger  than  .$7,000.  And 
now,  with  a  stock  of  $12,000,  his  volume  was  only 
$30,000.  In  other  words,  while  his  volume  of  business 
had  increased  20  per  cent.,  his  stock  on  hand  had  multi- 
plied by  71  per  cent. 

But  his  inventory  also  led  him  to  discover  one  or  two 
other  things.  One  was  that  his  expenses  had  jumped 
up  to  20  per  cent,  of  his  gross  sales.  The  other  was  that 
there  is  quite  a  difference  in  calculating  a  profit  of 
25  per  cent,  on  cost  of  goods  and  25  per  cent,  on  the 
selling  price.  His  policy  to-day  is  to  do  a  maximum  of 
business  with  a  miin'mum  investment. 

In  the  face  of  these  facts  there  can  be  no  doubt  re- 
garding the  importance  of  taking  an  inventory  at  least 
once  a  year. 


Passing  Thoughts  on  Business 


Br  W.  L.  K. 

Jle  who  is  dissatisfied  teith  his  Job  is  not  likely  to 
^Hive  ever  happy"  with  it. 

Sptculation  in  business  may  not  be  good,  but  he 
is  a  wise  merchant  who  keeps  his  eye  on  the  future. 

Now  is  the  opportune  time  for  looking  after  th* 
collection  of  accounts  as  well  as  the  ingathering  of 
new  business. 

Business  worries  are  often  the  fruit  of  bad  busi- 
ness methods. 

If  the  man  behind  the  counter  lacks  enthusiasm 
for  his  work  the  customer  upon  whom  he  waits  is 
not  likely  to  develop  admiration  for  the  store. 


Courtesy  in  the  store  doesn't  cost  anything^  but  it 
is  a  greater  asset  than  a  rich  jewel  mi  the  finger. 
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Some  Hints  for  the  Man  Opening  a  New  Drug  Store 

Advice  to  the  beginner  on  how  to  go  about  the  opening  of  a  new 
drug  store — Hinti  on  selecting  stock  end  preparing  for  opening  day 


By  the  scribe 


ENQUIRY   FROM  SUBSCRIBER   WHO   IS   OPEN- 
ING NEW  STORE 

THE  BeitadI  Druggist  recently  received  tihe  folIo"5V"- 
inig   letter   from  an    Ontario   eubscribeo-   wlho   is 
iip^ai'mg  a  new  drag  S'tore: 
"Having  been  a  subscriber  to  Tii»  Rertiail  Drngg'st, 
I  hsve  noticeid  mianv  very  useful  sugg'es'tions  offered 
to  the  trade  and  aJio  aid^ice  given  to  ttoee  asking. 

"I  nm  opeMEg  a  iieiw  drug  store  but  am  a  U';tl«! 
co'j£u9ed  as  to  the  n'joet  systenjatic  way  to  begin. 
Could  you  outline  a  general  plan  thalt  would  encour- 
age system? 

"Would  be  pleahed  to  be  placed  m  toudh  with  any 
orjginiad  and  catchy  advertisinig  schames,  or  any  lines 
whioih  one  ^-ould  push  wilt.h  goad  results.  Wliere  nAn 
I  (get  a  book  giving  adveaitisiug  methods  and  pointers." 


WE  reprodtice  here  an 
enquiry  fpom  a 
ydinig  diru'g'^ist  who 
is  openiirg  a  new  stcTe  in  a 
small  Ontario  town  and  who 
would  libe  somie  pointers 
in  regard  to  tlie  best  way 
to  go  about  the  opening  oi; 
it.  The  opening  of  a  new 
store  is  not  a  very  easy  or 
simple  matter,  even  to  the 
experienced  dealer,  but  it  is 
a  mticb  more  diiifienlt  pro- 
powition  to  the  man  wflio 
has  never  previously  had 
experience  in  running  a 
stow  himself  He  is  li.able 
to  be  in  rathoi-  a  (piandary  as  to  how  to  gio  about  it  in 
a  real  business  manner. 

Get  Advice  from  Brother  Dealer 

Having  decided  on  the  location  for  the  Store,  which 
is  in  itself  a  very  important  problem  and  calls  for  a 
good  deal  of  thought,  the  sieleetion  of  stoclr  is  the  ne'it 
big  nndcrtaking.  A  man's  experience  in  the  business, 
even  though  it  .has  only  been  in  the  capacity  of  clerk, 
should  be  a  valuable  guide  in  this  w^ork.  Tf  tbe  beigin- 
ner  knows  a  druggist  in  business  wbo  is  net  a  compet- 
itor of  'his,  T  M'ould  advis'e  tbait  he  visit, him  and  get 
all  tbe  pointers  be  ean  as  to  tbe  articles  that  sbould  be 
stocked  and  tbe  quantity.  In  deciding  on  a  store  from 
,^'bieh  to  get  tihis. advice,  he  sbould  try  and  choose  one 
aJboiit  the  same  size  as  tbe  one  he  intends  openinig  and 
catering  to  a  trade  stomewhat  simifer  to  his  own. 

Selection  of  Stock 

There  is  a  biig  ranige  of  items  to  buy  and  stock  in  a 
new  store  and  if  a  man  depended  u,{>on  Ms  memory  ho 
w'ould  forget  many  lines.  Purehasintg  sbould  be  gone 
aboiit  in  a  systematic  manner.  Tbe  stock  ^eeits  of  a 
man  in  business  should  prove  a  valuaJble  guide  for  the 
dealer  in  his  buying.  The  dealer  sihould  run  over  them 
before  starting  out  on  his  purobasing  trip  anid  decide 
on  the  quantity  of  each  line  be  should  buy.  Some  of  tlhe 
lines  ithat  sell  well  in  one  community  will  not  be  in  de- 
mand in  another  place.  Care  sbould  be  taken  to  select 
goods  that  will  be  sure  to  sell. 

For  the  purchase  of  general  lines,  T  would  advise  the 
beginner  to  go  to  a  dependable  jobbimg  hotise  and 
rely  on  their  advice  to  a  considerable  extent  in  regard 
io  initial  purchiasies.  Enough  goods  will  be  wanted  to 
m'ake  a  shewing,  but  the  dealer  should  not  buy  too 
great  a  quantity  of  any  one  line  at  the'  start,  until  he 
findis  out  how  it  is  going  to  go  with  his  trade. 

Have  Big  Opening 

Having  purchiased  his  stock,  thought  ajud  study  as 
well  as  work  is  neeesisary  to  get  everything  in  shape 
for  opening  day.  If  there  are  any  changes  in  the  store 
front  or  general  arrangement  that  it  is  deemed  wiould 
be  advisable,  the  time  to  make  sudh  changes  is  before 
opening  tip  fbr  busdness.     Things  should  in  so  far  as 


possible  he  in  tip-top  shape 
for  openinig  day.  The  open- 
ing of  tlie  store  should  be 
such  as  to  attract  wide- 
spread attention  in  the  com- 
munity. The  assdstanee  of 
maniifaOturers  can  some- 
times be  seicured  in  plan- 
ning a  big  openinig — ^in  pro- 
viding souvenirs  and  other 
attention-attracting       feat- 


ures. 


Giving  of  Souvenirs 


F.  C.  Wefber,  of  Peter- 
borough, Ont.,  had  an  open- 
ing last  year  that  attracted 
attention.  He  gave  away  small  gifts  to  visitors  at 
the  store  on  opening  day,  and  in  order  to  prevent 
disappointment  to  those  who  came  late  and  guard 
against  overcrowding  at  certain  hours,  he  ®plit  up 
the  gifts  distributed  into  lots,  givinig  away  a  certain 
number  during  each  hour  of  the  day  from  P. 30  to 
IO.-'jO  p.m.  The  articles  to  be  given  away  each  hour 
were  listed  in  the  general  announcement  made  in 
big  space  in  the  local  paper.  Some  dealers  quote  a 
spe'cial  price  on  a  few  Idnes'  to  attraict  attention  insitead 
of  givinig  away  free  articles. 

Mr.  Weber  had  an  orchestra  in  attendance  on  open- 
ing day  from  2.30  to  5  p.m.,  and  8  till  lO.PO  p.m.  The 
dealer  can  at  lea.st  have  a  music  maiehine  in  order  to 
give  a  ceremonious  touch  to  the  opening  occasiton. 

Su'bscribers  would  do  well  to  look  back  over  pre\'ious 
issues  of  Tbe  Retail  Druggist  for  advertising  and 
sales  schemes  that  will  help  him  entrench  his  store  in 
the  trade  of  the  community. 

Our  enquirer  asiks  for  a  book  on  advertising  methods. 
■'Retail  Advertising  Complete"  is  the  name  of  a  book 
selling  at  $1,  postpaid,  w"hicb  is  obtainable  from  the 
l-!ook  Departmenit,  Commercial  Press,  Ltd.,  32  Oolborne 
St.,  Tcrtonto. 

BEGINNER  SHOULD  INTRODUCE  SYSTEM 
METHODS  AT  VERY  START 

The  man  who  is  opening  up  a  new  store  should  start 
right  in  from  the  ver\-  fir^  to  conduct  his  business  in  a 
systematic  manner.  System  facilitates  the  carrying  on 
of  the  sttore's  work,  helps  to  prevent  leaks,  and  allows 
the  dealer  to  l.:e6p  a  line  on  progress  in  respe*ct  to  sales 
and  profits. 

One  of  the  first  essentials  is  a  "  Sales  Book, "  for  keep- 
ing track  of  each  day's  sales,  so  that  tab  can  be  kept 
on  progress  in  tliis  regard.  Eaieh  day  can  be  compared 
with  previous  day's  business  and  a  compiarison  by  week, 
r.ionth  and  year  also  made. 

Importance  of  Expense  Book 

Every  store  should  have  its  expense  book  in  which 
to  enter  every  item  of  cost  of  doing  business.  It  is  only 
by  knoVidng  the  percentage  of  his  expenses  in  ratio  to 
sales  that  the  dealer  can  correctly  set  his  selling  price. 
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For  instance,  if  fhe  druggist  finds  that  hi®  cost  of 
doing  business  is  23  per  cent.,  and  'he  \v*ants  to  make  a 
net  profit  of  5  per  cent.,  he  will  have  to  make  28  per 
cent,  altogether  on  tlie  selling  prict.  That  meians  th'at 
he  will  have  to  add  38.9  per  cent,  to  cost  price. 

It  is  iiaportanit  that  tlie  beginner  shall  reieogniize  that 
margin  of  profit  on  cost  and  margin  on  selling  price 
are  vastly  different..  When  you  reckon  yxjtir  peTceni- 
tJage  of  cost  of  doimg  f>nsiness  on  the  selling  price  it 
won't  do  to  turn  around  and  figure  profit  on  cost. 

The  man  who  would  achieve  snceess  in  busdness  to- 
day mnst  use  system  in  his  methods.  In  thcBe  diays  of 
higher  expenses  and  keen  competition,  it  does  not  do 
to  conduct  business  in  a  "hit-or-miiss"  manner. 


HOW  CITY  DRUGGIST  ATTRACTED  ATTENTION 
TO  NEW  STORE 

A  city  druggist,  in  opening  u])  a  new  stor^,  hit  upon  a 
new  and  novel  form  of  adveirtising.  He  wenit  to  m 
wholesale  firm  and  secured  a  large  quantity  of  sachet 
powder.     A  large  number  of  little  sachet  bags  were 
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AdveilUemeiit  used  by  LaiiMpuHiy's,  Limited,  ot  VViudsor,  Ont.,  in  open-  ■ 
in^  a  new  store.    Note  the  specials  quoted  for  both  ladies  and  men.    A 
dainty  souvenir  was  jfiven  to  every  lady.    Ad.  is  reduced  from  lOx  lain. 

made-  out  of  silk  and  filled  with  the  powder.  The  names 
of  all  prospective  euisjtomers  in  that  vicinity  were  se- 
cured from  the  dirf-etory.  To  e'aeh  one  a  personal  type- 
Avritten  letter  was  sent,  announcing  the  opendng  of  the 
new  store',  giving  'a  few  words  about  their  service,  and 
inviting  them  to  come  to  the  store  and  receive  a  dainty 
souvenir. 

Customers  Had  to  Come  to  Store  to  Get  Souvenir 

No  mention  wajS  made  of  what  the  souvenir  was,  but  a 
i^ard  with  the  customers    name  written  on  it  was  eu- 


close'd.  in  each  letter.  It  specified  on  the  card  that  the 
person  whose  name  \vas  written  on  it  was  entitled  to  a 
souvenir  gratis  on  presenting  it  at  the  store.  The 
souvenir  was  a  dainty  bag  of  sachet  powder.  The 
letters,  of  course,  were  sent  only  to  women,  who  con- 
trol, to  a  large  extent,  the  fatnily  purchases. 

The  idea  of  ha-ving  them  call  at  the  store,  instead  of 
sending  the  souvenir  out  to  them  wias  three-fold: 

1.  To  fix  the  location  of  the  new  sitore  in  their  mind. 

2.  To  let  them  see  what  an  up-to-date  store  he  had. 

3.  To  meet  them  personally. 

Kept  Tab  on  Results 

The  cards  presented  were  kept  by  the  dealer.  They 
not  only  showed  the  number  who  took  advantage  of 
the  opptortunity,  but  also  gave  him  the  names  of  those 
Avho  did.  As  each  woman  presented  the  card  with  her 
name  on  it,  the  dealer  was  in  a  position  to  know  who 
he  was  dealing  with,  and  by  connecting  the  fate  up 
Avith  the  nanie  was  thus  able  to  addi-ess  many  of  them, 
who  came  to  his  store  aigain  by  their  name. 


ADVERTISING  THE  NEW  STORE 

When  a  dealer  opens  up  a  new  store  some  form  of 
advertising  .should  'be  done  in  order  to  attract  attention 
to  it.  The  method  used  by  some  dealers  is  to  'give  spe- 
cial prices  on  certain  lines;  others  give  talks  on  thedr 
store,  goods  and  service.  A  good  sample  of  this  latter 
form  was  that  used  by  Robertson 's  Drug  Store.  Brant- 
ford,  Out.,  which  has  recently  moved  into  a  new  loca- 
tion.   Tt  read: 

A  PLEASANT  PLACE 
is  Robertson 's  new  store.  Tt  is  bright,  'airy  and 
commodious' — and  you  are  always  welcome. 
Moreover  yo-u  will  find  here  a  complete  stock. 
If  it's  a  prescri'ption,  we  have  the  beat  equip- 
raent  in  Brantford  for  dispensimg  it;  if  it's  a 
Kodak,  we  have  it:  if  it's  candy,  we  have  it; 
thtt  sitore  with  the  complete  stock. 

Robertson 's  Will  Have  Tt. 

ROBERTSON'S  DRUG  STORE 
Robertson's  Drug  Store  has  left  the  old  stand 
and  is  now  at  82  Dalhousie  Street,  opposite 
Brant  Theatre. 

The  dealer  has  miany  features  in  regard  to  service, 
goods;  equipment,  etc.,  v/hich  he  will  feeJ  proud  of, 
and  which  will  bear  mention  in  an  ad. 


ANOTHER  DEALER  ASKS  FOR  TRADE  ATTRACT- 
ING SCHE.ME  FOR  NEW  STORE 

ST>fCii  preparing  the  fare^oiug  mattar  giviag  liints 
ti)  the  deial<T  opening  a  new  store,  we  have  re- 
ceived aaiothar  request  of  a  sdrailar  oatume  from 
ail  Oiitario  druggist.     He  writes: 

' '  i'<»ur  valuable  paper  haui  impressed  nve  very  miU'cJi 
with  general  news,  along  the  drug  'line,  and  tll^e  many 
topics  cf  disouseion.  Omo  thing  I  wooild  like  to  sao 
cisru8s»3d  or  to  hear  how  diSfeiren't  sichemijee  hare  been 
planmed,  is  on  advertisdug  and  otftier  schieimiee  used  iu 
opening  up  a  niew  store.  I  aim  quite  anxious  to  hit 
on  sometiung  good  along  tfiat  lino  and  possibdy  you 
ha-e  or  know  »f  diflarent  scbemee  or  someon'e  might 
ccnitrib'lbo  through  your  journal.  1  would  l>e  very 
grateiful. ' ' 

We  preeent  sonno  suggestioBis  along  this  lime  on  tlhls 
and  the  preceidang  page.  We  would  like  to  h««r  fron; 
other  .1«aleiir  as  to  plane  they  have  uaed  to  attract 
t-ado  and  attention  whon  openiin'g  a  new  store.  Send 
them  along. 
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How  Much  Are  You  Losing  to 
the  Mail  Order  Houses? 


is  the  ne?d  of  some  effort  to  induce  people  in  these 
towns  to  buy  at  home — no  matter  what  the  means  em- 
ployed m'ay  be. 


IT  is  difficult  to  gauge  the  amount  of  money  that  is 
flowing  into  the  coffers  of  the  big  mail  order  houses 
from  the  small  towns  and  villages.  The  mail  order 
houses  are  not  giving  out  any  information  along  this 
line,  but  their  steady  and  in  many  cases  spectacular 
growth  indicates  that  the  amount  is  enormous. 

Weekly  papers  in  some  of  the  smaller  towns  where 
the  mail  order  evil  is  prevalent  have  been  arriving  at 
the  amount,  approximately,  by  finding  out  the  sum 
that  was  sent  out  of  the  town  in  money  orders.  The 
figures  have,  in  many  eases,  proved  sitartling  to  the 
merchants.  While  realizing  that  they  were  losing  con- 
siderable trade  to  the  mail  order  houses,  they  never 
imagined  that  it  reached  the  proportions  that  investiga- 
tion of  money  orders,  in  many  cases,  has  disclosed. 

For  instance,  The  Standard,  of  Haveloek,  Ont.,  a 
village  of  1,500  population  one  hundred  miles  east  of 
Toronto,  found  that  in  one  year  $54,119  had  been  sent 
out  of  the  town  in  money  ordeirs  alone.  The  amount 
of  orders  paid  in  the  same  time  was  only  $7,302,  leav- 
ing the  enormous  difference  of  $46,817.  Commenting 
on  tbese  figures,  The  Standard  said : 

Is  there  not  a  moral  in  these  striking  figures  for 
our  citizens  and  our  merchants? 

How  much  better  off  Haveloek  would  be  if  that 
$46,817  were  spent  here,  and  how  much  are  our  mer- 
chants to  blame  for  not  having  more  of  it  spent  here? 

G«t  together,  good  citizens,  and  eo-operate  more 
than  you  have  been  in  the  habit  of  doing.  Let  next 
year's  figures  show  a  tremendous  decrease  in  the 
out  of  town  figures,  and  let  the  merchants  wake  up 
to  the  value  of  better  values  and  the  absolute  neces- 
sity of  letting  the  people  know  about  them  through 
their  advertisements,  instead  of  whining  about  poor 
times  and  complaining  of  people  buying  out  of  town. 

Also,  and  this  is  most  important,  let  the  merchants 
practise  what  they  preach.  The  Standard  preaches 
week  by  week,  to  "buy  at  home,"  and  lots  of  our 
merchants  applaud  our  sentiments  and  then  turn 
around  and  buy  their  printing,  and  other  needs  not 
in  their  own  business — where  ?  The  very  place  those 
they  complain  about  do — out  of  town. 

The  figures  in  this  particular  case  were  astonishing 
to  the  merchants,  and  no  doubt  retailers  in  many  other 
centres  would  be  similarly  surprised  to  find  out  the 
huge  amount  that  they  are  losing  yearly  in  tbis  way. 
Just  imagine  what  the  sum  for  the  whole  Dominion 
must  be,  when  this  large  amount  is  going  out  of  one 
village  of  1,500  population. 

It  certainly  drives  home  the  necessity  for  dealers 
putting  forth  their  best  efforts  to  stem  the  flow  of 
money  to  the  larger  centres,  that  should  be  spent  in  the 
local  stores.  One  means  towards  this  end  is  that  sug- 
gested above — ^a  strong  persistent  effort  to  impress  on 
local  buyers  the  value  and  service  that  the  local  dealer 
can  give  them,  and  one  of  the  best  ways  of  doing  this 
is  through  advertising  space  in  the  local  paper,  which 
will  be  found  willing  at  all  times  to  assist  the  mer- 
chants by  appealing  to  its  readers  to  spend  their  money 
in  their  home  town. 

One  thing  stands  out  prominently,  however,  and  that 


STOCK  POOD  SOLD  BY  GOOD  RESULTS  ON  OWN 
HORSE 

The  Regina  Trading  Co.,  of  Regina,  Sask.,  handles 
stock  food,  and  the  fact  that  one  of  their  horses  fed 
on  the  brand  sold  by  them  won  the  red  ribbon  at  the 
winter  fair  last  year  was  made  good  use  of  to  promote 
sales  of  this  line.  It  was  impressed  on  prospective  cus- 
tomers through  advertising  and  personal  talks.  In  one 
ad.  pointing  out  its  value,  they  wound  up  by  saying: 
"As  further  proof  of  our  confidence  in  this  food  we 
use  it  to  keep  our  delivery  horses  in  condition,  and 
that  it  lives  up  to  its  reputation  is  evinced  by  the  fact 
that  one  of  our  regular  delivery  horses  captured  the 
red  ribbon  at  the  winter  fair  held  last  week.  You  can 
get  it  in  packages  priced  at  25c.,  50c.  and  $1.  Also  in 
25-lb.  water-tight  pails,  for  $3.75." 

An  actual  instance  of  a  horse  that  has  thrived  well 
on  the  brand  sold  is  a  strong  argument  in  its  sale.  If 
you  haven't  a  horse  of  your  own,  refer  to  a  good  horse 
of  someone  else  that  is  fed  on  the  brand  you  handle. 


Detailed  Plans  for  a  Good  Store  Front 

Store  Front  Big  Factor  in  Sales 

THE  value  of  a  good  store  front  is  acknowledged  by 
every  dealer.  A  front  that  stands  out  promi- 
nently and  that  shows  goods  up  to  advantage  is 
certainly  a  valuable  factor  in  attracting  the  attention 
of  customers  and  inducing  sales.  You  will  frequently 
find  two  stores  of  similar  size,  one  of  which  is  forging 
decidedly  ahead  of  the  other,  and  all  because  it  has 
an  attractive  front  that  allows  good  display. 

Store  Pront  Plans  Ready  for  the  Builder 

Money  spent  in  improving  the  store  front  is  generally 
found  a  good  investment  in  the  greater  amount  of 
business  which  it  brings  to  the  store.  On  the  opposite 
page  we  reproduce  a  detailed  plan  of  a  well  arranged 
store  front  that  will  be  found  of  value  by  the  dealer 
who  is  contemplating  the  alteration  of  the  front  of  his 
store.  It  is  most  complete,  with  sectional  details,  so 
that  a  builder  could  take  the  plan  and  have  a  thorough 
guide  to  his  work.  Therefore,  if  a  dealer  decided  that 
this  front  suited  his  fancy  and  requirements,  it  would 
do  away  with  the  necessity  and  cost  of  having  plans 
especially  prepared. 

The  plan  shown  here  is  worked  out  for  a  store  25 
feet  wide,  the  front  of  the  window  15  feet  wide,  and 
the  depth  of  same  4  feet  6  inches.  The  door  is  3  feet 
6  inches  wide. 

A  Good  Time  to  Build 

The  present  is  a  good  time  for  merchants  to  build 
or  make  alterations  to  present  premises.  Labor  is 
available  at  favorable  rates  and  building  materials  are 
lower  in  price  than  for  several  years.  If  you  have 
any  work  of  this  nature  to  be  done,  now  is  the  tim* 
to  do  it.  You  will  not  only  get  it  done  cheaper  than 
at  ordinary  times,  but  you  will  also  be  assisting  in 
the  good  work  of  giving  employment  to  those  who  need 
it  badly  at  the  present  time. 
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Detailed  plana  (or  an  ezoellent  atore  front.    Read  article  on  opposite  pare. 
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Collins'  Course  in  Show  Card  Writing 


One  of  a  aeries  of  articles 
specially  prepared  for  this 
Journal. 


By  "Seasonable  Cards"  we  do  not  mean  the  design 
only.  We  mean  that  in  addition  to  the  design,  such  as 
Santa  Claus  for  December,  and  Cupids  for  February, 
the  colors  should  be  carefully  considered  for  the  par- 
ticular month  at  hand.  Each  month  has  a  sort  of  com- 
plementary color  that  should  not  be  overlooked.  But 
for  dress  goods  and  such  other  materials  where  color 
is  a  vital  part  of  the  goods  on  display,  then  the  win- 
dow trimming  and  decorations  should  be  considered 
in  the  making  of  the  cards.  Millinery,  mantles,  cloth- 
ing, etc.,  come  in  this  category.  The  main  feature  of 
such  displays  and  one  to  be  constantly  kept  in  mind  is 
harmony.  Do  not  introduce  colors  that  are  in- 
harmonious with  the  goods  on  display.  Do  not 
introduce  strong  contrasts.  Pale  and  subdued 
colors  that  will  blend  and  harmonize  with  the 
dominating  shades  of  the  window  are  the  ones  to 
be  considered.  It  will  be  necessary  to  watch  the  pre- 
vailing colors  in  vogue  at  the  various  seasons  in  order 
that  you  may  use  harmonious  tints  and  shades. 

Of  course,  when  it  comes  to  February,  and  you  are 
making  a  St.  Valentine's  trim,  you  will  be  closely  tied 
to  reds.  But  even  then  it  will  be  well  not  to  introduce 
these  unless  they  will  not  detract  from  the  prevailing 
colors  that  are  displayed. 

We  have  mentioned  before  in  these  articles  that 
nearly  every  month  has  some  special  day  or  holiday 
that  can  be  used  to  advertising  advantage,  and  each 
month  will  have  its  particular  or  prevailing  color  that 
should  be  considered  in  show  card  work.  The  follow- 
ing list  should  be  of  help  to  the  maker  of  show  cards. 

January 

Emblematic  of  this  month  will  be  snow  scenes,  skat- 
ing, sleighing,  snowshoes,  etc.  The  colors  are  blue  and 
the  various  tints  of  blues.  There  is  no  holiday  that  can 
be  used  to  advantage  for  advertising  purposes. 

February 

February  does  not  vary  much  from  January  so  far  as 
weather  conditions  are  concerned,  and  the  same  colors 
may  be  used.     But  the  month  has  an  advertising  ad- 


vantage in  St.  Valentine's  Day  that  can  be  used  with 
much  effect.  Hearts,  cupids,  arrows,  quivers,  bows,  etc., 
can  be  used  in  the  decorations  and  card  designs.  The 
dominating  colors  of  these  will  be  red. 

March 

Easter  occasionally  falls  in  this  month,  robbing  April 
of  the  honor.  The  weather  conditions  are  far  from 
bright  and  cheerful.  Dark  colors  can  be  used,  and  if 
scenery  is  worked  in,  rough  windy  water  effects  will  be 
in  keeping  with  the  month.  St'.  Patrick's  Day  must 
not  be  overlooked.  Harps,  shamrocks,  pipes,  pigs,  hats, 
etc.,  may  be  used  with  attractiveness.  The  dominating 
color  will,  of  course,  be  green. 

April 

This  month  is  looked  upon  as  the  opening  of  spring 
time.  Easter  is  the  one  bright  spring-spot  that  sets  it 
out  strongly.  The  colors  are  purple  and  white  for  the 
Easter  season.  For  decorating  there  is  an  abundance  of 
symbols.  Lilies,  rabbits,  eggs,  chicks,  etc.,  arranged  in 
various  combinations.  We  do  not  advocate  the  use  of 
the  cross,  for  its  associations  are  too  sacred  to  be 
worked  into  commercialism. 

May 

Now  we  have  spring  in  all  its  beauty.  The  24th  of 
May  is  the  big  advertising  day.  Red,  white  and  blue 
may  be  used  in  abundance.  Flags  and  bunting  will  be 
appropriate.     Everything  runs  to  brightness. 

June 

The  month  of  weddings.  Floral  designs  may  enter 
now.  June  roses,  orange  blossoms,  etc.,  may  be  used 
in  decorative  effects,  and  can  be  used  on  cards.  Sum- 
mer scenes  and  summer  sports  have  arrived,  so  that  the 
various  emblems  of  outdoor  games  may  be  used  both 
in  decorations  and  on  cards.  These  will  include  bats, 
balls,  rackets,  oars,  etc.  For  the  weddings,  old  shoes, 
rice  bags,  hearts  and  cupids  may  be  used. 

July 

The  first  of  July  will  have  to  be  arranged  for  during 
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Fancy  Roman  alphabet,  upper  and  lower  case 


October.  1915 


THE  RETAIL  DRUGGIST  OF  CANADA. 


29 


the  latter  part  of  June.  Red,  white  and  blue  may  be 
used  here  also.  But  July  brings  outings  and  holiday^., 
and  summer  camps  and  scenes  of  this  character  are 
quite  in  line  for  card  and  decorative  work. 

Augfust 

The  month  of  hotness.    Usually  civic  holiday  comes 
in  August.    Make  your  displays  and  special  advertising 
for  this.    Use  yellows  and  kindred  colors,  and  holiday 
symbols  may  be  used  with  telling  effect. 
September 

Now  for  school  opening.    Use  bright  colors  and  work 
children  into  your  designs  and  advertising.     Make  a 
great  showing  for  Labor  Day.     Use  the  union  label. 
Designs  of  workmen,  etc.,  can  be  used  on  cards. 
October 

Hallowe'en  furnishes  much  material  for  decoration 
and  advertising.  The  colors  are  yellow  and  black.  The 
symbols  are  witches,  cats,  pumpkins,  owls,  brooms, 
moons,  etc.    Then  fruits  may  be  used,  grapes,  apples. 


Construction  of  this  card  explained  in  accompanying  article. 

etc.    These  may  be  used  on  the  cards  as  well  as  worked 
into  the   decorations.     Thanksgiving  also  comes  into 
effect  in  October.    The  emblems  are  turkeys  and  pump- 
kins.   Old  gold  colors  may  be  used. 
November 

The  Harvest  Home  may  be  a  feature  in  your  window 
decorations  in  this  month.  Corn  in  the  shock,  wheat 
in  the  sheaf,  late  fall  fruits,  etc.,  may  enter  into  this 
unique  arrangement.  The  colors  will  be  largely  yel- 
lows in  their  various  tints,  and  browns. 
December 

Now  for  the  glorious  season  of  all  the  year.  Christ- 
mas, with  old  Santa,  and  holly  and  reindeer  and  snow 
and  ice  and  stockings  and  other  Christmas  emblems. 
This  is  the  one  month  that  you  may  elaborate  without 
license.    Red  and  green  are  the  dominant  colors. 


The  sample  card  this  month  is  a  St.  Valentine's  de- 
sign. This  is  an  air  brush  creation.  It  requires  two 
patterns,  one  of  the  heart  and  one  of  cupid.  Lay  the 
two  on  at  once  and  air  brush  around  them,  then  take 
the  cupid  off  and  air  brush  around  the  heart  where  it 
covers  the  cupid.  Finish  the  face  and  hair  by  hand. 
If  this  is  done  on  a  red  card  the  lettering  may  be  in 
dark  brown  or  white. 

The  alphabets  shown  this  month  are  very  practical. 
They  are  fancy  Roman,  upper  and  lower  case  with 
figures.  Note  two  finishes  in  the  figures.  The  2,  3  and 
9  are  finished  differently  from  the  5  and  6.  This  is 
done  to  show  you  the  liberty  you  have  with  letters  of 
this  character. 


Wit  and  Wisdom  for  the  Clerk 


Why  spend  time  demonstrating  your  ability  as  a 
counter  lounger  when  you  might  be  demonstrating  the 

value  of  goods  ? 

•  •    • 

A  pretty  young  woman  tripped  up  to  the  counter 
where  a  new  clerk  was  assorting  musdc  and,  in  her 
sweetest  tones,  asked:  "Have  you  'Kissed  Me  in  the 
Moonlight?'  " 

The  clerk  turned  around,  looked  at  her,  and  an- 
swered: "It  must  have  been  the  man  at  the  other 
counter.    I've  only  been  here  a  week." 

•  •    • 

If  you  want  to  be  thought  well  of  by  your  employer 
and  your  customers  learn  all  you  can  about  your  goods 

and  business. 

•  •    • 

She:  "How  do  you  like  my  singing?" 
He-  "Well,  I've  heard  Tetrazzini  and  Mary  Garden, 
but  you're  better  still." 

•  •     • 

Call  people  by  name,  but  don't  call  them  by  their 
first  name  unless  you  are  sure  they  will  be  pleased  to 

have  vou. 

•  •    • 

An  optimist  is  a  fellow  who  makas  lemonade  of  the 
lemons  he  has  handed  to  him. 

•  •    • 

"Iiook  here,"  shouted  the  excited  man  to  the  town 
druggist,  "you  gave  me  morphine  instead  of  quinine 
this  morning!" 

"Is  that  so?"  replied  the  druggist.  "Then  you  owe 
tne  twenty -five  cents  more. ' ' 

•  •    • 

If  you  are  feeling  down  in  the  mouth,  think  of  Jonah 
— he  came  out  all  right. 

•  •    • 

Johnny:  "Mother,  teacher  said  that  I  had  talents  as 
an  inventor." 

Mother  (pleased) :  "What  did  she  say  you  could  in- 
vent?" 

Johnny:  "She  said  that  I  could  inivent  more  new 
wa5'8  of  spelling  than  anybody  S'he  ever  saw."  * 

•  •    • 

Jack:  "Sent  back  your  letter  un<ypened,  eh!  Why 
did  she  do  that?" 

Tom ;  "She  said  the  postman  who  delivered  the  mis- 
sive kicked  her  dog." 
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FORMULARY 

special  'Preparations  for  the  'Druggist 


FORMULA  FOR  WHITE  LINIMENT 

The  Retail  Druggist  : 

Would  you  please  s-.nd  me  a  formula  for  a   good 

white   liniment  containing  such  ingredients   as   siaap, 

turpentine  and  a)mm'0nia — something  that  -vrill  be  white 

and  thick  when  complete. 

Sturgeon  Falls,  Ont.  E.  H.  WINN. 

Editorial   Note^ — ^We  sinbmit   the  following  formula 

for  white  liniment: 

White  eastile  soap,  in  shavings 13  drams 

Ammonium  carihonate   2  ounces 

Amm'onia  water 4  ounces 

Water   GO  ounces 

Oamphor    2  ounces 

Alcohol   3  ounces 

Oil  of  turpentane  . .  13  ounces 

Dissolve  the  soap  in  3  pints  of  water,  and  the  aru- 
moninm  ear'boniate  in  the  remaining  12  ounces  ot'  water 
imd  the  amTnlonia  water.  Mix  these  two  solutions. 
TbcTi  red'ice  the  camphor  to  a  thin  paste  with  the  alco- 
hol, a7ii  in  .snvaM  portions  add  to  the  soap  mixture, 
agitating  briskly  after  e'ach  addi'tion.  Then  idd  the 
oil  of  turpentine  gradually,  thoroughly  incoriwrating 
after  «^a'ch  addition  and  continuing  until  an  emulsion- 
like  mixture  results. 

Genuine  White  Oil  Liniment  for  Horses 

.A.mmoaiium  carbonate   19  ounces 

Camphor 20  oumces 

Oil  of  turpentine 21  ounces 

Oil  of  origanum 20  ounces 

Oasti'le  soap   19  ounces 

Wat^r,  to  make  20  piuts 

Dissolve  the  eastile  ^oaip  in  one  gallon  of  water  and 
the  camphor  in  the  tiu-pentine.  Mix.  Dissolve  the 
ammonium  carbomate  in  4  pints  of  water,  add  to  the 
mixture  and  add  enough  water  to  make  20  pints.  Sibake 
well. 

INQUIRY  FOR  VETERINARY  REMEDIES 

The  Retail  Druggist: 

Would  you  kindly  give  me  good  tried  formulas  for 
the  follomng,  as  well  as  full  directions'  for  using  same: 
Poultry  tonic,  worm  powder  for  horseo  and  cattle, 
worm  powder  for  hoigs,  and  one  for  roup  cnre? 

J.  WILDER. 

TTaimi'a,  Alberifia. 

Editorial  Note — ^Here  is  a  formula  for  tonic  pills  for 

poultry : 

Iron  sidphate   2  drams. . 

ExtT'act  of  gentian V3  dr'aan 

Phosphiate  lime 1  dram 

Thite  is  sufficient  to  make  40  pills.     Give  one  every 

momiiig. 

Powder  to  Make  Hens  Lay 

Powdered  egg  shells   4  ounces 

Sulphate  of  iron 4  onuces 

Powdered  capsicum   4  oimce« 

Powdered  fenugreek   2  ounces 


Powdered  black  pepper 1  ounce 

Silver   .sand    2  ounces 

Powde'red  dog  biscuit   ....    6  ounces 

Mix. 

Worm  Powder  for  Horses 

Santonin    1  dram 

Calomel i/^  dram 

Powdered  Womiiseed    2  dlrams 

Powdered  ginger 2  drams 

Mix.  This  is  just  .sufficient  for  one  dose.  It  should 
be  given  i)i  a  bran  m'ash. 

A  tablcspoonful  to  'be  mixed  with  sufficient  meial  or 
porridge  to  feed  20  hens. 

Worm  Medicine  for  Hogs 

Sodium,  sulphate,  powdered 2  ounces 

Tansy,  powdered 5  dTams 

Castor  oil   6  drams 

Naphthalene    30  grains 

Rye  flour    .• 1   ounce 

Mix.  Make  an  elect uar>'  with  mol arises.  Give  one 
fourth  every  2  hours. 

Roup  Remedy 

Potassium  chlorate 2  ounces 

Gubeb 2  ounces 

Anise  1  ounce 

LflCorice  root   3  ounces 

Powder  and  mix  well.  A  teaspoonful  with  food  for 
60  hens. 


Wife:  '  Why  did  you  tell  the  Batsons  that  you  mar- 
ried w.e  because  1  was  such  a  good  cook,  when  you 
kiiow  I  can't  even  boil  a  potato." 

Hubby:  "I  had  to  make  some  excuse,  my  dear,  and  I 
didn't  know  what  else  to  sav. "' 


IMPROVED   METHOD   FOE   MAKING   CAMPHOR- 
ATED OIL 

Tho  Retail  Ih-uggist,  TVironto. 

With  bbe  fall  amd  wint"r  season  apFroachinjr,  I 
-vould  like  to  offer  a  s-iggestion  to  '.bo  great  mnj'.>rii.v 
of  (Iruggiats  who  have  berti  osfd  to  making  thoir 
famphora.ted  i)>l  by  dissolving  tihe  camphor  ?r  the 
o'.l  with  th«  aid  of  heat,  as  dirccl'Hi  in  the  B.P. 

I  find  the  to'lowing  metihoi!  much  quicker,  cJeaii'jr, 
aiid  less  liable  to  viasta  of  niattrials. 

After  weighing  out  the  ro(|i;ired  amount  of  oil, 
L'^t   to  required  tomperatur.-. 

Pul\eirize  C!"i.pihoi-  v.-ith  «iit;  of  gradu  spirit  and 
plate  in  a  fiinnel  or  p«rci).'atdi,  lirst  po.eifced  lik'htly 
with  tow. 

]  .'■  the  hot  oi!  be  now  p(.iired  over  the  camphor 
t'.nv,  the  Bipipfijatus  covered  the  resiuiltiug  pcrcolato 
«iil  be  of  a  muclh  more  diefit.ite  strenigth  tlhan  th«t 
made  by  the  fca/ieral  meJthod,  the  vo-'atdUizatinn  of  the 
camphor  being  reduce(i  to  a  liiiuiinum  and  the  ont'r>> 
!•;  .nation  tak'iig  about  onet-jnth  the  time  required 
by  the  old  method. 

Trusting  Vii'^t  tli.'s  suiggeiitini!  will  paiov©  beneficial 
tu  some  of  the  ''boys, '\I  a.n,  }onis  truly, 

B.  D.  WfllTBHEAD. 
V.'ith  Ervin  C.  McNaWy, 

60  Erie  A"e.,  Niagaia.  Falls   On!.. 

ElitorilaJ  Ni>te— Thes*.  a-.^  the  kmd  of  prHc'i 'al 
tiiggestioni^  that  we  like  to  get  from  ow  reja-'ers,  and 
we  trust  that  •-ame  more  of  "th«  boys"  will  roiv^'ni- 
cate  by  sending  along  ideas  and  pOians  that  they  are 
using  to  advambage  in  the  store.  We  will  appa-eciate 
th'^ra  and  so  w  ii  ou"  readers.     Let  us  hear  from  vou. 
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Some  Important  Points  in  Regard  to  Fire  Insurance 

Explained  at  the  request  of  an  Alberta  reader — Every  dealer 
should  be  fully  and  well  insured — How  to  make  sure  of  this. 


The  Hetadl  Drugigist: 

In  a  recenrt  issue  yooi  had  an  eKlUorial  on  fire  itn»ur- 
ariee.  An  article  on  this  subject  would  be  greatly  apipre- 
ciated,  telling  how  to  prove  fire  loss,  and  how  to  under- 
stand whether  protection  is  adequate.  You  say  "that 
fcho  dealer  should  see  that  his  policy  reads  so  that  in 
case  of  firo  ihe  will  receive  the  amoant  he  expects." 
Ple«se  go  into  the  details.  We  may  say  that  we  look 
upon  your  paper  as  a  monthly  bueiness  tonic. 

EEADEB. 

Alberta. 


r 


THE  question  of  insur- 
ance is  one  of  great 
importance  to  every 
merchant  and  yet  one  that 
the  average  dealer  does 
not  give  the  thought  and 
jttention  to  that  he  should. 
It  is  unfortun«t«  yet  true, 
that  not  a  few  merchants 
if  burned  out  to-day  would 
find  themselves  in  bank- 
ruptcy, while  others  would 
experience  a  setback  that 
it  would  take  years  to  recover  from.  Such  dealers  are 
not  fair  to  the^iselves,  ncr  to  their  family  or  their  cred- 
itors. Every  retailer  should  see  that  he  is  fully  and  well 
insured  aigainst  fire — and  now.  not  after  the  fire,  is  the 
time  to  give  consideration  to  this  important  question. 

Stock  Sheets  as  Proof  of  Claims 

In  order  to  be  certain  that  he  is  fully  insured,  the 
merchant  must  know  the  amount  of  his  stock.  It  is 
taken  for  granted  that  the  dealer  is  running  his  busi- 
ness in  a  business  way,  and  that  stock  is  taken  at  least 
once  a  year. 

Indeed,  this  is  one  of  the  values  of  stocktaking — the 
stock  sheets  are  at  hand  to  prove  loss  at  once  in  case 
of  fire,  and  this  rapidity  of  settlement  reduces  loss  of 
profit  from  business  being  demoralized.  When  claims 
are  settled  up  at  once,  the  merchant  can  get  business 
under  way  without  delay.  Stock  sheets  should  be 
filed  away  in  the  safe  after  each  stocktaking. 

Short  Term  Policies 

When  the  stock  is  increased  the  amount  of  insur- 
ance should  be  increased  also.  Dealers  who  enlarge 
their  stock  at  certain  periods  of  the  year  can  get  short 
term  policies.  The  rate  on  these  is  higher  than  ordin- 
arily, but  the  dealer  needs  the  nrotection.  Some  fire 
insurance  companies  allow  a  percentage  off  the 
premium  when  80  per  cent,  of  the  stock  is  kept  in- 
sured during  the  entire  year.  Insurance  up  to  80  per 
cent,  of  stock  is  considered  fairly  good  protection,  al- 
though a  dealer  can  ask  for  insurance  up  to  100  per 
cent. 

See  That  Policies  are  Properly  Worded 

The  dealer  should  not  only  he  fully  but  well  insured 
— ^his  insurance  should  really  insure  and  protect.  A 
reliable  company  should  be  chosen.  The  dealer  should 
assure  him'self  on  this  point. 

Next,  he  should  make  certain  that  his  policy  reads 
so  that  in  case  of  fire  he  will  really  receive  the  amount 
he  expects.  Look  over  your  policies  carefully  and 
make  sure  that  they  read  concurrently,  that  the  descrip- 
tion of  your  stock  and  premises  is  worded  in  the  same 
way  in  each  policy,  if  insured  in  more  than  one  com- 
pany, and  that  each  has  notice  of  the  insurance  carried 
by  the  others.  This  latter  is  an  important  point,  be- 
cause in  the  past  it  has  been  an  argument  for  non-pay- 
ment by  some  companies. 


Insurance  a  Necessary 
Expense 

Frequently  the  excuse 
given  by  a  dealer  for 
carrying  insufficient  insur- 
ance is  that  the  premium 
is  high  or  prohibitory. 
This  is  not  by  any  means 
a  sound  reason  because 
where  the  rate  is  above 
the  average  the  fire  risk 
must  be  great,  and  there  is 

all  the  more  reason  why  the  dealer    should    be     well 

insured. 

Rate  Can  Sometimes  be  Reduced 

There  are  certain  things  that  can  sometimes  be  done 
which  tend  to  lessen  the  risik  and  accordingly  the  rate. 
The  dealer  would  do  well  to  considt  the  local  agent  as 
to  ways  and  means  whereby  a  reduction  may  be 
effected.  For  instance,  rates  vary  according  to  the 
number  of  stoves  in  a  binlding.  More  has  to  be  paid 
where  paints,  oils  or  gasoline  are  kept,  although  even 
in  this  case  the  charge  may  be  reduced  by  keeping 
these  lines  in  separate  buildings,  removed  from  the 
store,  or  in  properly  equipped  tanks.  The  insurance 
company  can  generally  make  some  good  suggestions. 
Especially  when  a  new  building  is  being  erected,  the 
advice  of  an  insurance  company  s'hould  be  secured  as 
to  what  kind  of  a  building  will  give  the  lowest  insur- 
ance rate. 

Fire  is  something  in  iVliich  the  dealer  should  use  the 
ounce  of  prevention.  No  matter  how  well  he  is  in- 
sured, no  honest  dealer  wants  a  fire.  Accordingly, 
every  precaution  should  be  taken.  Premises  should  be 
kept  clean  and  free  from  rubbish  and  waste  paper. 
Clerks  should  be  instructed  to  be  careful  in  the  use 
of  matches.  Electric  wiring  should  be  given  attention. 
Flimsy  decorations  should  be  eliminated. 

These  things  are  all  worthy  of  the  attention  of  the 
dealer.  Every  merchant  should  protect  the  property 
attained  by  years  of  hard  work  from  being  wiped  out 
by  fire. 


CAMPAIGN  FOR  UNIFORMITY  OF  LAWS 

The  Canadian  Credit  Men's  Association,  at  its  na- 
tional convention  in  Winnipeg,  decided  to  keep  hammer- 
ing away  at  the  various  legislatures  with  a  view  to 
securing  uniformity  of  laws  in  the  Dominion. 

The  need  for  more  uniformity  is  generally  recog- 
nized by  the  retail  as  well  as  the  wholesale  trade.  It 
•  is  hoped  that  some  assistance  of  value  to  the  movement 
will  be  given  by  the  Canadian  Bar  Association.  The 
Credit  Men's  Association  has  asked  each  of  the  prov- 
inces to  contribute  $2,000  to  assist  the  Bar  Association 
in  work  along  these  lines. 


Jones:  What's  the  best  cure  for  toothache? 
Smith :  Walk  about  half-way  to  the  nearest  dentist. 
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Cut  Out  the  Guesswork  in  Conduct  of  Your  Business 


The    business  man  of  to-day  cannot  afford  to  guess,  he    must 
know  for   a    certainty — Some  phases    of  costs    and   expenses. 


BY  WM.  J.  BRYANS 


HIT  or  miss"  method  of  conducting  a  business  is 
bad,  because  it  is  likely  to  be  mostly  "miss."  The 
successful  dealers  of  to-day  didn't  make  money  by 
depending  on  guesswork — or  at  least  the  big  majority 
did  not.  Here  and  there  we  may  encounter  a  dealer 
who  used  haphazard  methods  and -has  yet  been  able  to 
collect  about  him  a  fair  amount  of  this  world's  goods, 
but  it  has  been  more  by  good  luck  than  good  manage-  , 
ment.  Such  dealers  are  few  and  far  between,  and 
are  now  inositly  men  of  past  times  wlien  expensfts  were 
lower  thrtn  to-day,  and  wben  it  was  possible  to  make  a 
business  go  in  a  kind  of  a  way  in  spite  of  bad  manage- 
ment. 

Must  Conduct  Business  in  Business  Way. 

Those  times  are  now  a  matter  of  history,  however. 
The  man  in  business  to-day  is  confronted  with  rising  cost 
of  goods  and  ever-increasing  expenses  that  make  it 
essential  that  he  conduct  his  business  on  a  real  busi- 
ness basis  if  he  hopes  to  win  out. 

Know  Your  Costs. 

A  first  essential  to  an  assurance  of  a  profit  iu  the 
retail  business  is  that  the  dealer  know  the  cost  of 
his  goods,  for  without  this  he  cannot  hope  to  be  able 
to  figure  a  proper  selling  price.  Cost  of  goods  does 
not  necessarily  mean  the  invoice  price — but  the  price 
of  the  goods  laid  down  in  the  dealer's  store.  The  man 
who  pays  freight,  express  or  cartage  must  add  these  to 
the  invoice  price  in  order  to  arrive  at  the  actual  cost 
price.  To  talk  to  some  dealers,  you  would  think  that 
the  money  for  freight  and  express  came  from  some  mys- 
terious source  and  not  from  the  dealer's  cash  box. 
They  should  always  be  added  to  the  invoice  price  to 
arrive  at  actual  cost. 

Must  Know  What  it  Costs  to  do  Business. 

Cost  of  doing  business  is  the  next  important  matter 
that  must  be  known  by  the  dealer  if  he  is  going  to 
set  a  proper  selling  price,  for  without  a  dealer  knows 
how  much  it  costs  him  to  do  business,  how  does  he 
know  that  he  is  getting  enough  profit  to  cover  expenses 
and  leave  a  sufficient  profit  for  the  business  itself. 

For  instance,  I  know  a  dealer  who  sells  goods  at  an 
average  advance  of  20  per  cent,  on  cost,  which  is  about 
17  per  cent,  on  selling  price.  Knowing  his  rent,  the 
clerks  he  has  and  taking  his  own  salary  and  other  ex- 
penses into  consideration,  I  feel  sure  that  it  costs  him 
more  than  17  per  cent,  on  sales  to  do  business. 

He  goes  on  however,  all  unconscious  that  he  is  losing 
money,  just  because  he  has  never  gone  to  the  trouble 
to  find  out  exactly  what  his  expenses  are. 

Include  All  the  Items  in  Your  Expense  Account. 

In  this  connection,  I  would  like  to  point  out  that  a 
good  many  retailers  don't  include  enough  in  their  ex- 
pense account.  There  are  not  a  few  dealers  who  add 
up  rent,  clerk's  salary  and  a  few  other  odd  items  and 
think  they  have  their  total  cost  of  doing  business. 
They  console  themselves  that  it  is  pretty  close  anyway, 
but  this  is  just  where  they  go  wrong.  As  pointed  out 
before,  nothing  should  be  left  to  guesswork.     Every- 


thing paid  out  that  is  not  for  goods  to  be  sold  or  for 
permanent  addition  to  store  equipment  should  be  in- 
eluded  in  expenses. 

Charge  Rent  Even  if  You  Own  Building. 

Rent  is  an  important  item  and  there  is  rent  to  be 
charged  even  though  a  man  owns  his  building.  If  the 
dealer  did  not  occupy  it  he  could  rent  it.  The  amount 
invested  in  it  should  draw  a  dividend  and  an  allow- 
ance for  rent  should  pay  this  dividend.  The  dealer 
does  not  want  to  be  like  a  man  encountered  the  other 
day.  He  had  a  building  valued  at  $20,000,  on  which 
there  was  a  mortgage  of  $10,000.  He  paid  $600  in- 
terest on  the  mortgage  and  just  charged  that  amount 
up  as  rent.  "But  what  about  the  $10,000  that  you 
yourself  have  invested  in  the  building?"  he  was  asked. 
"If  you  had  it  in  the  bank  or  invested  elsewhere  it 
would  bring  returns,  and  why  not  in  this  case?  If  you 
had  to  rent  from  another  man  you  would  have  to  pay 
more  rent."  He  came  to  a  realization  that  a  rent 
similar  to  that  he  would  have  to  pay  if  he  did  not  own 
the  building  should  be  charged  in  his  expense  account. 

Dealer  Should  Allow  Himself  Fair  Salary. 

Other  dealers  fail  to  make  an  allowance  for  their 
own  salary.  This  is  another  mistake.  A  dealer  should 
run  his  business  just  as  if  it  belonged  to  someone  else 
and  he  was  acting  as  manager.  In  that  case  he  would 
receive  a  salary  in  acordance  with  his  value  to  the 
business,  and  he  would  have  to  make  a  profit  on  the 
amount  invested  over  and  above  all  expenses.  It  should 
be  the  same  with  a  man's  business.  A  dealer's  salary 
is  not  looked  after  by  the  net  profits.  Net  profits 
represent  returns  on  money  invested  in  the  business. 
The  dealer  should  make  a  reasonable  allowance  for  his 
own  salary  in  the  expense  account. 

Incidental  Expenses  Important 

Among  other  items  of  expense  are  heat  and  lighting, 
clerk 's  salary,  delivery  expenses,  advertising,  taxes,  in- , 
surance,  and  a  long  list  of  sundry  items.  The  dealer 
who  would  know  his  total  actual  cosit  of  doing  business 
must  watch  the  incidental  expenses.  Not  a  cent  should 
be  given  out  for  the  benefit  of  the  business  without 
entering  it  in  the  expense  account.  There  will  be  items 
for  printing,  stationery,  telephone,  telegrams,  dona- 
tions, trade  paper  subscriptions,  etc.  The  man  with  a 
credit  business  will  have  some  further  items  to  add  in- 
cluding allowance  for  bad  debts,  and  cost  of  collections. 

Having  arrived  at  his  total  and  actual  cost  of  doing 
business  the  dealer  is  ready  to  set  his  prices  so  that  he 
will  secure  a  sufficient  margin  of  profit.  A  large  enough 
percentage,  over  and  above  expenses,  to  allow  a  reason- 
able return  on  investment  should  be  set.  If  a  merchant 
does  $25,000  worth  of  business  during  the  year,  and  his 
expenses  are  $4,250,  his  cost  of  doing  business  is  17 
per  cent.,  and  he  must  set  this  total  percentage  of  pro- 
fit far  enough  in  advance  of  that  figure  to  allow  a  fair 
dividend  on  the  amount  he  had  invested  in  the  business 
at  the  beginning  of  the  year.  It  is  always  best  to  be  on 
the  safe  side — better  to  be  safe  than  sorry. 
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WINDSOR  DRUGGIST  GIVES  FREE  PRESCRIP- 
TIONS TO  WIVES  OF  VOLUNTEERS 

Laiiig  s  Drug  Store,  1!>  Oudlette  Ave..  Windsor,  Out., 
■nakes  the  patriotic  oft'w  of  filliing  free  of  olmrgc  tho 
prescriptions  of  the  wives  anil  children  of  volunteers 
from  Essex  County.  The  offer  was  advertised  in  the 
looal  paper  as  foillows: 

"As  w(»  are  aiuomg  tihe  people  of  Windsor  who  realize 
and  aippreciate  tlie  heroic  sijicrifice  which  you  have 
made  in  letting  your  hus=iband's  a7id  sons  go  to  the  front, 
we  wiiih  you  to  aicceipt  our  offer. 

"From  now  on  to  the  end  of  the  war,  all  doctors' 
prescriptions  for  meiliciiie  or  siekroom  supplies,  given 
to  yon  or  your  children,  will  be  FILLED  FREE  OF 
CRARGE  at  our  drug  store. 

"These  prcseriplions  your  doctor  will  write  on  blanks 
bearing  a  Red  Cross,  and  regardless  ol'  their  cost  to 
VIS  A\"ill  receive  the  usuial  strict  care,  attention  and  time 
that  is  cbaract eristic  of  this  store. 

"Don't  be  backward  in  eominig  to  us,  as  yon  will 
help  us  to  do  our  part  in  this  crisis,  even  if  it  is  omly 
in  this  siniall  way." 

A  LIVE  DRUG  CLUB 

The  .St.  Louis  Drug  Club  is  a  live  org-aniz'atdon  of 
druggists  who  work  well  together  for  their  mutual 
benefit.  ITiey  get  oiit  a  monthly  publieiation,  "Tbe 
Drug  Club  Boost^or,  •'  for  the  purpose  of  enlightemiig 
it.s  members  on  topics  of  interest  in  common  with  the 
object  of  the  elub.  It  has  a  new  editor  each  month, 
a  live  man  being  selected  from  the  association  each 
month  for  the  purpose.  We  are  in  receipt  of  a  copy 
oif  the  September  number,  of  wbieb  W.  Ochse,  sah's 
mamager  of  the  Meyers  Brotlhers  Drug  Co.,  was  editor. 
It  cont.iins  a  rexwrt  of  tbeir  big  annu'al  banquet,  wbich 
was  attended  by  over  400,  and  at  Wbich  a  number  of 
excellent  speeches  were  delivered.  The  live  and  ener- 
getic work  of  St.  Louis  druggists  is  worthy  of  emulia- 
tion. 


THE  VALUE  OP  ENTHUSIASM 

Emerson's  saying,  "Nothing  great  was  ever  accom- 
plished without  enthusiasm,"  applies  to  every  business 
and  everybody,  and  the  retail  store  which  is  devoid  of 
enthusiasm  is  lacking  in  a  most  important  element. 
On  the  other  hand,  if  the  employer  is  an  enthusiastic 
man  himself,  he  can  easily  surround  himself  with  en- 
thusiastic employes.  When  he  happens  to  employ  a 
man  who  has  no  enthusiasm  but  who  is  a  constant 
kicker,  he  can  well  be  dismissed  for  the  good  of  the 
business. 

Enthusiasm  is  such  a  contagious  element  that  it  ex- 
tends to  the  customers  as  well,  and  many  a  store  has  a 
goodly  circle  of  customers  who  feel  an  interest  in  the 
proprietor's  welfare  and  are  real  valuable  boosters. 


LESS  ADULTERATION  OF  WHITE  PEPPER 

Pepper  has  always  been  one  of  the  most  notabh' 
adulterated  foods  on  the  market,  but  it  is  gratifying 
to  observe  a  great  improvement  in  the  character  of  this 
article,  as  shown  in  tho  last  inspection  of  white  pepper 
made  by  the  Inland  Revenue  Department.  The  report 
shows  the  percentage  of  adulteration  was  only  4.1,  as 
compared  with  19  per  cent,  in  the  last  inspection  in 
19ia. 

The  chief  analyst  comments  on  the  last  inspection  as 
follows:  "Correspondence  with  vendors  has  brought 
out  the  fact  that  in  many  ea.ses  the  pepper  sold  to  o\ir 


inspector  as  such  has  been  supplied  by  the  manufac- 
turer or  furnisher  as  a  compound  article,  and  properly 
labeled  such  on  the  package  or  container.  When  this 
is  the  case,  the  retail  dealer  is  quite  evidently  respon- 
sible for  his  action  in  selling  the  article  without  declar- 
ation of  its  compound  character.  In  a  nnralber  of  uv- 
stances  I  find  that  the  manufacturer  laibels  his  goods, 
'Compound  XXX  Pepper,"  the  triple  X  indicating  a 
high  grade  article,  and  some  retailers  claim  that  they 
feel  justified  in  selling  it  as  pure,  on  this  account.  In 
several  cases  I  find  pepper  to  have  been  supplied  to  the 
retail  dealer  as  "Pure  Compound."  Such  labeling  is 
entirely  reprehensible,  and  I  think  that  the  sm.all  dealer 
who  is  induced  to  sell  the  article  as  pure  in  virtue  of  his 
»vaving  bought  it  with  a  label  of  the  kind  described, 
should  have  legal  recoiirse  against  the  furnisher." 


SEND  IN  INFORMATION  REGARDING  POST 
CARD  SALES 

The  circulars  of  the  Wholesale  Postcard  Association 
of  Camada  regarding  the  effects'  of  the  war  tax  srtamp 
on  sales  Of  post  cards  should  now  be  in  the  bands  of 
all  retailers,  and  considering  tbe  time  and  exipense 
and  what  the  results  may  brimg  it  is  very  important 
that  dealers  send  in  their  replies  at  once.  This  associa- 
tion has  inaugurated  a  campaign  to  have  the  extra 
stamp  tax  on  picture  post  cards  removed  becanise  post 
card  sales  have  fallen  off  to  a  startlinig  extent  because 
of  it,  and  this  means  that  the  Government  is  really 
getting  less  revenue  at  the  2  cent  rate  than  they  did 
at  1  cent. 

The  association  wants  to  back  up  tbis  contention  by 
actual  data  from  the  retail  trade  re^gardinig  the  imlling' 
off  in  sales  and  'has  sent  out  circulars  for  that  purpose. 
Another  cirevdar  to  urge  replies  would  cost  a  good  deal 
of  money,  and  as  the  campaign  is  of  advantage  to  the 
retail  trade,  druggists  should  lend  their  assistance  by 
sending  in  this  information  at  once  regarding  the  post 
card  branch  of  their  business.  The  address  oif  the  asso- 
ciation is  60  Front.  St.  W.,  Toronto. 


AN  APPEAL  ON  BEHALF  OF  THE  CANADIAN 
PATRIOTIC  FUND 

Canada's  magnificent  enlistment,  while  primlarily  due 
to  the  loyalty  of  our  people,  has  been,  in  a  large 
measure,  made  possible  by  the  Canadian  Patriotic  Fund. 
This  great  national  benefaction  is  now  assisting  twenty 
thousand  families  of  men  who  have  enlisted  for  over- 
seas service.  The  drain  upon  the  fund  is  assuming  large 
proportions,  $700,000  beinig  expended  to  meet  the  needs 
of  July  and  August.  The  reserves  are  being  materially 
decreased,  and  the  national  executive  committee  now 
finds  it  necessary  to  make  a  further  appeal  to  the  Cana- 
dian public. 

This  work  depends  solely  on  the  patriotism  and  gen- 
erosity of  our  own  people.  Thousands  of  brave  men 
are  fighting  our  battles,  believing  that  we  mieant  what 
we  said  when  we  told  them,  as  they  went  forward :  "Go 
and  we  will  care  for  your  wife  and  kiddies."  The 
heiadquarters  of  the  association  are  located  at  Ottawa, 
Avith  branches  in  every  part  of  the  Dominion. 


This  advertisement  recently  appeared  in  a  western 
paper: 

"Wanted — A  man  to  undertake  the  sale  of  a  new  pat- 
ent medicine.  The  advertiser  guarantees  that  it  will  be 
profitable  to  the  undertaker." 
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NEWS  OF  THE  TRADE 


FROM  COAST  TO  COAST 


Quebec  and  Maritime  Provinces 

I.  W.  Kierstead,  drusreist  of  IMoneton,  N.B.,  saffered 
fire  loss. 

Th^"  Cossack  Remedies  Co.,  of  Montreal  has  been 
rej^stered. 

Mr.  anid  Mrs.  McMnteh,  of  Paradise,  N.S.,  were  in 
Toronto  this  month,  accompanying  their  son,  who  has 
enrolled  at  the  Ontario  O'olleg'e  of  Pharmacy. 

Ontario 

G.  R.  Wood  has  sueceoded  P.  A.  McGachie  of  Hamil- 
ton. 

Harold  0.  Vv'ifeon,  druggist  <yf  Toronto,  sold  to  Chas 
Ready. 

A.  W.  Redden  has  sncceeded  W.  "W.  Ker,  of  Niagara 
Palls  South,  On-t. 

The  Sam  Katz  Oompany  has  been  authorized  to  do 
Dusineiss  in  Ontario. 

J.  It.  Hailpenny  has  opened  a  drug  busiiness  at  5S8 
Rank  Street,  Ot.tawa. 

P.  Terry,  of  Toronto,  has  .sold  his  Bloor  Street  busi- 
ness to  J.  F.  Keating. 

C.  B.  Reed  has  opened  a  drug  store  at  133  Simpson 
Street,  Port  William,  Out. 

Geo.  B.  Dimgmian  hais  purchased  the  business  of 
Finley  Graham  of  Dnrbam. 

Wm.  A.  Sandersom,  dmggi'st  of  Richmond  Hill.  Ont., 
passe(i  away  in  mid-Septem'ber. 

Franklin  S.  Taylor,  druggist,  of  Toronto,  has  sold 
his  bram'ch  at  292  Spa'dina  Ave.  to  Joss.  Sipring. 

O.  A.  TJpshall  hais  betcome  manager  of  the  store  of 
]■:.  E.  Rutherford  at  123  Front  St.  W.,  Toronto. 

Dr.  G.  B.  Mills  has  purchased  the  City  Dnig  and 
Stationery  Store  from  Dr.  Stanidi'sh.  of  W^lTaceburg. 

W.  H.  Ro'bson  has  purchased  the  business  of  ex- 
Alderman  H.  A.  Rowland  at  296  Gerrard  Street  P., 
Toronto. 

D.  Ward  Sutherlamd.  formerly  in  busiup'ss  in  Tjondon. 
has  purchased  the  biisines^s  of  R.  W  Meikleham,  of 
Gait,  Ont. 

Thos.  Nelson,  of  the  1914-15  class  of  the  O.C.P..  is 
now  m.anaRer  of  the  branch  store  of  Dr.  J.  A.  Gal- 
lagher. Toronto. 

The  Newmiarket  Metal  Toy  Man uf aictnring  Compfeny, 
Ii!d.,  of  Nenvmarket.  Ont..  has  been  incorporateid  with 
a  capital  stock  of  $40,000. 

The  A.  E.  R.eia  Drug  Co.,  of  Ottawa,  ha®  been  incor- 
porated with  R.  H.  Ar'buthnot,  Dr.  J,  A.  Chevault, 
and  R.  J.  Kerns  as  dirdctors. 

G.  L.  Agnew.  W.  S.  Lint: on  and  W.  W.  Howe  are  now 
managers  of  the  dirug  stores  of  Jno.  M.  Whiting  on 
St.  Clair  Ave.  W.,  Toronto.  Snmuel  Medley  is  manager 
of  the  store  on  Silverthorne  Ave. 

The  W.  T.  Rawleigh  Company.  Ltd.,  with  head  office 
in  Toro.'ito,  lias  been  incorporated  with  a  capital  stock 
of  $50,000.  This  cOmipany  will  deial  in  medicines, 
remedies,  etc. 

Manitoba 

The  South  End  1>rug  Store,  Winnipeg,  has  diissolved, 
1''.  L.  Brown  continuing. 

P.  T.  B.  Whaley,  druggis:t  of  Winnipeg,  hais  opened 
a  'branch  at  Stonewall,  Man. 


Saskatchewan 

W.  P.  Horgarten  has  opened  a  drug  store  at  Bruno, 
Sask. 

G.  W.  Giles,  druggist,  of  Birch  Hills,  Sask.,  has  been 
succeeded  by  L.  B.  Mylke. 

The  Alameda  Pharmacy  of  Alameda,  Sask.,  has  been 
purchased  by  James  Johnston. 

J.  D.  McEachran  has  taken  back  the  business  eon- 
ducted  by  George  Beddows  at  Tyvan,  Sask. 

British  Columbia 

A.  Straith  has  taken  a  position  with  H.  W.  Brown 
&  Co.,  FiSijuimalt.  He  was  formerly  vrAh  Aaronson  & 
131'win,  Victoria. 

Clarence  C.  Chittenden,  of  Chittenden  &  McKeen, 
Penticton,  B.C.,  joined  the  ranks  of  the  benedicts  in 
August.  His  bridte  was  Miss  Gladys  Limmer,  of  Sum- 
.nerland,  B.C. 

The  semi-annua-l  examiniations  of  the  British  Columbia 
Pharmaeeutica!  Association  will  be  held  on  October 
6  and  7,  at  the  Orange  Hall,  Hastings  St.  and  Gore 
Ave.,  Vancouver,  B.C. 


MANY  B.C.  DRUGGISTS  ENLIST 

Arthur  N.  Mann,  of  the  Mann  Drug  Company,  Grand 
Porks,  B.C..  has  joined  the  Army  Medical  Corps. 

Albert  McDougall,  who  has  been  with  D.  E.  Camp- 
bell of  Victom.  has  joined  the  57th  Western  Scots. 

Murray  Campbell,  a  son  of  Geo.  Campbell,  of  Oamp- 
bell,  Ltd..  Vancouver,  has  enllisted. 

Bert  Laidlaw,  cf  the  Cetdar  Cottage  Drug  Store, 
has  joined  Hospitall  Corps  No.  5  at  Esquimailt. 

Harry  Fisher,  lately  -wifh  D.  E.  Curtis,  of  New  West- 
minster, has  enlisted  and  is  now  at  the  Vernon  Camp. 

John  Robert.son,  who  has  been  clerk  for  E.  S.  Knowl- 
ton,  Vancouver,  has  enlisted. 


233  LICENTIATES  IN  MANITOBA 

The  register  of  the  Manitoba  Pharmaceutical  As- 
sociation, as  submitted  at  the  annual  meeting  at  Bran- 
don, contained  tihe  names  of  233  licentiates,  169  of 
whom  are  conducting  busdness,  14  acting  as  managers 
of  branch  stores,  and  50  in  the  capacity  of  assistants. 


OPENING  OF  MONTREAL  COLLEGE   OF 
PHARMACY 

The  Montreal  College  of  Pharmacy  opens  its  forty- 
eighth  session  of  lectures  in  the  College  Hall  at  163 
Ontario  Street  W.,  Montreak  on  Mondiay,  Octoiber  i. 
at  7.15.  Lectures  will,  as  usual  be  given  in  both  French 
nnd  Englis^h.  The  English  class  on  mat/:?ria  mediea, 
nhiarmaey  and  toxicology  meets  every  Tuesday  and 
Thuraday  at  7.15  p.m.,  and  the  French  class  on  the 
same  subject  evory  Wedniesday  and  Friday.  The 
Rnglish  cla.ss  on  chemistry  meets  on  Wednesday  and 
Friday  and  the  French  class  on  Tuesday  and  Thursdaj-. 
The  lectures  on  botany  are  held  on  Monday. 

The  faculty  is  composed  of  Prof.  .\lex.  B.  J.  Moore 
(Dean),  Prof.  Herve  Nadeau.  Prof.  liinsay  <^rossley 
and  Prof.  L.  S.  Desautels.  Leo  G.  Ryan  is  president 
of  the  college;  M.  Albert,  vice-president:  W.  H.  Chap- 
man, treasurer;  Jas.  G.  Stenhouse,  secretary;  and  the 
executive  board  composed  of  S.  Boulkind,  W.  S.  Stone, 
R.  S.  Brvson,  O.  St.  Amour.  M.  Freeman.  C.  T.  Milne, 
A.  T.  Christie,  0.  H.  Tansey  and  H,  Singer. 
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WINNERS  IN  WELCH  GRAPE  JUICE  WINDOW 
TRIMMING  CONTEST 

Thv  pi'ize-winiw?rs  in  the  wiii'dow  trimininig  comteat 
contd*iietcd  by  the  Weldh  Grajw  Juifle  Oompamy  ha^e 
bwii  ar.nomiecd.  Many  dnigfErists  are  iTK^luded  in  the 
list  of  winners:  P.  C.  Weber,  dnig^ist  of  Petet'boroug'h, 
(>nt.,  earryinig  off  the  first  prize  of  $50  Tlie  success- 
fal  contesiauts  were  as  follows: 

Firsit,  prize,  $50 — F.  C.  Weber,  d'Tuggist.  Peter- 
boroiiarh,  Ont. 

2n.f  i)ri/e.$25— R.  Ban-on,  IM..  Yonge  Stree't,  To- 
roTito. 

^rd  prize,  $25 — ■Rry.Ton-Grahntn,  Ltd  ,  Ot-tawa. 

$10  Awards  to 

C.  H.  Will.*on.  dmigjicist.  Sa.skatoon,  Sask. 
FVe'leriek  Rogardii's,  dTucrg-ist,  Guelph,  Out. 
Pei>'hles,  Uo^bson  &  Oo..  Tjtd.,  Hamilton,  Ont. 

M.  Si'iapson  &  Oo..  1793  St.  Lawreniee  Blvd.  Mon- 
t  re  all. 

ITeTvTmrn's  Ltd.,  Edmonton,  Alberta. 

J.  rolkran,  Cmnberland  Street,  Port  Arthur.  Ont. 

Cahill  &  Co..  HaTifax,  N.S. 

A.  P.  •Tohnson,'  Bronson  Ave.,  Ottawa. 

Alex.  Fiindais,  216  Eighth  Ave.  E.,  Oalgary,  Alberta. 

$5  Awards  to 

Olynipia  Oandy  Works,  Oshawa,  Ont. 
R.  I-[.  WilliaiTiB  &'  Son,  llegina,  Sosk. 
G'jrdou  Mdtehell  Drug  Co.,  Winnipeg. 
T.  H.  Moorehead,  Brampton.  Ont. 
Abbs  &■  McNamara,  druggisits,  St.  Jo^hn,  N.B. 
W.  H.  Sharpe,  26  Charlotte  St..  St.  Jo^hn,  N.B. 
Braithwaite's  Drug  Store,  Miain  Street,  Winnipeg. 
H.   D.   HipweiU,    Ba'Tber's   Driis   Store.    Chiliiwack, 
R.G. 
J.  E.  Gibbons,  Sylvia  Court  Grocery,  Vanicoiiver. 

B.  Pinch.  Sault  Ste.  Marie. 
Pr^'c^Jones  Ltd.,  Calgary,  Alberta. 

D.  Cart*»r,  London.  Ont. 

W.  E.  Crow  e  &  Co..  HaTifax.  N  S 

D\'i-j^er's  Dnig  Store,  35  St.  Paul  St.,  St.  Oatiliarinf  s, 
Ont. 

B.  G  Orabtree,  Elgin  St..  Ottai\^. 

The  Wame  Dni2  Co.,  Petf^rboronerh.  Ont. 

Wm.  J.  Oampbell.  dmgsrist,  Niaigiara-on-tTie-Lakf. 
Ont. 

D.  M.  Bro^vii.  Herkimer-Caroline  Streets.,  Hamilton. 
Ont.. 

J.  F.  Davis.  Sydiiey  St..  St.  John.  N.B. 

Sonip  i^xeeTlent  disiDlays  w^re  onhniiittf'd  in  the  <>on- 
teft.  Tbt  judges  were:  B.  T.  Huston,  editor  of  The 
Canadian  Grocer,  and  Wm.  J.  Bryans,  editor  of  The 
Rf'tail  Drnggist. 


tihe  past  month  included  J.  Nelson  Sinclair  of  Winni- 
peg, John  Leny  of  Tavistock,  Win.  J.  Friday  of 
Crook's  Drug  Co..  Port  Arthur,  Aliox,  Stewart  of 
Giu'lph,  Geo.  E.  Parker  of  Los  Angeles,'  Cal.,  S.  3. 
Tripp  of  Arnprior,  Onit.,  Chas.  N.  Wood  of  Vancouver, 
and  Mr.  and  Mrs.  McNJnte'h  of  Paradise,  N.S. 


ONTARIO  COLLEGE  OF  PHARMACY  NOTES 

The  Ontario  Colleige  of  Pharmacy  has  opened  with  an 
sttendtance  of  albout  eisrhty.  three  of  whom  are  ladies. 
T.  H.  H.  Jury,  tlhe  president,  and  tlie  d'ean.  Prof.  C.  F. 
Heebner,  delivered  addreisses  at  the  oipe'Tiing  session. 

During  the  year  R.  O.  Hurst,  "■old  medalist  of  the 
1913-1914  class,  wnll  take  the  work  of  materia  m'edica, 
of  wbich  Dr.  Fotherimgham,  now  at  the  front,  was  in 
eharjre. 

Visitor's  at  the  Onttario  Colleige  of  Pharmiacy  during 


ANNUAL  MEETING  OF  MARITIME  BOARDS  OF 
TRADE 

The  p^nnual  meetimg  of  the  Maritime  Boards  of  Trade 
was  held  at  Summerside,  P.B.I.,  this  year,  when  many 
matters  of  interest  to  the  Maritime  Provinces  were  dis- 
cussed.   The  new  officers  elected  were  as  follows : 

President:  E.  A.  McCiirdy,  Newcastle,  N.B. 

Ist  Vice— Michael  Dcwire,  Halifax,  N.S. 

2nd  Vice — Nelson  Rattenburj',  Charlottetown,  P.E.I. 

Sc'C.-Treasiurer — T.  Williams,  Moneton,  N.B. 

Executive — Percy  Black,  Amherst,  N.S. ;  G.  S.  Camp- 
bell, Halifax,  N.S. ;'  E.  T.  Higgs,  Charlottetown,  P.E.L ; 
A.  C.  Chapman,  Moneton,  N.B. ;  W.  B.  Snowball, 
Chatham^  N.B. 

Would  Like  Newfoundland  as  Part  of  Canada 

An  interesting  discussion  took  place  as  to  the  value 
both  to  itself  and  Canada  of  Newfoundland  becoming 
part  of  the  Dominion,  and  a  resolution  w'as  passed  that 
"the  Dominion  Government  make  such  overtures  to 
Newfoundland  as  may  lead  to  the  confederation  of  that 
province  with  the  Dominion  of  Canada  on  terms  just 
and  favorable  to  both."  The  subject  came  in  for  a 
good  deal  of  discussion,  and  it  was  agreed  that  the 
union  would  be  beneficial  to  both  Nevrfoundland  and 
the  Maritime  Provinces.  The  latter  would  receive  a 
large  part  of  Newfoundland's  trade  that  now  goes  to 
the  United  States. 

Agriculture  in  Common  Schools 

EducatioT^al  matters  in  the  common  schools  were  dis- 
cussed at  considerable  length,  and  the  following  reso- 
lution passed:  "That  the  board  urge  upon  the  Provin- 
cial Board  of  Education  the  advisability  of  introducing 
more  agricultural  education  into  our  common  schools 
to  the  exclusion  (if  necessary)  of  classical  and  higher 
mathematical  subjects." 

The  Dominion  Government,  will  be  asked  to  subsidize 
a  line  of  steamships  between  the  Miramichi  ports  and 
Prince  Edward  Island  and  intermediate  points.  An- 
other resolution  passed  dealt  wnth  the  advisability  of 
some  form,  of  national  training,  whereby  every  indi- 
vidual could  render  some  service  to  the  state  in  any 
emergency. 

Sir  George  E.  Foster,  Minister  of  Trade  and  C^ni- 
nierce  for  Canada,  delivered  a  public  address  on  the 
evening  of  the  first  day. 


NO  MEETING  OF  EXECUTIVE  OF  C.  Ph.  A. 

Wi.c^ii  the  ajinoial  nuentinjj  of  the  Oajiiidian  Phsinna- 
cciiticfl.l  Associiaition  was  .])o«tpoiiofl  this  yoair  it  was 
STi<|!jes*e(3  that  R  meebing  of  the  executive  he  hel'l  .<it 
so  no  central  fKcinit,  in  ordeir  to  'leol  witfli  any  m«bt«>TS 
that  TOi}»'bt  nie'ed  attention.  The  exeonti^'^'  have  ber^n 
consulted  wi  the  matter  And  fche  nri.ajoriity  have  ex 
pressed  an  o|>imon  adierse  to  siieh  a  mes'tinjj.  It  has, 
therefore,  been  dieicidcd  that  no  nveetinig  .ihall  be  held 
this  year.  The  officere  of  the  associaition  will  con- 
tinue to  look  after  matters  requiring  immediate 
attention. 
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THE  STATIONERY  DEPARTMENT 


A  department  devoted  to  stationery,  book;  po't  cards  and  associated  lines 


FEATURING  SUNDRY  LINES  OP  STATIONERY 
DEPARTMENT 

There  are  many  sfundry  items  in  the  statiionery  de- 
partment that  can  be  featured  to  advantage.  One 
dealer  recently  ma^'lie  a  spread  on  mueila'ge  afloTne.  He 
devot'e'd  a  small  ad.  in  tihe  local  paper  to  it,  pointing 
out  'how  frequently  maiieilage  is  called  for  in  every 
home  and  office  and  tihe  need  of  keeping  a  Tj'jyttle  on 
hand.  Similarly  it  wtas  featured  in  the  wdnd'o^v  with 
a  show  card  podnting  ont:  "Yon  can  taike  a  bottle 
home  with  yon  wTitlhoait  danger  of  leakage."  This 
statement  w'as  the  clindhing  factor  in  m.ilking  many 
sales. 

In  the  same  way  there  are  many  small  items  thart;  lare 
\^  dl  worthy  of  atrt-enition  in  this  mianner.     '')ne  of  these 


-Household- 


Daily  Expense 
Book 


'THIS  is  a  unique  book 
■*■  which  will  keep  ac- 
count of  your  income  and 
also  the  way  you  spend 
it.  No  one  should  be 
without  this  book. 

Special  Price,  35c  each 


Robt.  Duncan  &  Co. 


A  small,  suggestive  ad.  featuring  a  household 
expense  book. 

is  the  personal  exjyense  book.  A  suggestive  ad.  de- 
voted to  this  line  is  reprodn'eed  berie.  If  the  dealer 
will  look  arotind  the  stationeiy  department  he  will 
find  many  otber  lines  worth  pushing. 


A  HALLOWE'EN  WINDOW  THAT  WILL  HELP 
TISSUE  PAPER  SALES 

Hero  is  a  Hallowe'en  window^  feia/turing  favors  which, 
besides  attracting  attention  by  reason  of  its  beauty 
and  novelty,  shows  to  advantage  the  various  uses  to 
whdteh  ti.ssue-paper  may  be  put.  In  the  centre  of  the 
Avind'ow  IN  a  big,  yellow  pumpldn  cant  out  of  cardjboard, 
lettered  in  big,  'Mack  letters,  "Begin  to  m.ake  HaJlloM'-- 
e'en  favors  now.  Instruction  given  inside  free."  In 
the  'background  are  a  ntimbetr  of  big,  lyare  bramolies 
covered  with  thin  strips  of  silver-gray  crinkled  tdissue- 
paper,  which  has  the  appearance  of  Spanish  moss. 
Perched  among  the  litnlbs  are  half-a-dozen  pasteboard 
owls,  natural  size.  At  one  comer  is  a  witches'  cauld- 
ron of  black,  'twisted  pa.per  rope,  set  npon  a  blaick 
tritpod,  the  eauldrion  being  filled  with  gops?eous  chrys- 
anthemums of  yellow  and  orange  hue.  In  the  comer  is 
Cindorclla's  coach,  in  the  original — a  big  yellow  pump- 
kin of  tissue-paper,  drawn  by  a  dozen  little  papier- 
mache  mice,  the  harness  being  baby  riibbons  of  yellow 
and  green.     Trailing  behind  the  ooawh  is  a  pumjpkin 


vine  with  big  yellow  blossoms.  The  wliole  makes  a 
very  attractive  centrepiece  for  the  supper  table,  and 
the  pump'kin  itsel'f  is  filled  with  small  favors.  A  huge 
pairasol,  wliich  can  be  used  eitlher  as  a  dance  favor 
or  as  a  wall  decoration,  is  covered  with  crinkled  orange 
lissue-papeir.  The  point  in  tihe  centre  has  a  black  cap, 
mad'e  to  resemble  a  snub  nose,  and  big  'black  eyes  of 
paper,  and  an  immense  black  mouth,  with  white  paper 
leeth  past^ed  on  it,  serve  to  make  a  ho'bgoblin  face  of 
striking  appearance.  Inside  the  store,  sealted  before 
a  table  on  whicli  are  tissue-paper,  paste,  thread,  etc., 
is  a  young  woman  who  is  ready  to  give  instructions 
in  making  any  of  the  favors-  shown  in  the  window, 
as  well  as  many  others  on  view  in  the  interior.  In- 
struction is  also  given  in  making  the  paper  basket 
rope,  of  which  utensdls  are  made  Altoigether  it  is  a 
■'pulling"  display,  and  one  which  in  its  tim^eliness 
-.nfight  well  be  adapted  by  many  another  druggist. 


CENTRAL  FEATURE  SHOULD  BE  CONNECTED 
UP  WITH  GOODS 

Central  features  made  use  of  in  displays  should  be 
such  that  can  be  really  connected  up  with  the  goods 
shown.  It  is  mainly  on  this  that  the  selling  value  of 
the  window  depends.  Some  trimmers  believe  in  any 
kind  of  window  that  will  attract  a  crowd.  This  is  ail 
right  as  a  general  publicity  agent,  but  the  main  object 
of  the  window  is  to  sell  goods.  The  passerby  may  stop 
at  some  windows  and  wonder  at  the  ingenuity  dis- 
played in  arranging  it,  but  it  will  not  likely  bring  him 
in  to  purchase.  It  is  a  common  mistake  to  judge  a 
window  display  by  the  crowd  in  front  of  it.  Any 
kind  of  a  freak  window  will  draw  a  crowd,  but  not 
always  sell  goods.  The  novelty  window  is  all  very 
well  once  in  a  while,  but  should  not  be  used  too  fre- 
quently. 


BUSINESS  PHILOSOPHY 

Every  store  you  enter  probably  has  something  to 
teach  you  in  the  "'ay  of  management,  display,  policy, 
or  methods.    Find  out  what  it  is. 

Don't  be  satisfied  because  you  are  holding  your  own 
against  your  local  competitors.  You  ought  to  be  gain- 
ing on  them. 

C5arelessly  wrapped  parcels  make  disgruntled  cus- 
tomers before  they  get  the  goods  home. 


WHAT  ABOUT  A  "STATIONERY  WEEK?" 

DBTJGGI8TO  \viJl  fiiwi  it,  a  good  plan  to  'o-ndv.ct 
"Statioinery  Veek "  during  wthicli  all  sell- 
ing agents  are  directed  to^^'f^rds  the  tali;  of 
llids  lice.  By  conc€iii.tT.iiting  wimlo'V  display  and  ad- 
vfrtisitig,  as  well  as  «leirki'  effort  on  the  onie  line 
during  a  stated  period,  it  will  be  found  possible  tie 
jump  sales  up.  while  feiaituring  the  lime  m  this  way 
will  do  mucJi  to  impreKS  on  customers  the  fact  that 
you  handle  atalioDery,  so  that  when  tih/ey  need  it  at 
any  tira6  in  the  future,  your  stoire  will  run  n  good 
chance  of  gefctinig  the  business. 
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Card 

Season 


THE  enjoyment  of  the 
game  depends  entire- 
ly on  good  playing  and 
good  cards.  The  playing 
we  have  nothing  to  do 
with,  but  we  can  supply 

the  Good  Cards. 


SCORE 
CARDS 
FOR   ALL 
GAMES 


De  Luxe  Cards 

are  the  latest  and  best  value  on  the  market. 
Linen  stock,  ivory  finish  and  beautiful  pic- 
ture backs  in  colors. 

The  Royal  Cards 

A  splendid  and  durable  quality,  with  con- 
ventional design  backs,  in  leatherette  cases. 

Military  Euchre 

More  popular  than  ever.  Sold  in  sets  for 
six,  eight  and  twelve  tables. 


Warwick  Bros.  &  Rutter,  Limited 

Manufacturers 
TORONTO 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 


A  Jepartment  of  means  anJ  mcthnda  of  increasing  business  in  photographic  sup- 
plits,   pennants,  playing  cards,   pens,  ink,  sporting  goods,    noltelHes,  chtnat    etc. 


FLASHLIGHTS  ARE  PROFITABLE  LINE  FOR 
DRUGGIST 

The  developmemt  of  tihe  flashlig'ht  business  has  been 
most  marked  durinig  tihe  piast  few  years,  the  num'ber  of 
■iisers  of  flashligihts  being  constantly  on  the  inereiase. 
The  advertisdnig  'of  this  line  in  leading  magazines  has 
lieen  responsible  to  a  liairge  extent  for  putting  before 
the  public  the  various  usies  of  the  flashliglhts.  while 
defa'lere  have  also  recoignized  the  opportunities'  at  hanti 
for  tbe  sale  of  a  good  line  and  so  have  been  featuring 
them  in  various  ways. 

They  have  proved  good  sellers  in  drug  stores  and 
many  de'alers  are  buildin)g  up  a  protita'ble  department 
as  fhisi  line  turns  over  quickly  and  the  sale  of  one  helips 
to  sell  others  and  euStomere  are  kept  coming  back  for 


men.  Majiy  haunters  are  going  to  the  woods  just  now 
and  a  flashlight  will  be  a  mighty  handy  thing  to  take 
alooig.     Why  not  feature  them  for  this  purpose. 


FLASHLIGHTS 

This  is  something  everybody  should  have.  We  have  a  complete 
line.  They  range  in  price  from  85  cent>  to  $2.50  complete.  Extra 
batteries  always  on  hand.    We  have  just  added 

TUNGSTEN  LAMPS 

and  offer  at  the  following  prices : 

15,  25  ud  40  W«H 38c 

60  W»tt 43c 

Also  Dry  Cells,  Electric  Tape  and  Spark  Plugs 

FRANK  A.  BILL  &  SON 


Small  ad.  used  by  one  dealer  to  feature  flashlights. 

renewal  batteries  and  lamps.  Inke  razors  and  cameras, 
there  is  a  demand  for  supplies  always  following  in  the 
wake  of  the  first  sale. 

A  Good  Time  to  Push  Them 

Now  is  an  excellent  time  to  push  fla.'sMights  for 
honse'hold  purposes.  People  are  in  the  houise  a  good 
deal  durinig  the  fall  and  winter  and  the  flashlight  is 
very  handy  %vihen  you  wish  to  go  into  a  room  where 
the  light  is  not  on,  or  for  visiting  the  cellar  or  attite. 

Fla-sbligbts  aire  also  in  good  demamd  among  motor- 
ists,  plumbers,    doctors,   nurses,    farmers    amd   sports- 


VALUE  OF  PERSONAL  INTEREST  IN 
PHOTOGRAPHY 

The  druggist  who  takes  a  personal  interest  in  photo- 
graphy is  much  more  likely  to  make  a  miecess  of  this 
busdmess  than  the  dealer  wfho  does  no't.  In  fact,  it  is 
cont-ended  that  the  first  step  that  a  prospective  dealer 
should  take  is  to  acquire  a  knowledge  of  how  to  opeir- 
ate  a  camera  as  well  as  how  to  develop  and  print.  If 
he  understand  these  processes  of  photography  he  is 
certainly  in  a  much  better  position  to  talk  intelligently 
to  customers  about  siieh  matters,  and  the  am'ateur 
looks  to  the  dealer  for  advice  on  photograpihy. 

Dealers  and  clerks  woxild  do  well  tO  situdy  pho- 
tography. It  will  prove  both  interesting  and  of  prac- 
tical value. 


PITHY  POINTERS  FOR  THE  DEALER 

Just  because  it  is  easy  to  guarantee  goods  in  order 
to  make  a  sale  it  is  not  necessarily  wise  to  do  so. 

There  is  as  much  difference  in  the  ways  of  saying 
''Thank  you"  as  there  is  difference  between  saying  it 
and  forgetting  it. 

It  is  not  salesmanship  to  be  satisfied  with  selling  a 
man  only  what  he  came  to  buy.  See  what  else  he  may 
be  interested  in  purchasing. 

The  man  who  never  asks  any  questions  may  get.  along 
without  finding  out,  but  he  will  get  on  the  wrong  road 
a  good  many  times  in  the  course  of  his  iourney. 


THE   TIME   TO   PUSH  ALBUMS 

NOW  is  the  time  for  fho  d«Ue.r  to  give  sit/Oeial 
)>voaiilineniC6  to  tSb-e  smlapshot  albums.  liuninc; 
th«  summer  tihe  amat^^ur  p'aatogTap(he.r  hns  so- 
raied  ir.any  vdeTvs  of  people  and  places  that  'jo  or  fhc 
wiill  desire  to  preserve.  An  album  will  be  mMded  for 
the  purpose,  reatuic  tihem  in  tthe  wjmdoiw  and  on  t'  r 
couiiter.  Use  a  ehow  card  to  pciiit  out  their  valu'^ 
and  neeessitj  in  keeplimo;  snaps  so  thai  tih«y  will  not 
lie  lost  or  destroyed. 


FEATURING  PENNANTS  DURING  FALL 

SUMMER  is  the  big  selling  season  for  pennants,  but  there  is  no  reason  why  they  should  not 
have  an  appreciable  sale  at  all  times  of  the  year.    There  are  always  a  certain  number  of  visi- 
tors in  every  town  or  community,  and  a  pennant  makes  an  excellent  souvenir  for  them  to  carry 
away.     Pennants  are  also  in  demand  by  automobilists  as  well  as  for  decorating  dens  and  clubs, 
and  for  no  end  of  other  purposes. 

It  must  be  admitted  that  there  are  opportunities  present  for  their  sale,  so  that  dealers  should 
continue  to  give  tJhem  their  due  share  of  prominence.  They  can  be  shown  to  advantage  in  various 
ways  in  the  interior  and  assist  materially  in  decorating  the  background  for  many  window  dis- 
plays. This  in  itself  causes  many  sales,  while  the  dealer  and  his  clerks  should  be  able  to  interest 
many  customers  in  them  for  decorative  purposes. 
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WE  are  now  carrying  in  stock  in  Toronto  the  popular  numbers  of 
School  Crayons,  Marking,  Checking  and  Lumber  Crayons,  manufactured  by 

The  Standard  Crayon  Mfg.  Co.,  Danvers,  Matss. 

We  enumerate  below  a  few  of  these  popular  numbers : 


No.  205  and  No.  123  pkg.  Wax  Crayons 

No.  300  and  No.  45B  pkg.  Wax  Ciayons,  retail  - 

No.  7  "Crayel"  pkg.  Wax  Crayons,  retail    -         .         - 

No.  7  "Artco"  pkg.  Pastel  Crayons,  retail 

No.  814  "Crest  Light"  pkg.  Wax  Ciayons,  retail  - 


5c. 

5c. 

5c. 

lOc. 


No.  33  and  No.  335  Lumber  Crayons,  retail  -         .         50c.  doz. 

(Slock«i  in  Blue.  Bl.ck.  R«l,  Yellow) 
No.  3000  and  No.  341  Marking  Crayons,  retail  25c.  and  40c.  dor. 

(Stocked  in  Bluo  and  Black) 
No.  16  pkg.  Colored  Chalk  Crayons,  retail-         -         -         -     Ic. 


We  have  found  it  necessary 
to  stock  these  goods  on  ac- 
count of  the  increasing  de- 
mand for  these  particular 
numbers. 


C.>\00\_  I*.  ^«tiCNM\>\<a   C».KXO\%.S 


This  will  also  overcome  the 
inconvenience  to  our  cus- 
tomers, which  is  sometime* 
caused  by  unavoidable  de- 
lays in  shipments  to  us  from 
the  factory. 


No.  300—28  Crayons— Retaib  5  cenu 

WRITE  FOR  ILLUSTRATED  CATALOGUE  AND  PRICES 

An      lliI-.-n.«.. 11      P      f^         ».      .        1  CANADIAN  REPRESENTATIVES 

.  K.  maCUOUgall  &  to.,  Limited       266  KING  STREET  WEST,  TORONTO,  ONT. 


WANTED  and  FOR  SALE 

Ads  under  this  head  25  cents  per  line.  Four  line* 
once  for  $1.00,  three  times  for  $2.00.  Cash  must 
accompany  order.    No  accounts  booked. 


Wanted  to  hear  from  owner  of  a  good  Drug  store  for  sale.     State 
cash  price,  description.     D.  F.  Bush,  Minneapolis,   Minn.  o,n,d. 


Send  Your 

WANT  ADS 


To 


The  Retail  Druggist 


The  demand  for 

Corson's  Charcoal 

Tooth  Paste 


IS  growing  every 
month 


It  Is  A  Repeater 

Practically  every  druggist  who 
placed  an  order  for  a  gross  in 
the  Spring,  has  ordered  an- 
other gross  since. 

— Think  This  Over 

SOVEREIGN  PERFUMES  LIMITED 

TORONTO 
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HINTS  TO  BUYERS 

NeWi  from  Manufacturen,  Jobben, 
and  Agenis 


EXTENSIVE  ADVERTISING  OP  MENNEN 
COMPANY 

The  House  of  Mennen  says: 

"Whenever  yoii  see  a  Meniien  ad,  either  on  a  bill- 
board or  in  a  magazine,  bear  in  mind  that  it  relpresemts 
an  investment  in  yoTir  business,  to  help  yon  sell  more 
gooids  and  make  more  monkey.  A  portion  of  each  ad  is 
yoair  personal  aidvertising  appropriation,  be<'.ause  we 
urge  your  customers  and  those  not  now  your  customers 
to  go  to  your  store  and  buy  the  goods  you  bought  from 
us.  This  portion  of  your  sihare  of  our  adverti^ng  is 
limited  only  by  the  amourut  of  businesis  yon  do.  The 
more  goods  you  sell,  the  larger  the  appropriation  be- 
comes. ' ' 

To  get  the  benefit  from  Mpnn«>n  advertisdng,  yon 
should  have  a  complet*  stock  of  tbe  Mennen  goods. 
Your  jobber  will  supply  any  items  that  are  laclring  in 
your  stock. 

A    LOOSE    LEAF    VEST    POCKET    MEMO    BOOK 

We  reproduce  here  a  cut  of 
the  loose  leaf  vei?t  pocket  Trus- 
sell  memorandum  book,  sold  by 
A.  R.  MacDougall  &  Co.,  of  To- 
ronto. It  is  the  only  lo'ose  leaf 
^esit  po<?ket  memo  book  in 
Canada  so'ld  at  25  cents.  The 
size  of  sheet  is  21/2  by  4V.: 
inches  and  the  leaves  are:  faint- 
ruled.  The  binding  is  of  flex- 
ible cloth.  Extra  fillers'  can  be 
obtained  at  any  time.  It  pays 
the  dealer  a  good  profit,  retaiil- 
ine  at  25  cents. 


TRUSSELL  STANDARDIZED  LOOSE  LEAF  MEMO 
BOOKS 

T'hes'3  books  are  known  as  the  triple  ring  memo  book 
and  are  made  in  both  open  end  and  open  sides.  They 
come  in  nine  sizes,  from  2  by  4  inches  up  to  634  by  3"/i 


Tcussell  standardized  loose  leaf  memo,  books 

inches     These  memo  books  are  standardized,  both  as  to 
sheet  sizes  and  pumchings.     They  come  in  bindings  of 
!  morocco   and   black   cowhide.     A.   R.    MacDougall    & 
i  Co.,  Jjtd.,  are  located  at  266  King  St.  W.,  Toronto. 


STAFFORD'S  DRIPLESS  POUR  REGULATOR 

Amt)ng  the  recent  inventions  of  practical  merit  de- 
signed to  ease  the  burden  of  the  office  man  is  a  new 
pouring  device  with  wihich  the  Stafi'ord  ink  people 
are  eiiuipping  the  larger  sizes  of  all  theii-  inks.  It  is 
ditTereiit  in  many  ways  from  the  familiar  gurgle,  splash, 
drip  pour-outs.  Firstly,  there  is  no  scre^v  cap  to  re- 
move and  lose.  A  simple  quarter  turn  to  the  left  or 
3-ight  opens  or  closes  it.  The  side  outlet  produces  a 
perpendicular  flow  so  fhat  you  always  hit  the  ink  well 
iit  the  first  try. 

When  the  well  is  full  and  you  raise  the  bottle  three 
or  four  drops  which  always  ran  do'wn  the  side  of  the 


Stafford'H    are   now 

Mt 

eqiiippinc  the  larger 

^EJ^B 

sizes  of  all  their  inks 

t^^^B 

with   their   dripless 

.^E^^. 

pour  regulator.  It  is 

.^^H^^^^. 

described  in  the  ac- 

^^^^^^^^^^^ 

comptnying      read- 

^^^K^i^^^^^H 

ing  matter. 

P^^g^p^xSB 

L^j 

m 

bottle  or  landed  on  your  most  important  letter  are 
strangely  absent  because  you  just  can't  make  this  pour- 
out  drip. 

Ncv  you  can  fill  an  ink  well  in  the  m'ost  inaccessible 
position  on  your  desk  because  the  flow  of  ink  may  be 
i'eigulatcd  by  placing  yonr  finger  over  the  air  vent  of 
the  pour-out.  With  the  air  vent  covered  the  ink  will 
not  Sow  so  it  is  not  necessary  to  raise  the  bottle  when 
the  well  is  full.  Just  place  your  finger  on  tihe  air  vent 
and  the  flow  will  cut  off  instantly. 

Evaporation  wastes  more  ink  than  is  used  and  dust 
often  makes  ink  seem  thick.  These  are  two  complaints 
which  this  pour-out  cures. 

Another  innovation  which  sihould  be  greatly  appreci- 
ated is  the  packing  of  quarts,  pints  and  half-pints  of  all 
brands  of  inks,  mucilage  and  paste  in  individlial  ear- 
tons,  thereby  .saving  the  dealer  the  time  and  expense 
of  wrapping,  insuring  against  breakage  in  stock  and 
in  course  of  delivery  to  the  dea/ler  s  customer  and  re- 
ducing the  weight  of  the  dozen  shipping  packages  from 
ten  to  twenty  per  cent.,  while  providing  greater  se- 
curity for  the  goods. 


FEATURING  OF  EVEREADY  FLASHLIGHTS 
OCTOBER  1  TO  9 

The  big  drive  in  the  national  .advertising  campaign 
of  Eveready  Flashlights  will  direct  customers  to 
dealers'  windows  from  October  1  to  9.  Leading  pub- 
lications mil  carry  striking  announcem.ents,  anifl  all 
yon  have  to  do  to  take  advantage  of  this  adverttising 
"to  increase  your  profits  is  Ho  have  a  displ'ay  of  Eveready 
Flashlights  in  your  window. 

The  campaign  will  create  many  new  customers  for 
the  flashlights,  and  every  sale  moans  a  permanent  cus- 
tomer gained  for  Tunigsten  baitteries  and  Mazda  lamp 
bulbs  that  the  customer  will  need  to  keep  his  light  in 
operation. 
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GOVERNMENT  REPORT  ON  NATIVE  WINES 

The  IjiLuui  Hmemip  Doipartiiionit  has  issued  a  report 
on  1.S7  samples  piirehased  as  imtive  wine.  The  inspec- 
tion wac  for  tJie  object  of  secnring  data  whwh  miarht 
serve  to  Classify  the  various  types  oi"  nutdve  "wines. 
-Many  of  these  are  called  ports.  Others  evidently  aim 
at  the  cla-^t  type. 

Of  t4ic  samples  herein  reported  forty  (40)  were  re- 
cedvect  in  bottles  whi<^h  bear  labels.  h«vi7ig  fhe  name  of 
th<>  nianiifacturer  and  the  place  of  production  prinited 
thereon,  thus  mc^tinsr  re(]uirementis.  These  are  pro- 
pifrjy  labelled.  Several  sainples  are  distim^ush'ed  by 
a  monogram  or  private  marks,  which  may  possess  a 
meanincj  to  the  initiated,  but  cannot  be  held  as  ful- 
tillimg  the  requirements  of  the  Order  in  Ooimcil. 

I\Iost  of  these  samples  are  supjilicd  in  bottles  bearing 
no  lab;!:  or  having  a  label  on  which  the  name  of  the 
niamifactui-er  and  plaw  of  pi-odnction  does  not  appear. 
In  this  matter  they  fail  to  meet  legal  requirements. 
It  is,  of  course,  ouite  possihle  that  the  original  con- 
tainer (barrel  or  keg)  in  vrhich  th>e  shiipmient  was 
made,  nray  haA'e  been  lahclled  in  such  a  way  as  to  show 
>vhere  and  by  ■H'hom  mamifactured.  This  infonnation 
should,  however,  appear  upon  eaeih  package  sold  at 
retail ;  the  intention  heing  to  inform  the  consumer  in 
the  matter. 

One  sample  is  la^belkd  "unf-ermented  port."  Such 
a  name  is,  of  course,  a  contradiction  in  terms.  Unfer- 
mented  grape  juice  is  possdhle ;  unfennented  port  is 
impossible.  A  port  wine  from  which  the  alcohol  had 
he^n  removed  might,  con-ectly  enough,  be  dcscrihed 
as  d^alerthoHzcd  port.  Two  other  samples  are  grape 
juice  and  not  ivinc.  One  of  these  is  plainly  lahelled 
jrape  juice,  and  sihould  not  have  been  accepted  by  the 
inspec+or  as  a  Asane. 


IN  ATTENDANCE  AT  ANGLICAN  SYNOD 
MEETING 

Jas.  Ifargreaves.  a  former  memher  of  the  conncil  of 
the  Ontario  T'ollege  of  Pharmacy,  and  brother  of  W. 
A.  and  Jno.  Hargreaves,  of  Toronto,  who  is  now  en- 
gaged in  the  manufacturers'  agency  business  in  Winni- 
peg, was  in  Toronto  this  nionfh  a.ttendiwg  the  general 
synod  meetimg  of  the  Church  of  England.  He  repre- 
sented thie  diocese  of  Rupert's  Land. 

Adam  Turner,  ex-vice-president  of  the  O.C.P.,  and 
formerly  located  in  Orangeville,  Ont.,  was  also  in  at- 
tendiarcc  at  the  synod  meetinsir.  representing  diocese 
of  Saslcatchewan.    He  is  now  located  in  Sriskatoon. 


NEWS  NOTES  OF  THE  DRUG  TRADE 

5.  Thompson,  of  Wapella,  Sask.,  has  o'pened  a  branch 
at  Ra<'onsville. 

E.  L.  Taylor  has  purchased  the  branch  store  of  J.  G. 
dark,  Gowganda,  Ont. 

G.  C.  Ijittlewood  has  succeed^ed  McKenzie  Brown, 
Royce  Ave.,  Toronto. 

6.  L.  Walker  is  openimg  a  drug  store  in  Perth,  Ont. 
A  new  store  is  heing  built  for  R.  M.  Black,  oi  St.- 

^Jatharim^,  Out.,  on  f^t.  Paul  St. 

L.  R.  Irtike  has  been  appointed  manager  of  the  dm g 
department  of  the  Rohrrt  Simpson  Co.,  Toronto. 

C.  E.  Nasmyth  &  Co..  Stratford,  Ont.,  has  admitted 
Jas.  Lowe  to  a  partnership,  under  the  firm  name  of 
Niasmj'th  &  Lowe. 

Dr.  J.  0.  Lamlbert,  Limitee,  Montreial,  has  heen  in- 
corporated with  a  capital  »to<?k  of  $250,000  to  manufac- 


ture  eheinioal  and  pharaniaceutioal  produicts,  drugs 
and  proprietary  medicines.  The  incorporators  are  A. 
E.  Provost,  Joseph  Ethien.  Alhert  Hndon,  Adalhert 
Gauvreau  and  Fernando  Boisvert. 

The  Gowlland  Optical  Company,  Ltd.,  of  Montreal, 
has  been  incorporated  with  a  capital  stock  of  one  mil- 
lion dollars. 


PITHY  POINTERS  FOR  THE  DEALER 

Do  all  you  can  to  cultivate  your  imagination.  It  will 
hdp  you  to  get  the  customer's  point  of  view,  and  that 
vnll  help  you  to  make  sales. 

The  store  where  the  visitor  is  gushed  over  when  he 
is  considered  a  possihle  customer  and  ignored  when  he 
shows  he  is  not  there  to  buy  v/ill  not  be  a  popular 
store. 

Old-fashioned  methods  may  be  safe,  but  they  are 
pretty  likely  to  attract  none  but  old-fashioned  cus- 
tomers. This  means  less  customers  with  each  succeed- 
ing year. 

Don't  nag  a  clerk  if  you  are  the  proprietor.  If  you 
are  the  clerk,  don't  nag  the  boss.  Nagging  always  re- 
sults in  hard  feeling  and  a  diverging  of  interests. 

Carelessness  is  all  that  causes  the  delivery  of  goods 
to  the  wrong  family.  There  is  no  excuse  for  getting 
names  or  addresses  wrong  or  illegible. 


A  young  man — an   only  son — married   against   the 
wishes  of  his  parents.    A  short  time  afterward,  in  tell- 
ing a  friend  how  to  break  the  news  to  them,  he  said 
"Start  off  by  telling  them  that  I  am  dead,  and  then 
gently  work  up  to  the  climax." 


Patriotic  Calendars 

In  Art  Process  Work  on  Felt 


Last  year  we  made  I  design  to  retail  at  25c  and 
we  sold  over  6000  in  5  weeks.  Had  more  re- 
orders on  it  than  anything  else  we  ever  sold. 
This  year  we  show 

4  lines  at  $  6.50  per  100 
4  lines  at  7.50  per  100 
4  lines  at  10.00  per  100 
8  lines  at  15.00  per  100 
6  lines  at     20.00  per  100 

To  retail  at  10  to  3Sc  each. 

A  sample  lot  amounts  to  $3.36.  We  will  send  this  sample 
assortment  anywhere  in  Canada  prepaid  subject  to  return 
if  not  up  to  expectations,     Write  for  it. 

ThanksfiTiiit  and  Hallowe'cD  Pcttcardt  —  50c.  to  $2.50  per  100 

Send  in  jrour  name  for  our  Xma*  Catalogue. 
Ready  toon.     Full  of  good  thing* 

Pugh  Specialty  Co.,  Limited 

38-42  Clifford  Street 
TORONTO  CANADA 
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Proprietary  Medi-  It  is  apparent  that  a  good  many 
cines  in  Prescrip-  druggists  are  as  yet  not  quite 
tions  and  the  War  clear  as  to  the  finer  points  in  re- 
Tax,  gard  to  the  tax  on  proprietary 
medicines  when  used  in  prescrip- 
tions or  sold  on  a  doctor's  prescription.  These  points 
w-ere  explained  by  The  Retail  Druggist  at  the  time  the 
Act  came  into  force.    We  give  them  again : 

Medicines  prepared  fcy  druggists  from  several 
drugs  or  ingredients  in  accordance  with  physicians' 
prescriptions  are  not  proprietary  medicines  and  are 
not  taxable. 

Even  if  a  proprietary  medicine  is  sold  on  a  doctor's 
prescription,  it  has  to  bear  a  stamp. 

If  a  proprietary  medicine  is  used  in  making  up  a 
prescription,  the  resulting  mixture  does  not  have  to 
bear  a  stamp,  however. 

Proprietary  medicines  purchased  by  druggists  in 
bulk  or  large  packages  for  the  purpose  of  beiiig  re- 
packed in  smaller  packages,  without  the  addition 
of  any  di-ug  or  ingredient,  for  sale  to  individuals, 
become  liable  to  stamp  tax  at  the  time  of  sale  by 
druggist. 

Proprietary  medicines  purchased  by  druggists  and 
used  by  them  for  compounding  with  other  dinigs  or 
ingredients  in  accordance  with  physicians'  prescrip- 
tions must  have  the  stamp  affixed  to  the  bottle  or  con- 
tainer before  being  opened  by  the  druggist,  as  he  is  the 
consumer.  The  compounded  article  is  not  a  proprie- 
tary medicine  and  does  not  have  to  bear  a  stamp. 

The  druggist  should  acquaint  himself  thoroughly 
with  these  particular  points  regarding  the  wai-  tax. 
The  Department  has  issued  decisions  on  a  number  of 
articles  that  have  been  the  subject  of  argument,  but 
which  are  pot  liable  to  the  war  tax.  This  list  is  given 
elsewhere  in  this  issue. 

•     •     •     • 

When  a  representative  of  The 
Retail  Druggist  was  in  a  store 
not  long  ago  a  .young  lady  came 
in  witli  a  package  of  envelopes  she  had  purchased  a 
short  time  before  and  which  she  wi.shed  to  return  as 
she  had  found  them  dirty  and  unfit  for  u.se  when  she 
opened  them  up. 


Keep  the  Brakes 
on  Your  Feelings. 


The  dealer  was  very  nasty  and  discourteous  in  the 
matter.  He  was  probably  provoked  that  the  clerks 
had  allowed  the  stock  to  get  in  such  a  frightful  con- 
dition, or  he  may  have  been  peeved  at  the  customer 
returning  the  article,  which  she  certainly  had  a  per- 
fect right  to  do.  At  any  rate,  he  was  extremely  dis- 
courteous to  the  lady,  and  if  he  didn  't  lose  a  customer 
by  his  manner,  he  certainly  should  have. 

And  all  this — acting  in  this  discourteous  manner  and 
running  chances  of  losing  a  customer  and  of  securing 
much  unfavorable  publicity  among  her  friends — over 
the  matter  of  the  return  of  a  cheap  package  of  enve- 
lopes costing  him  probably  abovit  three  cents.  It  was  his 
duty  in  the  first  place  to  take  the  goods  back  and  do  it 
willingly,  but  to  risk  the  loss  of  a  customer  over  such 
a  small  matter  was  certainly  rank  foolishness.  Yet, 
how  fretiueutly  is  the  same  scene  enacted  in  the  store, 
dealers  and  clerks  allowing  their  feelings  to  get  the 
better  of  them  over  some  trivial  matter.  A  moment's 
thought  generally  makes  them  realize  the  folly  of 
their  action,  but  the  trouble  is  that  they  don't  take  that 
moment's  thought  until  it  is  too  late. 

When  inclined  to  be  short  or  gruffy,  why  not  give  a 

moment's  thought  before  giving  vent  to  your  feelings. 

It  would  mean  the  application  of  the  brakes  to  them  in 

many  cases,  and  the  maintaining  of  many  customers 

who  would  otherwise  be  driven  away.    Courtesy  is  an 

investment  that  pays  big  dividends.     Don't  neglect  to 

cash  in  on  it. 

•     *     •     • 

How  Often  Should     How  often   should   the  druggist 
Window  be  change     his    window     displaysT 

Changed?  This  is  a  question  that  has  fre- 

quently been  asked.  A  success- 
ful dealer  who  has  made  a  feature  of  window  display, 
when  asked  his  opinion  recently,  said  they  should  be 
changed  at  least  once  a  week — oftener  if  possible. 

Of  course,  frequency  of  change  depends  to  some  ex- 
tent on  circumstances.  Where  pretty  much  the  same 
people  are  seeing  the  window  every  day,  it  is  good 
business  to  change  it  very  frequently.  If  you  have  a 
particularly  attractive  display,  and  especially  where 
there  is  a  considerable  change  each  day  in  the  people 
passing  the  store,  it  may  be  left  in  for  a  considerable 
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time.  When  you  spend  time  and  money  1o  arrange  a 
good  display  you  want  to  get  as  much  puhlicity  as 
possible  from  it. 

It  can  be  safely  said,  however,  that  there  are  few 
dealers  who  change  their  displays  too  frequently.  The 
big  majority  err  decidedly  in  the  other  direction  and 
do  not  change  them  often  enough.  People  are  not  inter- 
ested in  looking  at  a  paper  they  have  already  read,  nor 
are  they  apt  to  be  very  much  interested  in  a  window 
display  that  they  have  seen  before.  Thus,  the  value 
'  and  the  need  of  changing  the  window  display  fre- 
quently. 

•     •     •    • 

Give  Individuality  The  merchant  who  can  give  indi- 
te Your  Store.  viduality  to  his  store  has  scored 
an  important  point  in  his  bid  for 
success.  The  outstanding  dealers  of  to-day  are  those 
who  have  made  their  store  stand  out  prominently  in  the 
public  mind  by  one  method  or  another.  For  instance, 
there  is  the  man  who  called  his  store  the  "Red  Store," 
painting  it  that  color  and  in  other  ways  connecting 
that  color  with  his  place  of  business  in  such  a  way  as 
to  impress  it  on  the  people  whose  trade  he  catered  for. 

Probably  the  best  results  are  secured  when  the  plans 
to  give  individuality  to  the  store  are  directly  related 
to  the  goods  offered  for  sale.  Some  men  have  made  a 
remarkable  success  by  pushing  and  featuring  some  spe- 
cialty in  such  a  way  as  to  get  people  regarding  their 
store  as  the  best  place  to  buy  that  article. 

Most  merchants  do  well  to  specialize  on  certain  lines. 
If  people  are  induced  to  purchase  these  it  proves  the 
opening  wedge  for  business  in  other  lines.  Advertising 
is  generally  found  a  valuable  aid  in  establishing  a 
dealer  as  a  specialist  in  any  one  line,  and  in  allowing 
him  to  give  character  and  individuality  to  his  store. 


Look  at  Your 
Store  Through 
Customer's  Eyes. 


At  a  convention  of  retailers  not 
long  ago  a  dealer  stated  that  he 
makes  it  a  policy  to  frequently 
put  on  his  hat,  walk  around  the 
block  and  enter  his  own  store  and  try  to  see  it  as  a 
casual  customer  would. 

He  says  that  in  this  way  he  discovers  many  weak- 
nesses in  the  appearance  of  his  store  and  in  his  store 
service. 

The  idea  is  a  good  one,  for  the  big  trouble  with  many 
retailers  is  that  they  fail  to  look  at  many  of  their  store 
problems  from  the  standpoint  of  their  customers.  It 
is  quite  true  that  a  dealer  is  so  much  in  his  own  store 
that  he  becomes  unable  to  detect  weaknesses  that  de- 
velop, but  which  are  quite  apparent  to  the  casual 
observer.  Constant  contact  with  the  store  blinds  him 
to  its  shortcomings. 

The  big  fault  with  many  retailers,  however,  is  that 
they  make  no  effort  to  discover  any  weaknesses  that 
exist.  They  are  inclined  to  go  around  with  their  eyes 
closed  to  their  own  faults.  It  is  good  business  to  break 
away  from  such  an  attitude,  however,  and  try  to  take 
a  look  at  things  from  the  customer's  perspective.  To 
most  dealers  it  would  mean  a  great  improvement  in 
the  appearance  and  other  business-getting  factors  in 
connection  with  the  store. 

Get  in  the  habit  of  looking  at  your  store  through  the 
eyes  of  your  customers. 

•     •    •     • 

Look  to  Your  Too  many  retailers  devote  their 

ProfltR.  time  and  energy  to  building  up 

volume  of    sales    and    give    too 

little  attentjon  to  the  matter  of  profit.    This  is  regret- 


table, because  they  not  only  give  their  time  and  labor 
and  reeeiw  verj'  little  recompense  for  it,  but  they  take 
business  away  from  other  dealers  who  could  and  would 
handle  it  at  a  profit. 

I  can  see  very  little  satisfaction  in  turning  over  a 
lot  of  goods,  but  doing  it  at  little  or  no  profit.  Yet, 
this  is  just  what  a  good  many  dealers  of  to-day  are 
doing.  They  are  so  anxious  for  business  that  they 
shade  prices  to  a  figure  that  sometimes  leaves  no  pro- 
lit  when  the  cost  of  doing  business  is  considered.  They 
take  chances  on  doubtf  al  accounts  that  no  dealer  should 
take,  and  at  the  end  of  a  long  period  of  strenuous  work 
they  find  that  they  have  accomplished  very  little  in 
the  waj'  of  making  money. 

It  is  not  a  pleasing  outcome  and  is  especially  regret- 
taJble  in  the  fact  that  it  could  be  avoided  by  keeping 
a  keener  eye  on  profits.  It  should  constantly  be  borne 
in  mind  that  every  sale  costs  a  certain  amount  to  trans- 
act and  that  thaA  expense  must  bo  accounted  for  before 
the  dealer  starts  to  make  any  profit  for  himself. 

Kn'vw  the  cost  of  your  goods  and  the  cost  of  doing 
business,  and  figure  out  a  profit  for  yourself  on  each 
sale.  It  is  all  right  to  aim  for  big  volume,  hurt  do  not 
sacrifice  profit  to  secure  it. 

•     •     •     • 

Good  Equipment  Good  equipment  costs  money. 
Proves  Profitable  How  many  dealers  put  up  their 
Investment.  hands    in    horror    at    the    very 

thought  of  the  fact,  especially 
those  apostles  of  false  economy  who  will  not  spend  a 
cent  even  for  their  own  benefit  unless  it  is  fairly  pried 
away  from  them. 

As  a  traveler  said  to  me  not  long  ago:  "It  is  a  darn 
good  thing  that  there  are  some  real  aggressive  men  on 
the  road  who  are  not  easily  turned  down,  and  who 
keep  after  some  of  these  close-fisted  merchants  until 
they  sell  them  what  the  merchant's  good  sense  should 
show  him  he  should  have.  If  it  wasn  't  for  some  of  these 
aggressive  salesm'en  fairly  forcing  needed  articles  on 
some  merchants,  many  retailers  would  not  make  the 
money  that  they  do." 

There  is  a  good  deal  of  truth  in  this  statement.  There 
are  a  good  many  merchants  who  are  altogether  too 
ready  to  say  "no"  at  the  first  suggestion  that  they 
should  expend  any  money  on  equipment,  without  con- 
sidering the  advantage  that  it  would  be  to  their  busi- 
ness, and  whether  it  would  not  really  prove  a  profit- 
able investment. 

T  say  "investment"  advisedly,  because  money  in- 
vested in  good  fixtures  and  equipment  will  generally 
be  found  an  investment,  and  not  an  expense  in  the  real 
sense  of  the  word. 


Give  Attention 
to  Complaints. 


A  writer  in  an  exchange  says 
that  the  customer  with  a  com- 
plaint should  be  given  more  at- 
tention than  the  customer  with  an  order.  It  will  be 
difficult  to  get  some  dealers  to  agree  wholly  with  this 
statement,  but  there  is  no  doubt  that  the  advice  to  give 
full  attention  to  complaints  is  worthy  of  emphasis. 
Regular  customers  are  too  valuable  to  a  store  to  run 
chances  of  losing  them  by  not  giving  full  consideration 
to  their  complaints. 

One  of  our  most  successful  retailers  has  said  that 
the  customer  is  always  right,  not  meaning,  of  course, 
that  complaints  should  always  be  made  good.  If  the 
customer  has  justification  for  her  complaint  no  attempt 
should  be  made  to  dodge  it.  It  should  be  made  good. 
The  small  loss  is  usually  compensated  by  the  future 
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trade  that  you  wall  get.  The  small  saving  made  by 
turning  down  a  customer  is  usually  more  than  made  up 
for  by  the  big  loss  of  her  entire  future  trade. 

It  pays  to  give  proper  attention  to  customers' 
complaints. 

SHORT  NOTES  FROM  THE  EDITOR'S  PEN 

Now  for  the  Xmas  trade. 

•  •     • 
Feature  useful  gifts  this  year. 

•  •     • 
Don't  neglect  your  advertising. 

•  •     • 

Make  a  strong  drive  for  fall  trade.    • 

•  •     • 

Try  a  little  advertising  as  a  business  tonic. 

•  •     • 

Make  your  store  the  best  store  in  your  town. 

•  •     • 

Go  after  Xmas  trade  by  a  series  of  window  displays. 

•  •     • 

Back  up  your  advertising  by  window  display  of  the 

gt)ods  featured. 

•  •    • 

The  man  who  wants  repeat  business  must  give  quality 
in  both  goods  and  service. 

•  •     • 

Sometimes  a  man  who  kicks  like  a  mule  about  some- 
thing gives  it  about  the  same  amount  of  thought. 

•  •     • 

Many  a  dealer  who  would  get  rid  of  a  clerk  who 
loafs,  makes  no  effort  to  get  rid  of  goods  that  loaf.    ■ 

•  •     • 

"Persia  keeps  her  dates,"  reads  the  headline  in  a 
trade  paper.     Well,  that  is  more  than  can  be  said  of 

some  people. 

•  •     • 

People  will  not  go  out  of  their  way  to  trade  at  the 
store  of  a  man  who  does  not  go  out  of  his  way  to 

attract  their  attention. 

•  •     • 

A  train  of  thought  isn't  much  good  to  a  man  who  is 
too  lazy  to  generate  steam  for  moving  it  in  the  right 

direction. 

•  •     • 

Don't  buy  goods  that  will  sell  slowly  and  uncertainly 
just  because  you  can  buy  them  at  a  low  price.  Con- 
sider salability  before  you  consider  price. 

•  •     • 

Don't  neglect  to  continually  practise  suggestive 
salesmanship.  The  power  of  suggestion  in  inducing 
sales  is  so  great  that  it  is  a  most  important  factor  in 

business. 

•  •     • 

Don't  go  on  forever  using  the  same  merchandising 
methods.  If  you  would  attract  attention  you  must  use 
new  schemes  and  plans  of  display  and  advertising. 
Get  out  of  the  rut.    Start  something  new. 

•  •     • 

That  it  requires  brains  and  keen  judgment  to  make 
a  success  of  buying  for  a  small  store  is  shown  by  the 
fact  that  the  buyer  for  a  big  store  in  one  of  our  Cana- 
dian cities  went  into  business  for  himself  in  a  smaller 
way  and  failed  in  a  short  time.  His  buying  has  been 
held  responsible.  In  the  big  store  he  could  take  a 
chance  and  get  away  with  it,  which  in  a  smaller  store 
he  would  get  tripped  up  on.  Good  judgment  is  cer- 
tainly essential  in  purchasing. 


Editorial  Hints  for  Going  After 
Xmas  Trade 


THE  war  has  hammered  home  to  us  in  a  convincing 
manner  the  value  of  preparedness,  and  it  is  just 
as  essential  in  the  fight  for  business  as  in  a  great 
world's  war.  The  dealer,  for  instance,  is  frequently 
inclined  to  put  off  the  planning  of  his  Christmas  eam- 
paign  until  it  is  all  but  upon  him,  forgetting  that  the 
man  who  maps  out  his  Christmas  sales  campaign  well 
in  advance  is  due  to  pull  results. a  whole  lot  more  satis- 
fying in  point  of  sales,  volume  and  profit  than  if  he 
jumps  into  the  Christmas  trade  without  plans  or 
preparations. 

Let  the  dealer  resolve  that  this  year  he  will  not  go 
after  Christmas  business  in  a  hit-or-miss,  haphazard 
manner,  but  that  he  will  plan  out  in  advance  a  schedule 
for  his  window  display,  advertising,  and  other  branches 
of  business-getting  that  will  allow  him  to  reap  the 
richest  possible  from  his  efforts  and  opportunities. 

Don't  Neglect  the  Staples 

The  business  in  Christmas  goods  should  not  take  the 
place  of  regular  trade,  but  should  be  a  supplement  to 
it.  Too  many  dealei^  get  so  enthused  over  Christmas 
selling  that  they  neglect  to  give  the  attention  they 
should  to  the  regular  lines.  The  ideal  Xmas  business 
is  that  which  takes  in  the  sale  of  regular  lines  and 
Christmas  lines  as  well.  By  all  means,  go  after  and  get 
all  the  Christmas  l)u.siness  and  profit  you  can,  but  re- 
member that  there  is  a  demand  for  staples  just  the  same 
as  during  other  months  of  the  year.  Get  all  this  busi- 
ness that  you  can.  Make  the  sales  in  regular  lines  as 
large  as  usual,  and  then  the  business  that  you  get  in 
special  Xmas  lines  will  be  so  much  velvet  for  you. 

Useful  Gifts  Will  Sell. 

There  will  be  an  enlarged  demand  this  year  for  gifts 
of  a  useful  nature.  The  war  has  made  the  public  of 
a  more  practical  turn  of  mind  and  the  result  will  be 
seen  in  the  purchase  of  more  useful  Christmas  gifts 
than  is  usually  the  case.  The  retailer  should  take  the 
cue  and  feature  goods  of  this  kind.  If  he  vdll  look 
around  his  store  he  will  find  many  lines  of  this  natiire, 
and  he  should  not  fail  to  take  advantage  of  the  oppor- 
tunity for  business  thus  presented.  Why  not  use  an 
ad.  incorporating  the  idea  of  useful  gift  giving?  A 
special  window  or  interior  display  devoted  to  appro- 
priate lines  might  be  arranged. 

Gifts  for  Friends  at  the  Front 

There  will  be  a  big  demand  this  year  for  gifts  suit- 
able for  men  at  the  Front.  Why  not  make  a  showing 
of  goods  suitable  for  this  purpose?  It  should  attract 
attention  and  make  sales. 

This  business  should  be  gone  after  early  as  it  will  be 
necessary  to  ship  goods  early  in  order  to  rea«h  the  men 
at  the  Front  for  Christmas. 


Greet  your  customers  with  a  smile  if  you  would  put 
them  in  a  good  purchasing  mood.  Nothing  dampens 
people's  buying  enthusiasm  more  than  to  have  a  smile- 
less  or  grouchy  clerk  wait  on  them.  Cultivate  a  pleasant 
store  manner. 
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An  Opportune  Time  for  Getting 
More  Business 


WE  have  all  learned  from  experience  that 
there  are  many  things  that  we  might 
do,  but  which  it  is  not  oi)portiine  that 
we  should  do. 

Advertivsing  is  not  one  of  these. 

There  may  be  limes  or  seasoiis  when  it  may 
be  necessary  to  curtail  advertising. 

But  there  are  never  times  and  seasons  when 
it  should  be  cut  out  altogether,  unless  business 
is  unobtainable  either  now  or  in  the  near  dis- 
tant future,  which  is  a  contingency  almost  be- 
yond the  ken  of  the  imagination. 

True,  opportunities  are  not  always  the  same. 

Just  as  there  are  fluctuations  in  business  so 
there  must  be  fluctuations  in  opportunity. 

No  one  (]uestione  the  fact  thai  in  periods  of 
trade  activity  advertising  will  bring  more 
business  than  when  the  opposite  conditions 
prevail. 

But  as  there  is  always  some  business  there 
is  always  need  for  some  advertising. 

Owing  to  the  trade  depression  of  the  last 
twelve  or  eighteen  months  there  were  a  good 
jiiany  business  men,  who,  deeming  the  oppor- 
tunity for  advertising  not  a  good  one,  either 
reduced  their  space  or  ceased  using  any. 

Those  vsho  ce.ised  evidently  overlooked  the 
fact  that  money  CTiiployed  in  gO'Od  advertising 
is  an  investment,  not  an  expenditure,  and  that 
the  purpose  of  ad-\'eitising  is  to  get  'business. 

Put  A^'hatever  may  have  beeu  the  wisdom  or 
otherwise  of  either  curtailing  advertising  or 
cutting  it  out  altogether,  there  can  be  no  doubt 
as  to  the  policy  w'hich  sihould  oibtain  at  present. 

And  that  is  to  advertise. 

One  of  the  definitions  of  opportunity  is  "con- 
venience or  advantage  of  situation." 

Rome,  through  financial  circumstances,  may 
not  be  in  a  position  to  invest  as  much  money  in 
adA'ertising  as  they  >vish. 

But  there  can  be  no  doubt  as  to  the  advan- 
tage of  the  present  situation  for  the  inaugura- 
tion of  an  advertising  campaign. 

In  the  first  place,  nearly  everyibody  has  for 
a  year  or  more  been  largely  oonfininig  his  pur- 
chases to  necessities. 

This  applies  with  equal  tmth  to  the  consumer, 
the  retailer,  and  the  manufacturer.  All  were  in 
the  same  boat. 

But  now  the  cause  of  which  this  was  the  effect 
is  disappearing. 

In  other  words,  abnormally  poor  trade  con- 
ditions are  giving  way  to  normal  trade  condi- 
tions. 


By 
W.  L.  EDMONDS 


They  may  not  yet  have  arrived;  but  they  are 
on  the  wav.  And  there  isn't  any  doubt  about 
it.  ■    . 

The  preliminarj'  report  just  iasued  by  the 
Statistical  Department  at  Ottawa  shows  the 
estimated  aggregate  yield  of  wheat,  oats,  bar- 
ley, rye,  and  flax  to  be  883,244,000  bushels. 

This  is  an  increase  of  about  70  per  cent.,  com- 
pared with  1914. 

But  in  wheat  alone  the  increase  is  108  per 
cent,  and  in  oats  53  per  cent. 

Ko  farther  back  than  five  years  ago  the 
aggregate  yield  of  wheat,  oats,  barley,  rye  and 
fiax  was  not  as  large  by  nearly  71,000,000 
bushels  as  the  yield  of  oats  alone  this  year. 

Last  year  the  value  of  all  the  field  crops  of 
Canada  was  officially  estimated  at  $638,580,300. 
This  established  a  new  record.  But  it  will  be 
a  recoi-d  no  longer.  The  figures  for  1915  -wall 
transcend  by  many  millions  of  dollars  those  of 
1914  or  any  previous  year. 

All  this  STiells  ultimate  prosperity. 

From  now  on  the  money  into  which  the  crops 
are  being  turned  will  flow  in  increasing  A'olumc 
into  the  banks,  whence  it  will  in  turn  flow  out 
for  the  liquidation  of  liabilities  and  the  pur- 
chase of  merchandise. 

That  the  purchases  of  merchandise  will,  be- 
fore a  great  while,  be  heavy,  there  can  be  no 
doubt. 

Everything  favors  that  supposition. 

In  the  first  place,  as  already  pointed  out, 
there  is  the  lightness  of  stocks  in  retailers' 
hands.  It  is  doubtfnl  whether  they  were  ever 
before  so  low  generally,  for  it  is  about  two 
years  .since  "cheese-paring"  began. 

.^nd  then  the  farms  have  this  year  created 
wealth  suficient  to  guarantee  a  greater  pur- 
chasing power  than  at  any  time  in  the  previous 
histoTj'  of  the  country. 

These  conditions  not  only  augur  well  for  the 
future,  but  they  create  an  opportunity  for  resur- 
recting advertising  campaigns  that  have  been 
allowed  to  hibernate  and  of  expanding  those 
that  have  been  allowed  to  shrink. 

"A  wise  man,"  says  Bacon,  "will  make  more 
opportunities  than  he  finds." 

The  business  man  who  has  the  -wisdom  to  ad- 
vertise can  find,  without  effort,  ample  oppor- 
tunity for  doing  so,  whether  he  'be  retailer, 
wholesaler,  or  n^nnufacturer. 

And  now  is  the  most  opportune  time  he  has 
had  for  a  year  or  two  of  doing  so. 

He  will  be  a  wise  man  who  does  not  neiglect  it. 
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Now  for  a  Big  Christmas  Trade 


Coats  off  for  the  final  drive 


By  WILLIAM  J.  BRYANS 


THE  time  is  now  at  hand  for  the  dealer  to  doff  his  coat,  figuratively  speaking,  for  the  final 
drive  of  1915.    Business  has  been  well  maintained  all  along  the  line  during  the  entire  year, 
but  in  order  to  make  the  best  possible  showing  when  results  are  finally  ta,bulated,  it  is  essen- 
tial that  an  aggressive  campaign  for  business  be  conducted  from  now  until  the  turn  of  the  year. 

Christmas,  with  its  opportunities  for  increased  trade,  looms  up  prominently  on  the  business 
horizon  once  more.  It  is  hardly  necessary  to  elaborate  on  what  it  means  to  the  retailer.  This  has 
always  been  the  busiest  season  of  the  year  for  the  retailer,  and  there  is  no  reason  why  the  same 
thing  should  not  be  true  this  year,  in  spite  of  the  world's  war  that  is  n«w  raging.  A  good 
deal  of  money  has  been  coming  into  Canada  for  war  supplies,  to  the  benefit  of  industrial  centres, 
while  the  magnificent  crops  of  grain  harvested  this  year  mean  plenty  of  money  in  rural  sections. 
In  addition,  the  Christmas  spirit  will  arise  in  all  its  strength  this  year,  just  as  it  has  in  every 
year  right  down  through  the  centuries,  bringing  with  it  increased  business  to  the  retailer,  espe- 
cially the  man  who  makes  a  real  genuine  effort  to  cash  in  on  the  opportunities  presented. 

The  dealer  who  would  get  his  full  share  of_  the  big  annual  trade  harvest  would  do  well  to  go  after 
it  in  a  live,  aggressive  manner.  A  little  ginger  and  pep,  backed  up  by  enthusiasm  and  real  effort, 
during  the  remaining  portion  of  1915,  will  mean  mlich  in  the  final  reckoning.  All  branches  of 
business  endeavor  should  be  bolstered  up  and  worked  together  in  the  bid  for  business.  Advertis- 
ing, display  and  selling  staff  should  all  be  at  their  highest  standard  of  efficiency  and  working 
in.  unison  with  the  one  big  end  in  view — ^that  of  getting  the  maximum  results,  both  in  point  of 
sales  volume  and  profitableness  out  of  the  remaining  portion  of  the  year. 

The  greater  part  of  the  business  journey  of  1915  has  been  completed.  We  are  now  on  the 
home  stretch,  with  the  finishing  tape  already  in  sight.  Every  dealer  should  put  forth  a  supreme 
effort  from  now  until  the  end  of  the  year  to  come  under  the  wire,  a  winner.  A  little  effort  all 
along  the  line  during  this  period  may  mean  a  big  difference  in  the  year's  results.  It  is  worth 
working  for  and  putting  forth  a  strong  effort  to  secure.  Opportunities  are  not  lacking  by  any 
means  as  a  sizing  up  of  the  general  situation  in  Canada  at  the  present  time  wiU  drive  home  to 
the  dealer  in  a  convincing  manner. 

Opportunity  is  calling  this  year,  as  usual,  and  it  behooves  the  dealer  to  rally  to  the  call, 
buckle  on  his  armor  of  endeavor,  and  go  forth  determined  to  secure  his  full  share  of  the  spoils. 
The  Retail  Druggist  in  this  issue  aims  to  make  itself  a  valuable  assistant  for  the  dealer  in  his 
Christmas  campaign.  In  the  following  pages  will  be  found  a  host  of  practical  hints  and  sugges- 
tions of  a  practical  nature,  gathered  from  coast  to  coast  by  the  editors  to  help  readers  in  their 
bid  for  a  big  Christmas  trade.  These  suggestions  cover  every  branch  of  business  getting,  and 
with  the  dealer's  own  ideas,  and  backed  up  with  the  proper  enthusiasm  and  effort,  should  make 
the  Christmas  campaign  a  most  successful  one. 
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Practical  Hints  For  Going  After  Christmas  Trade 


Hinh  and  suggestions  for  the  retail  druggist 
in  his  campaign  for  a  big  Christmas  business. 


MANY  druggists  increase  their  stock  for  Christmas 
selling  to  such  an  extent  that  they  find  it  diffi- 
cult to  display  all  their  goods  to  advantage  in 
the  space  at  their  disposal.    This  was  the  difficulty  that 
W.  A.  Melntyre,  of  St.  Marys,  Ont.,  had  to  contend 
with  last  year,  but  he  solved  it  by  using  rooms  above 


A  Magazine  Subscription  Makes 
a  Good  Gift 

A  year's  subscription  to  a  good  magazine 
for  yoairself  or  -for  a  friend  means  tTVielve 
months  of  pleasure. 

We  can  place  your  orders  for  any  magazine 
you  -wianit  and  siave  yooi  money.  Many  of  tlie 
magazines  can  be  Iheud  for  less  than  pub- 
lislhers'  prices. 

Order  now  and  you  will  receive  the  Jan- 
uary  issoies  pronnptly. 

The  Red  Cross  Drug  &  Book  Co.,  Ltd. 

Phone  555  Third  Ave.  S. 


Ad.  devoted  exolusively  to  magazines  by  Lcthbiidge  flrni. 

his  store  for  display  purposes.     People  were  advised 
of  the  fact  througli  an  ad.  in  the  local  paper. 

Many  druggists  have  space  above  or  adjoining  their 
store  that  could  be  obtained  and  used  to  advantage  for 
the  Christmas  trade.  Extensive  display  is  the  thing 
that  induces  sales  in  Xmas  goods,  and  the  dealer  should 
plan  how  he  may  best  put  his  stock  before  customers. 

SUBSCRIPTIONS  TO  MAGAZINES  AS  GIFTS 

A  pleasing  Xmas  gift  for  a  friend  is  a  subscription  to 
a  good  magazine.  It  is  a  gift  that  brings  pleasure  and 
remembrance  of  the  giver  during  the  entire  year.  Some 
druggists  have  featured  magazines  as  Xmias  gifts  in 
past  years,  but  they  have  not  been  pushed  for  this  pur- 
pose to  anyways  the  extent  they  might  or  should  be. 

The  Red  Cross  Drug  &  Book  Co.,  Ltd.,  of  Lethbridge, 
Alberta,  last  year  devoted  an  ad.  exclusively  to  the  sub- 
ject.   We  reproduce  the  ad.  in  question. 

B.  C.  STORE  ADVERTISES  XMAS  GIFT  FOR 
EASTERN  FRIENDS 

Most  people  in  "Western  Canada  have  friends  in  the 
Bast  whom  they  wish  to  remember  at  Xmas  time.  A 
suggestion  for  a  good  suitable  gift  was  put  forth  in 
an  ad.  last  year  by  Torrance  Drug  Store,  Vancouver, 
B.C.    It  read: 

A  CHRISTMAS  GIFT  FOR  EASTERN  FRIENDS 
Do  you  know  what  makes  a  neat,  elegant  and  inex- 
pensive Christmas  gift  for  your  friends  in  the  East? 
An  album,  filled  with  snapshots,  and  neatly  labeled 
with  white  ink.  Costs  little,  and  will  give  genuine 
pleasure.  Easterners  are  interested  in  this  country, 
and  there  are  few  places  that  ofifer  better  opportuni- 


ties for  photography  than  Vancouver  and  surround- 
ings, with  its  mountains,  ravines,  waterfalls  and 
forests.  Your  finished  book  will  represent  a  gift  that 
"means  something"  and  not  merely  one  that  "cost 
something. ' ' 

This  is  an  idea  that  might  be  duplicated  with  good 
results  by  many  other  Western  dealers.  In  fact,  drug- 
gists in  any  section  might  well  put  this  forth  as  an 
excellent  gift  for  friends  in  the  Old  Country  as  well 
as  in  other  parts  of  Canada.  The  idea  should  be  sug- 
gested early  to  allow  the  preparation  of  such  an  album. 

TO  INDUCE  EARLY  XMAS  SHOPPING 

Every  dealer  recognizes  that  there  is  a  big  advantage 
in  getting  as  much  of  the  Christmas  trade  as  possible 
over  early.  It  gives  greater  opportunity  to  get  better 
results  out  of  the  last  big  rush.  It  also  allows  trade 
to  be  handled  to  better  advantage. 

It  is  well,  therefore,  that  early  shopping  be  advocated 
by  dealers.  This  can  be  done  by  advertisements,  win- 
dow cards  and  personal  talks.    We  reproduce  here  the 


ADVANTAGES  OF 

EARLY  XMAS  SHOPPING 

THE  EAEIiY  BXJYER: 

I.  Secures  the  choice  of  the  Xmas  stock. 

II.  Gets  more  opportunity  to  ' '  look  around ' '  before 
the  real  rush  starts. 

III.  Saves  money,  because  the  really  choice  articles 
at  the  suitable  prices  are  the  ones  first  soW.  Often  a 
late  buyer  will  (have  to  pay  more  for  a  gift  to  suit. 

IV.  Gets   more   ultimate    satisfaction   because   there 
is  more  time  to  select  and  to  decide  wSiether  you  really' 
want  a  certain  article  or  not. 

To  aecomimodate  the  Early  Buyer  (the  really  wise 
one)  we  have  opened  and  displayed  ooir  entire  stO'jk 
of  Leather  Goods,  Fancy  Goods,  Perfume,  Brashes, 
Toilet  Cases,  Dolls,  Toys,  etc. 

Make  yonr  choice  now  and  we  will  keep  yooir  selec- 
tions till  Xmas  for  yooi. 

NOTE:  It  is  not  necessary  to  pay  the  entire  price 
at  tioiie  of  selection;  quarter  payment  and  balance 
when  you  get  the  goods  will  suit  us. 

The  Red  Cross  Drug  &  Book  Co.,  Ltd. 


Areruments  in  favor  of  early  shopping  put  forth  in  their  ad.  by  one  firm. 

arguments  for  early  shopping  used  in  an  advertise- 
ment by  one  drug  firm. 

HOLIDAY  DECORATING  WITH  CREPE  PAPER 

Crepe  paper  is  the  window  trimmer's  best  friend  in 
Christmas  displays.  It  helps  him  out  of  many  a  dilem- 
ma. When  he  is  in  doubt  as  to  what  to  use  for  a  win- 
dow or  store  display,  he  is  pretty  safe  if  he  makes  the 
answer  crepe  paper.  It  takes  something  more  than 
crepe  paper,  however,  to  get  results  from  it  in  any 
kind  of  a  display.  A  great  many  trimmers  pin  crepe 
paper  on  carelessly  and  when  they  do  not  get  good  re- 
sults, wonder  why  it  is. 

To  get  the  best  results  out  of  crepe  paper  you  will 
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have  to  understand  the  methods  of  handling  it.  You 
often  want  to  use  a  strip  of  crepe  paper  with  a  ruffled 
edge.  The  way  to  obtain  this  ruffled  edge  is  shown  in 
Pig.  1  of  accompanying  illustration.  Merely  hold  the 
paper  between  the  thumb  and  forefinger  of  each  hand 
and  pull  out  the  crepe. 

To  obtain  a  border  of  ruffled  strips,  cut  strips  of 
crepe  paper  of  two  colors,  light  and  dark.  Make  the 
light  strip  five  inches  wide  and  the  dark  strip  three 
inches  wide.  Ruffle  both  edges  of  each  strip.  Place 
the  narrow  strip  over  the  wide  one  and  fasten  in  the 
centre  with  a  eord  of  twisted  crepe  papei-  made  as 
shown  in  the  figure  below  the  accompanying  back- 
ground drawing. 

A  ruching  border  is  much  used.  To  produce  this  cut 
the  crepe  paper  in  strips  about  10  inches  wide.  Ruffle 
both  edges.  Then  fold  in  the  centre  as  indicated  by  the 
dotted  line,  in  figure  three.  Make  three  or  four  small 
plaits  on  this  folded  edge  and  pin  to  the  border.  Move 
along  the  border  about  four  inches.  Then  make  another 
biinch  of  plaits  and  pin,  and  continue  along  the  whole 
length  of  the  border.  Spread  out  the  edges  in  wide 
niching  as  shown  at  the  left  of  the  figure. 

Still  another  crepe  paper  effect  is  shown  by  the  scis- 
sored edge  in  figure  four.  To  obtain  this  fold  a  fnll 
width  of  crepe  paper  down  through  the  centre.  Then 
cut  with  sci.ssors  from  the  edges  almost  down  to  the 
centre,  leaving  the  ends  pointed.  Gather  in  plaits  and 
pin  along  the  border  the  same  as  in  figure  three.  Pin 
these  plaits  close  enough  together. 

For  the  background  use  decorated  crepe  paper  of 
holly  leaf  pattern  along  the  top.  Santa  Claus  faces  or 
Christmas  bells  can  be  cut  out  and  pasted  along  the 
border,  in  place  of  the  wording  that  appears  in  our 
drawing.  Below  this  pin  strips  of  red  crepe  paper 
smoothly  to  the  background.  Over  each  strip  of  the 
red  place  a  layer  of  white  and  gather  these  strips  in  at 
the  centre  and  tie  with  a  crepe  paper  cord,  the  making 
of  which  is  illustrated  below  the  background.  To  make 
this  cord  take  long  strips  of  crepe  paper  10  inches  wide, 
looping  it  back  so  as  to  have  a  double  layer.  Put  a 
stick  in  the  end  of  the  loop.    Fasten  the  ends  to  a  nail 


and  then  twist  the  paper  around  until  it  is  wound  up 
into  a  rope  about  an  inch  in  diameter. 

Then  put  a  border  all  around  the  window  and  be- 
tween the  strips  of  red.    Do  this  by  cutting  white  paper 


Illustrations  showing  how  crepe  pape   cnn  be  used  in  holiday  decorating. 

into  three-inch  strips  and  ruffling  both  edges.  Fasten 
this  to  the  wall  by  placing  the  crepe  paper  cord  down 
through  the  centre  of  each  strip  and  pinning  it. 


SHOULD  CREATE  GOOD  IMPRESSIONS 

No  man  in  the  retail  business  can  be  too  careful  about 
the  improssions  he  creates.  These  are  ways  in  which  he 
can  increase  his  business  and  ought  not  to  be  neg- 
lected. It  is  surprising  the  ofTect  a  neat  and  clean 
store  has  on  the  trade.  Fioine  merchants  make  it  their 
duty  to  always  have  the  store  in  tip  top  shape,  and  in 
this  way  they  increase  their  business. 

Merchants  are  awakening  to  the  importamce  of  hav- 
ing the  store  kept  clean  and  are  now  making  such  favor- 
able impressions  on  their  trade  that  it  is  but  a  short 
time  hence  when  all  merchants  will  be  compelled  to  fall 
in  line  or  vacate  for  the  more  progressive,  who  are 
alway.s  aware  of  the  fact  that  cleanliness  creates  a  very 
good  impression  among  the  trade. 


MAKE  YOUR  CHRISTMAS  GIFTS 

ISOMETHING  REALLY  USEFUL 

We  have  a  complete  stock  at  Prices  to  toit  tkii  year's  pocketbook 


FOR  HER 

UANtCURB   SETS 

In  BbMir.  Partalao  Itoit  aa4 

■[•ribs  Silver 
I>rleM  troM  T««  to  Vl^.OO 


TOILET  SETS 

Id  Kb«ar.  ParUUs  Iv«r7.  fl»Uil- 

wood    Uid    8ltT*T    (contAlDloc 

Broah.  Comb.   Mlrrsr,   sfc.) 

•RICt*   TO   aUIT   EVtRVONK 


PERFUMES 

By  all  iri*  laadlRg 


PERPUHK 
ATOMIZERS 

Maka    oMtul    aM 


LADIU'  HAMD  BAGS 

Biiiaiilliiiialll    rood   vaiuaa. 


FOR  HIM 

MILITARY    BRUSHES 

la  Ebonr.  SaUDwood  and  Parli- 
lao    Ivorjr.      Each    pair   la 

PrlcM  troa  fl.**  U  SILOO 


SAFETY  RAZORS 

By  al  the  leajllnc  muiutacturan 
Prieaa    Irom 

»64  to  VIO-OO 


SHAVING  BRUSHES 


PrICM    tram    tB4    t 


SHAVING  MIRRORS 


SOLID  LEATHER 
SUIT  CASES 

CompWtalr   tilled    *llb    BruAaa, 

Coaiba.  MlfToni  Sbavloi  B.-uab. 

Maelcur*  Sal.  ate.,  •u 

aso.*o 

ria     Tan    and     Blafk) 


KODAKS 

Make  dillrbUut  Cbrtiimaa  gltu 
tar  vouBt  and  aid.     PriCM  fron 

•l.OO  to  we.94 


THERMOS  BOTTLES 
AND  SETS 

No     hnrna     li     i-oai)lat«     witbo 
ihani.      Prleaa   from 

•  i.«o  <o  aio-oo 


BRASSWARE 

CaniU(*tlolM,     Ootif,    Ink  (landa. 

Clear   Boiu.  CoflH  Bala.  Me. 

•ic   at    Barcain    PMoa* 


HAIR  IRUtHIt 
TOOTH  RRUtHH 
CLOTH  RRUtHtt 

TOILET  aOAP 

TOILET    WATINt 

RATH   SPRAV* 

•PONOKS 

•PONQE   BAQ* 

i  a  Hwuaand  aiMi  ana  af  aur 

rr4»r  )l»w  maba  vwrji  aaaaft- 

•   pi-aaanti   durifit   tM«a   har4 


DRUQfl  AND 

SUNDRIES 

AT    LOWEST 

CUT 

PRICES 


rJjpAns  CEWiABU  nnw  ^wt 


Ci 

TWO  STORES 


EIGHTH  AVENUE 


PATENT 

MSDICINB3 

AT  LOWEST 

CUT 

PRICES 


USEFUL  GIFTS  WILL  BE  IN  DEMAND  THIS  YEAR 

THIS  year,  as  last,  the  public  will  be  very  much  in- 
clined to  favor  useful  Christmas  gifts.  The  war 
has  had  a  marked  tendency  to  make  us  all  of  a 
more  practical  turn  of  mind.  It  haia  not  curbed  the 
spirit  of  gift  giving,  however,  as  is  evidenced  by  the 
big  business  in  gift  goods  last  Christmas,  as  well  as 
for  wedding  presents  in  both  June  and  September. 
The  demand,  however,  is  more  for  really  useful  gifts. 
This  is  not  going  to  be  of  a  disadvantage  to  the  drug- 
gist, because  he  has  a  big  range  of  really  useful  articles 
to  feature.  It  is  only  necessary  to  glance  around  the 
store  to  see  how  true  this  is. 

It  will  no  doubt  be  found  good  business  this  year  to 
impress  on  customers  that  your  stock  contains  a  big 
variety  of  goods  of  this  nature.  The  idea  was  used  to 
good  advantage  by  Findlay's  Drug  Store,  Calgary,  last 
year.  They  ran  an  ad.  along  this  line  which  we  repro- 
duce here.  It  will  probably  give  a  suggestion  for  some- 
thing similar  for  other  dealers  this  year. 

The  same  idea  of  useful  gifts  can  be  featured  to  ad- 
vantage in  the  store.  It  will  allow  you  to  play  up  a 
large  number  of  regular  and  staple  lines  for  Christmas 
gifts. 
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Make   Your  Window  Pull 
Big  Xmas  Trade 


RETAIL  druggists  and  their  clerks  are  more  and  more  coming  to  realize 
that  the  display  window,  when  given  the  proper  amount  of  attention, 
is  a  mighty  power  in  attracting  customers  and  business  to  the  store. 
There  are  scores  of  progressive  retail  drug  stores  from  one  end  of  Canada  to 
the  other  that  are  daily  finding  their  show  windows  attracting  customers 
into  their  store,  and  making  the  cash  register  play  a  much  livelier  tune 
than  it  otherwise  would. 

The  show  window  that  begets  business  for  the  dealer  must,  however,  be 
live  and  aggressive — must  be  given  the  necessary  attention.  It  seems  a 
mighty  funny  thing  that  many  a  merchant  who  would  descend  with  a  shower 
of  wrath  upon  the  clerk  who  would  dare  to  remain  idle  for  a  minute,  will 
allow  his  show  windows — in  some  cases  just  as  valuable  as  a  clerk — to  loaf 
on  the  job,  and  think  nothing  of  it.  It  surely  does  seem  gross  extravagance 
for.  a  dealer  to  allow  money  to  slip  throngh  his  fingers,  as  many  of  them  do 
by  lack  of  attention  to  the  show  window. 

The  reason  for  inattention  does  not,  in  many  cases,  lie  in  the  fact  that 
they  do  not  feel  that  results  warrant  all  the  attention  given  to  their  window 
displays.  On  the  contrary,  those  dealers  who  have  given  any  appreciable 
attention  to  this  phase  of  the  business  are  loud  advocates  of  its  value.  But 
even  a  good  many  of  these  merchants,  who  claim  window  display  a  big 
business  factor,  do  not  give  the  attention  to  it  that  they  should. 

Even  some  merchants  who  declare  their  show  window  their  greatest 
asset,  are  not  reaping  the  greatest  possible  results.  It  is  true  that  they  are 
receiving  a  good  deal  of  business  through  them,  but  that  is  absolutely  no 
reason  why  they  should  not  reap  still  greater  advantages,  which  would  be 
easily  possible  by  giving  them  more  time,  changing  them  oftener  and  con- 
tinually aiming  to  make  them  turn  every  cent  possible  into  the  cash  drawer. 

Even  the  small  display  window  can  be  made  an  effective  sales  medium. 
There  are  many  small  windows  bringing  in  more  business  than  the  larger 
ones  equally  as  well  located.  The  explanation  lies  in  the  attention  given 
to  them.  The  window,  like  the  advertisement,  must  be  changed  frequently 
and  time  given  to  assure  proper  arrangement.  The  many  details  that  require 
attention  in  the  store  sometimes  makes  it  difficult  to  give  the  desired  atten- 
tion to  window  display,  but  it  should  not  be  neglected,  even  if  it  is  necessary 
to  secure  extra  help  to  care  for  the  various  details.  The  extra  business  will 
more  than  pay  for  any  extra  cost  for  help. 

Practical  hints  and  suggestions,  with  a  number  of  fine  illustrations  on 
how  to  make  the  window  the  most  effective  sales  medium,  are  given  in  this 
issue  of  The  Retail  Druggist.  This  special  window  trimming  department 
(with  hints  for  the  Xmas  campaign)  is  well  worth  the  consideration  of  every 
retail  druggist  and  clerk. 
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Go  After  Xmas  Trade  by  a  Series  of  Window  Displays 

The  window  can  be  made  a  "valuable  selling  agent  from  now  until 
the  end  of  the  year.     How  to  ma^e  it  produce  the  best  results. 


AT  no  other  period  of  the  year  is  the  display  win- 
dow of  so  much  value  in  attracting  trade  to  the 
store  as  from  now  until  the  end  of  the  year. 
The  practice  of  showing  our  goodwill  and  kindly  feel- 
ing tOAvards  our  friends  by  gifts  at  Ohristmas  time  has 
grown  to  such  an  extent  as  to  make  the  six  weeks 
previous  to  Clu-istmas  the  big  harvest  season  of  the 
year  for  the  retailer.  Long  before  the  festive  season 
looms  into  sight  people  are  thinking  about  and  plan- 
ning their  gift  giving.  Therefore,  the  display  of  goods 
suitable  for  gifts  from  now  until  Christmas  is  sure  to 
attract  the  maximum  amount  of  attention  and  pro- 
duce the  maximum  amount  of  trade. 

Plan  Schedule  of  Articles  to  be  Displayed 

The  amount  of  business  secured  depends  to  a  large 
extent,  however,  on  the  attention  given  to  display  dur- 
ing this  time.  The  druggist  has  a  wide  range  of  suit- 
able items  to  show  and  he  should  plan  a  series  of  win- 
dows from  now  until  Christmas  that  will  allow  him 
to  present  them  to  advantage,  and  cash  in  best  on  the 
opportunities  for  trade.  He  should  plan  out  a  schedule 
of  articles  that  should  be  featured  during  each  week, 
and  then  study  out  how  they  can  be  shown  to  best 
advantage.  Windows  should  be  changed  frequently  so 
as  to  present  as  wide  a  range  of  suggestions  as  pos- 
sible to  the  public.  What  may  appeal  to  one  person 
may  not  appeal  to  another,  and  so  the  value  of  show- 
ing many  lines  during  the  period  from  now  until  Xmas. 

Get  Under  Way  Early 

The  window  campaign  should  be  gotten  under  way 
by  the  middle  of  Novem!ber,  so  as  to  get  people  think- 
ing of  the  coming  event  and  to  impress  on  them  that 
you  carry  a  gnod  range  of  holiday  goods.     There  are 


a  few  lines,  such  as  decorations  and  candies,  that  do 
not  sell  to  any  great  extent  until  the  holiday  is  close 
at  hand,  but  with  other  lines  a  good  many  sales  can 
be  induced  by  early  display,  and  at  any  rate  you  are 
giving  general  publicity  to  your  store  as  headquarters 
for  Christmas  goods.  The  dealer  should  not  pass  up  the 
advantage  that  comes  from  an  early  start  in  the  Xmas 
campaign. 

Get  Away  from  the  Usual 

The  trimmer  should  aim  to  get  away  from  the  usual 
set  form  of  window  display  during  the  period  previous 
to  Xmas  and  arrange  something  that  will  be  outstand- 
ing and  attract  attention.  Well  before  Christmas  is 
at  hand,  the  gift-giving  spirit  should  be  injected  into 
customers,  and  this  can  best  be  done  by  settings  of  a 
Christmasy  nature.  Every  dealer  should  put  forth  an 
effort  to  have  his  Christmas  displays  surpass  those  at 
ordinary  times  of  the  year. 

Cheesecloth  can  be  used  to  good  advantage  in  win- 
dow decorations,  as  can  also  tissue,  crepe  paper,  tinsel 
and  bells.  Attention  should  be  given  to  background 
an-angement  and  plenty  of  show  cards  should  be  used. 

Plan  in  Advance 

Plan  your  windows  carefully  in  advance.  Have  a 
definite  idea  in  mind  when  you  start.  The  time  your 
window  is  closed  to  the  public  is  advertising  lost,  and 
if  time  can  be  saved  in  arranging  a  display  it  means 
a  good  deal. 

The  trimmer  who  goes  into  his  window  fully  pre- 
pared, and  knowing  what  he  is  going  to  do,  can  have 
his  display  in  shape  in  a  fraction  of  the  time  required 
by  the  man  who  takes  his  goods  into  the  window  and 
then  decides  how  he  is  going  to  arrange  them. 


A  window  display  that  attracted  atteiitiun  and  created  salcH .    The  background  was  tlie  big  feature  and  oifers  gome 
-  • '  ■  _,^;oxcellent  suggestions  for  other  dealers. 
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Two  Good  Christmas  Windows  from 

SasJ^atoon 

WE  reproduce  here  two  excellent  Christmas  window  displays  that  appeared  in  stores  of  the 
Saskatoon  Drug  and  Stationery  Company,  of  Saskatoon,  Sask.    This  firm  has  three  stores 
in  Saskatoon,  in  each  of  which  the  various  sidelines  are  featured  prominently.  Especially 
during  the  month  or  so  previous  to  Christinas,   lines  suitable  for  Xmas    gifts    are    played    up 
strongly  by  display. 

The  large  display  with  the  arched  background  was  used  in  the  main  store  of  the  company, 
wbile  the  double  window  display  was  used  in  store  No.  2.  It  will  be  noted  that  each  display  is 
arranged  so  as  to  show  up  to  the  best  advantage  for  the  shape  of  the  window.  The  adopting  of 
the  form  of  display  to  best  suit  the  window  is  something  to  which  druggists  would  do  well  to  give 
a  little  study  in  arranging  their  displays. 

These  displays  will  offer  some  good  suggestions  to  the  trimmer.  Some  features  of  each  are 
pointed  out  on  the  following  page. 
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Arrangement  of  Two  Good 
Xmas  Windows 


ON  the  preceding  page  will  be  found  two  excel- 
lent window  displays  used  by  the  Saskatoon 
Drug  and  Stationery  Company,  of  Saskatoon, 
in  their  bid  for  Christmas  business,  that  should  offer 
a  number  of  seasonable  hints  of  value  to  the  trimmer. 
The  photograph  itself  gives  a  good  general  idea  of 
tlie  arrangement  of  the  display  at  the  top  of  the  page. 
The  special  arched  background  was  arranged  out  of 
white  cheesecloth  trimmed  with  floral  decorations. 

The  three  circular  arches  not  only  add  an  artistic 
touch,  but  allow  of  more  light  entering  the  store  and 
also  the  inspection  of  goods  in  the  window  by  people 
in  the  store.  Fancy  tissue  paper  and  flowers  were  also 
made  good  use  of  for  decorative  purposes. 

A  Variety  of  Lines  Shown 

The  lines  shown  in  this  display  include  brass  goods, 
manicure  and  brush  sets,  candlesticks  and  shades, 
mirrors  and  shaving  sets,  cuff  and  collar  holders,  pen- 
nants, perfumes  and  toilet  preparations,  work  boxes 
and  jewel  cases,  vases  and  cameras.  The  lights  are  at 
the  top,  reflecting  inward  and  down,  thus  showing 
goods  up  to  advaJitage  without  interfering  with  the 
vision  of  customers.  It  will  be  noted  that  a  special  dis- 
play of  box  candy  has  been  arranged  at  the  side  where 
the  window  slopes  in. 

Plenty  of  show  cards  of  a  Christmas  nature  were 
used.  The  one  with  the  word  "Xmas,"  surrounded  by 
a  wreath  of  holly,  read:  "Xmas  will  be  more  cheerful 
with  a  gift  from  this  assortment."  The  card  in  the 
centre  of  the  window  read:  "We  can  help  you  solve 
the  problem  of  what  you  should  give  for  Xmas.  Our 
stock  is  the  best  and  our  prices  are  right." 

Step  Form  of  Arrangement 

In  both  the  windows  in  the  bottom  photograph  the 
step  form  of  arrangement  has  been  used,  the  steps 
running  both  ways,  so  as  to  present  a  view  both  to 
the  front  and  the  side.  In  the  right-hand  window  i)er- 
fumes,  brushes,  mirrors,  brush  sets,  thermos  bottles, 
safety  razor.s,  and  other  lines  were  shown.  Note  the 
display  of  Xmas  cards  in  the  corner  and  the  shelf 
along  the  rear  for  additional  di.splay.  Crepe  paper  di,'- 
signs  were  used  in  arranging  the  background.  The 
arrangement  in  the  left-hand  window  is  much  the  same, 
candies  and  cameras  being  featured. 

These  two  displays  slioidd  offer  some  good  sugges- 
tions for  the  trimmer  in  preparing  his  Xmas  windows. 
Windows  should  be  changed  fre(|uently  during  the  six 
weeks  before  Christmas,  so  as  to  present  as  many  lines 
as  possible  to  the  public,  and  in  as  many  ways  as  pos- 
sible. What  may  appeal  to  one  person  may  not  appeal 
to  another.  Goods  shown  one  way  may  not  catch  the 
eye  of  a  customer,  but  if  shown  in  some  other  way  they 
may.    Thus  the  value  of  freriuent  change. 


WINTER  SCENE  AS  CENTRAL  FEATURE 

A  Christmas  window  that  attracted  a  good  deal  of 
attention  was  put  in  two  years  ago  foi-  C.  II.  Willson, 
of  Saskatoon,  by  L.  H.  Stover.     The  central  feature 


represented  a  beautiful  miniature  winter  scene.  Cotton 
batting  was  used  to  represent  snow,  and  six  dogs  were 
shown  drawing  an  Arctic  sled,  which  carried  a  load 
of  Xmas  gifts.  A  white  fence  ran  around  two  sides, 
being  made  of  ordinary  boards  painted  with  white 
alabastine,  which  does  the  work  well  and  is  not  expen- 
sive. In  the  corner  was  a  Christmas  tree  with  a  moon 
showing  above  it.  The  window  was  very  attractive 
in  appearance. 


BACKGROUND  OF  WINDOW  IS  IMPORTANT 

The  background  is  a  very  important  part  of  the  win- 
dow display,  and  yet  it  is  not  given  the  attention  it 
should  be  by  a  good  many  trimmers.  They  fill  up  the 
floor  of  the  window,  but  neglect  to  build  up  a  back- 
ground. The  result  is  that'the  display  is  much  less 
attractive  than  it  otherwise  would  be. 

In  some  eases  goods  being  displayed  do  not  lend 
themselves  to  the  arrangement  of  a  good  background. 
In  such  cases  the  trimmer  can  make  use  of  a  specially 
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Simple  background  suggestion  for  a  Christmas  window  trim— 
Wallboard  (colored)  with  holly  trimmings. 

constructed  background,  having  some  decorative 
feature  to  extend  down  over  the  otherwise  bare  space. 
We  reproduce  a  sketch  giving  an  idea  of  how  such 
a  background  can  be  arranged.  Beaver  board  is  a 
favorite  material  for  the  construction  of  the  solid 
part  of  backgrounds.  It  can  be  purchased  at  a  low 
figure  at  the  hardware  store,  and  can  be  used  many 
times. 


CAMERA  IS  GOOD  CHRISTMAS  GIFT 

A  camera  is  an  excellent  Xmas  gift,  because  it  is 
something  that  any  person  who  has  not  one  will  be 
glad  to  get  and  because  it  is  something  that  the  recip- 
ient will  remember  the  giver  by  for  years  to  come. 

It  is  a  good  line  to  push  for  Christmas  from  the 
dealer's  standpoint,  because  it  will  bring  future  busi- 
ness to  the  department  in  the  shape  of  demand  for  films 
and  other  supplies,  as  well  as  for  developing  and 
printing.    Push  cameras  as  Xmas  gifts. 


BACK   ADVERTISING   UP   BY   STORE    CO-OPERA- 
TION 

IN'  onler  to  get  the  best  results  from  advertising  it 
is  ii«'e6^sary  to  liack  it  up  by  store  eo-0))eriatioii. 
La<-k  of  iiro]ier  baclciiiig  uip  of  ads.  in  the  store  has 
ineaiit  failure  in  i-onductiti^  many  sales.  A  Toronto 
drug  Htore  reeently  coiKkicted  a  iiiost  sm'ee?«ful  one- 
cent  siaJe,  and  it  is  intereisting  to  note  that  three  days 
before  the  fale  there  were  signs  in  tihe  wimlows  an- 
iioiiiiii'ing  it.  B'iig  sijiaee  was  us«l  in  fhe  papers,  but  in 
addition,  every  article  on  wihich  a  sixvcial  price  was 
(pioted  was  displayed  in  hhe  window  with  a  show  card. 
In  ea«h  case  the  articde  was  attafheid  to  the  show  dard, 
so  a«  to  single  out  to  eustomie^rB  tho  \-arious  articles 
and  the  ])rice  on  each.  It  is  stateil  that  it  was  not  the 
newspaijicr  adve.rtisiag  that  made  that  sale  a  .suei'oss  so 
much  as  the  nianjier  in  which  it  was  l)a<'ked  np. 
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Don't  Sacrifice  Selling  Power  in  Making  Window  Attractive 

Experienced  window  trimmer  points  out  that  while  attractiveness  should  be  aimea 
for,  selling  value  should  not  be  sacrificed  to  secure  it — General  hints  on  display 


By  D.  HADGKISS,  of  Pryce-Jones  (Canada),  Ltd.,  Calgary. 


THERE  are  two  things  that  a  trimmer  should  aim 
for  in  arranging  his  windows,  one  being  a  good 
display  from  an  artistic  point  of  view,  and  the 
other  a  good  display  from  a  bu&*ines8  getting  stand- 
point. An  artistic  displaj'  is  a  very  good  thing  in  its 
way  and  may  prove  quite  an  attraction,  but  a  window 
that  is  dressed  to  sell  the  goods  can  be  made  both 
attractive  and  profitable. 

In  my  opinion  a  store  cannot  aiford  to  give  way  to 
the  artistic,  to  the  disadvantage  of  selling  value,  and 
so  I  would  advise  everyone  who  attempts  window  dress- 
ing at  all  to  keep  in  his  mind  the  fact  that  the  window 
is  part  of  the  store,  and  that  the  more  goods'  sold  by  the 
window  display  the  better  for  the  store. 

In  the  first  place  a  window  dresser  should  find  out 
\vhat  goods  he  has  at  his  disposal,  then  he  should  form 
some  kind  of  plan  in  his  mind  that  will  guide  him  in 
his  work.  If  he  ha'*  a  special  line  of  goods  that  are 
good  value  and  that  he  M'ishes  to  get  a  good  sale  for, 
he  should  always  give  it  a  centre  position. 

Attention  to  Packages  and  Labels 

Always  see  to  it  that  the  goods  used  in  the  display 
are  clean  and  in  good  condition,  as  dirty  packages  are 
more  than  likely  to  drive  people  from  your  store  with 
the  ideia  that  you  are  selling  old  stock.  Never  pile 
your  goods  too  close  to  the  glass.    Always  take  care 


that  your  labels  are  facing  the  street.  A  window  dis- 
play with  labels  turned  in  different  directions  never 
looks  attractive. 

Use  Price  Tickets 

I  have  left  what  I  consider  to  be  the  most  importaut 
point  in  a  window  display  until  last,  and  that  is:  "Al- 
ways price  your  goods."  If  your  stock  is  selling  at 
reduced  prices  mark  each  pile  with  a  ticket,  stating  tlho 
original  price  and,  underneath,  the  reduced  price,  but 
do  not  get  your  cards  so  large  that  they  hide  too  much 
of  your  display.  A  small,  neat  ticket  is  always  more 
etficient  than  a  big  one,  for  the  simple  reason  that  in- 
stead of  showing  a  big  display  of  pasteiboard  you  have 
the  advantage  of  shoTving  nearly  all  your  goods. 


A  man  descended  from  an  excursion  train  and  was 
wearily  making  his  way  to  the  street,  car,  followed  by 
his  wife  and  fourteen  children,  when  a  policeman 
touched  him  on  the  shoulder  and  said : 

"Come  along  with  me." 

"What  for?" 

"Blamed  if  I  know;  but  when  ye 're  locked  up  I'll 
go  back  and  find  out  why  that  crowd  was  follow- 
ing ye." 


An  attractive  window  devoted  to  cut  glass,  silverware  and  other  suitable  gift  goods.    A  good  deal  of  time  was  given  to 
the  background,  the  arrangement  ol  which  is  good,    It  offers  suggestions  tor  Xmas  displays. 
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Ad.  to  Stimulate  Interest  in  Christmas 
Goods 

Used  by  a  Medicine  Hat  firm 

WE  reproduce  here  an  advertisement  used  last 
year  by  Pingle's  Drug  and  Book  Store,  Medi- 
cine Hat,  Alberta,  to  stimulate  interest  in  their 
oflFerings  of  goods  suitable  for  Christmas  gifts.  It  will 
be  noted  that  no  prices  are  quoted.  The  ad.  was  used  a 
considerable  time  before  Xmaa  and  was  largely  in  the 
nature  of  an  announcement  to  impress  on  readers  the 
extensive  variety  of  suitable  lines  carried  by  the  store 
and  to  get  them  thinking  about  their  Christmas  pur- 
chases. Tt  was  followed  up  by  other  good  advertise- 
ments. 

Extended  Attention  to  Number  of  Individual  Lines 

This  ad.  was  seven  inches  wide  and  ran  the  full 
length  of  the  page  in  the  local  paper.  After  a  general 
introduction  impressing  (|uality,  variety  and  suitability 
of  their  goods  on  readers,  a  number  of  individual  lines 
were  taken  up  and  treated  in  an  extended  manner. 
Specializing  on  certain  lines  in  this  manner  is  a  much 
better  way  of  creating  direct  interest  in  goods  than 
by  dealing  with  a  good  many  more  lines  and  not  being 
able  to  give  any  one  very  much  space.  There  is  a  lot 
of  drug  advertising  in  which  a  mere  list  of  goods  is 
given  without  any  description  or  reading  matter  to 
arouse  the  customer's  interest  in  them. 

Descriptive  Matter  to  Arouse  Interest 

For  instance,  you  might  list  manicure  sets  without 
any  comment.  It  certainly  would  not  create  as  much 
interest  or  bring  as  many  people  to  the  store  as  the 
paragraph  on  manicure  sets  in  this  ad.  Note  how  it 
reads:  "There  are  few  things  that  excite  a  woman's 
admiration  to  as  great  an  extent  as  our  handsome, 
durable  and  stylish  manicure  sets — beauty-helping 
requisites  that  every  woman  prizes — products  of  the 
finest  materials  and  workmanship  in  sterling,  ebony, 
etc.  These  sets  of  ours  are  sure  to  plea.se  the  most  par 
ticular  woman.  Correctly  tempered  edge-holding  steel, 
beautiful  mountings  of  exquisitely  rich  design — and 
the  prices  are  really  low  considering  the  quality." 

"What  Shall  I  Give  for  Xmas?" 

This  store  ran  another  ad.,  headed:  "What  shall  T 
give  for  Xmas?"  suggesting  a  big  variety  of  suitable 
gifts  for  every  member  of  the  family.  The  introduc- 
tion read:  "This  very  important  (|Uestion  can  be  an- 
swered thoroughly,  comprehensively  and  .suggestively, 
by  a  visit  to  our 

HOLIDAY  DEPARTMENT 

This  store  is  prepared  to  supply  your  wants  in  the 
most  desirable  goods  that  the  markets  of  the  world 
afford." 

There  were  suggestions  under  the  head  of  "Gifts  for 
Him"  and  "Gifts  for  Her."  Under  the  first  were  such 
lines  as  safety  razors,  pipes,  cigars,  tobacco  pouches, 
fountain  pens,  collar  and  cuff  boxes,  military  brushes, 
shaving  sets,  billfolds  and  purses,  writing  portfolios, 
ash  trays,  etc. 

Sugge-stive  gifts  for  "Her"  included  perfumes  and 
atomizers,   sewing   sets,   sewing   baskets,    music   rolls, 


handbags,  dressing  cases,  manicure  sets,  brushes  and 
mirrors,  moccasin  slippers,  hot  water  bottles,  bedroom 
clocks,  jewel  cases,  etc. 


A  CHRISTMAS 
REMINDER .  .  . 


W*  tr«  ctronc  for  th«  "Bhop  Carly" 
tdM,  uid  u  our  itock  of 

GIFT  GOODS 

luu  bMn  complet«d,  m  are  ready  to  help 
you  fill  out  that  list.  Our  aelectioB  u 
w»U  varied  with  high  grade  gooda,  with 
price*  to  auit  every  pocketbook.  Quality 
is  always  a  domJaanl  feature  in  every  ar- 
ticle we  sell,  so  if  your  gifts  are  purchased 
from  this  store  they  will  carry  a  real  mes- 
sage of  cheer  and  good  will  on  that  happy 
mom. 


♦♦♦♦^•♦♦HK"!*<><**^4^<»^^ 


In  SUtionuy  u  In  HaU         % 


A  WOKDEEFUL  LOT  OF  GHT  BOOKS 

«•  h«ra  •  Aa4*rt«l  ittck  •!  BMkt.  ■  r<al  but  •t  IkcB  ikai  tn  opMlftll)  ■■!( 
>    r>R*— ■ark  ■*  B0T8  0>>!«  *N>T*L,fiIBL8  own    AJIMJAL,     CIICH>.     rHIl.DBEh-8      PICTCBI    4 
,   BOOkS,  CHKISTIAS  gift  D0«MH  fob  TOUTIG  ill)  OLD,  ib4  ALL  POPULAR  FirTIOrr. 

t  ■*  k  rl.'t  tl  wrll  MlirtM  (fUB  larllM  ■  e*aipUB*Bt  U  llie  «b«  rMclilBg  It.  am^  li  mbbi  t*M*  . 
MlhJiR  I*  Bar*  lk*t*aik]r  *■]■!(«•  I>  jn  ir*  panlcd  u  1«  sbal  will  !>•  acMrlahk,  a  (m4  b*«l  ^ 
tfltB  prait*  10  b*  Uc  iMwir.    Tllll  jta  (•■«  laaal  laok  tk*a  •••rt 


♦♦♦♦♦< 


"Aji  the  Twig  la  Bent" 

A  word  at  fo  thai  bor-«(  jour*— What  do 

u  vast  btm  t«  ba  whaa  k<  crowa  upT 
tiT,  a   raal   HAN  ot  eotira&    Tbt*   lUrl 
[Q  rifht— fiT*   tiin   aoBMhlDc  to  occupy 
I    nlad,   aosotblBI   that   wUI   attract   hi* 
.    atitniloD  »ad  bold  It.  «b4  b*«p  hi 
.    work,    Th*  baat  »or  dcalo^r  w*  bno 
ib«  Hmcuio  outfit    wiib  thi*  ih* 
build  aaythlai  troo  a  ataal  luapu 
<    brldfa  to  a  Mrrlck,  aad  ho  •111  tpond 
bappr  hour*  la  tb*  AoIbi  or  1l    W*  iu 
MECCANO  Mini  tor  Ui 


I  tor  Cbrtftmai. 


A  Pleailng  Gift-  i.  Manicnxfl  Set 

Tbaro  »>«  fa«  Ikloca  Ibat  oiMia  a  "oni- 
as'a  adalratio*  Iv  ai  (tmI  »b  utaat  a*  our 

kaadMBM.  dnrahl*  aad  atrlKh  HaalCDr* 
,  lata— bMBtr  btlplBC  nqaldua  ikat  axrr 
rl**»~(r«4Mt|  nl  tha  riaaW  ma- 
t  tatla)*  amd  vorknuahl^  tb  atMllsl.  obiMT. 
TkM*  aMa  o(  agra.ar*  mm  to  plaBM 
Boat  partlealar  »»■*»  CotracUx 
.  i«B»«r*d.  *i|a  holdlBC  atMl,  baanutal 
arauBtlnn  ot  •i4<il*tM>]'  rKk  d«aU>— ud 
Lk*  prtcoa  ar*  rwltr  le«  couMarlBf  th* 
goatltr. 

A.  •  * 

^  for  Tour  Wif*  or  Toar  Motbar  *  * 

V  *  * 

Wa  baia  kndroda  of  iBMakl*  ilfta  bw*  ^ 

^  (or  Tour  irlta  or  aathar.  Aaala  li  I*  ib* 
ihDulbttulDaaa  of  tb*  fIR  that  ■ar«i  lb. 
kaart  of  tk«  rMlploaL  W*  ha*a  aBUB< 
•eaMi  ot.otk8r  UHtuI  (IIU  auck  Iklasa  a* 
BtvlBi  Bolp.  SawlBf  BMktU,  WrUlai  0»»^<  i 
paalou.  Haad  Baca.    MBefAatma.    aaaka. 


,    DtmbIbi    Caaas    aad    Ulrrora.     It    i 


♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦ 

Make  the  InvaUd  Mor« 
Comfortable 

WhM  Btakot  a  (itt  raallr  approclatad  la  ^ 
,    tba  Ibavihl  tkal  coaa  lata  tha  aalMtloB  et  ^ 
It  U  haa  h**B  aalactad  *|tt 
I   Ibowibt   ai   W   lla   naatula. 
'    doBblf  apprMlalW     II  that*  la  aa  tanUd  ^ 
ft  roor  aa^ualsUBH,  •■  loHBal  that  r"*  * 
1>«  a  Th*ri«»  Bottlh.  a  Hot  Watoi  BoaM^  * 
B  AloaalHr,  or  aoa*  bbb  at    tk«    olkar  ^ 
kUBdrod  u**tBl  ihtDta  ; 

♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦^ 
♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦J 

<•     "—  — 
,  ,   Ma^i  II  >•  u 


.»^»»»»»»»»»»»»»»»     ^»»»»«»«»»»«»»»»« 


^^    Xm*.  aad  Iha  hIm 

'  *    W*  wobM  b«  alad  Is 
*  *    ihU  Ubb.    Ton  cab 
Is  4   »     *  >    roNf  trlaada  wkom  ; 
4  »    to  whoai  /*■  tBuat 
aad  protu    but  vt 
aalaH  aaoiish  to  roi 


iBi  «(  lUa  IIM  tor  J 


MAIN  STRCCT. 


Pingle's  Drug  and  Book  Store 


GockI  Xmas  lul.  of  Medicine  Hat  (ilorc.    Ueail 
Accoinpanying  artiole, 
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Use  Good  Advertising  to  Speed  Up  Holiday  Trade 

Adoertising  is  an  important  factor  in  the  success  of  the  Christmas 
campaign  —  suggestions  for    preparing    business   pulling    ads. 


THERE  is  no  other  time  of  the  year  when  druggists 
do  as  much  advertising  as  during  the  Christmas 
campaign.  It  is  one  time  when  the  majority  of 
retailers  certainly  do  realize  and  show  actual  evidence 
of  their  faith  in  advertising  as  a  trade  attractor. 
There  is  no  denying  that  big  opportunitie»  for  business 
do  exist  at  this  time  and  can  only  be  cashed  in  on  to 
the  best  advantage  by  means  of  advertising.  It  be- 
hooves the  dealer  to  set  aside  a  liberal  appropriation 
for  this  branch  of  business  getting  from  now  until  the 
end  of  the  year  .and  to  back  up  the  expenditure  of  ad- 
vertising money  by  effort  and  study  that  will  make  it 
produce  the  best  results. 

Use  Selling  Copy  in  Xmas  Message 

Not  only  is  it  desirable  to  use  larger  space  than 
usual  in  putting  your  Christmas  message  before  the 
purchasing  public,  but  copy  should  be  used  of  a  kind 
that  will  bring  in  the  best  returns  for  the  money  ex- 
pended. This  requires  a  good  deal  of  attention  to  the 
preparation  of  copy,  so  that  it  will  attract  attention 
and  create  interest  in  the  goods  featured.  Judgment 
must  be  used  as  to  the  space  that  should  be  given  to 
various  lines,  because  featuring  of  some  lines  will  un- 
doubtedly bring  better  results  for  you  than  the  same 


space  devoted  to  some  other  lines.  The  outstanding 
lines  should  be  put  in  larger  type  and  space  than  the 
less  important  ones. 

Make  Xmas  Ads.  Reap  Richly  for  You 

Let  this  be  a  call  to  every  reader  to  determine  to 
miake  his  advertising  of  Christmas  goods  reap  as  richly 
as  possible  for  him.  Contracting  for  space  is  only  a 
start.  Thought  should  be  given  to  the  form  and  sub- 
ject matter.  It  should  be  remembered  that  the  value 
of  an  ad.  is  reckoned  by  the  amount  of  goods  it  will  sell. 
Direct  sales  returns  are  only  possible  by  injecting  live 
selling  talks  into  your  ads.,  arranging  them  so  that 
they  will  please  the  eye,  drive  home  the  message,  and 
ultimately  compel .  action.  Headings  should  be  such 
as  will  attract  attention  and  introductions  should  be 
brief  but  strong  and  convincing.  Appropriate  cuts 
add  materially  to  the  appearance  and  attention-attract- 
ing power  of  an  ad. 

Suggestions  from  Other  Dealers'  Ads. 

In  order  to  assist  readers  in  the  preparation  of  copy 
for  Xmas  ads.  we  are  reproducing  a  number  of  adver- 
tisements used  by  other  dealers  in  going  after  holiday 


Gift  Suggestions 


»"  bt  lKn(h(  u  nnr  Man  No  D»uar  •Ixil 
■  long  or  5«a  han  to  mU  ■  l.U  I*  p.  >  looc  w.j,  . 
UitUK  likU  foa  >ill  l«  giwl  u>  Kwl  u-  ja<ir  d»r  nn« 
OBr  (tor*  •ill  nlTa  Ul  fift  pmblcsK.      Our   iw-i. 


;    |»<.h*gt.  e 


PERFUMES-  A  1^  ««ra«Dt  ^  «r^ r— b-  - 

Batif  P.ffonww,  »tao  »  bij itack  ot  Uadut'i  Col«»ie'«.  Fi>eri  In- 
pMi'i,  Willi,™.'.  Kartufl-i,  Ny.)'.. 

PARISIAN   IVORy-Toil«  .ad   U. 


uudsi 


.,  Weln-e 


R.  M.  Mitchell  &  Co., 

Druggitti  and  OpHciut 


KIMLEYS' 


Great  White  Way 
Xmas.  Gift  Sale 

Monday  evening  the  Great  While  Light*  of  Barrington  Street  will  be 
lighted  for  the  flret  time,  and  to  celebrate  the  event  that  will  make  even- 
ing ahoppinp  on  Barrington  Street  as  pleasant  aa  during  the  day,  we  are  put- 
ting on  a  Sale  of  Recnlar  Chmtnaa  GMda  th«t  will  make  it  worth  your  white  to 

To  Buy  Xmas  Gifts  Now 

Our  ilure  hM  ■(■■ti  Wen  ibe  brigblrM  ipal  oa  BamnftoB  Ktmt,  And  whila  the  OrMt 
Whlip  LiEhli  will  VMlly  iiaprova  iIif  ouuide  lurraandiBi*,  th«  imtchor  of  our  Uon  wUI  itill 
relaia  tliF  iFid  u 

TkeJ^cest^leasantest  IHace _tq_Shop^ 
QiJLlhe.  Br^ht  White  Way. 


Gift  Goods 

At  Sants  ClaiiN'  (Stttte 

A  l>T(«   p*rt   at  ■£•  wn^ 


Tic  Red  Cross  Drag 

&  Book  Co,,  Liffliled 


To  lho»c  who  believe  in 
buying  •tfrfts'-of  tailing 
quality,  we  (Ugg^t  Ko- 
dnks.  Kc^lu  Mppeal  lo 
peopk  vt-M.ifgB*,  but  c*- 
p«ciallr  to  tbe  youag. 

Belter  buy  one  good, 
wholly  dfiiraM*  gift  of  Ah 
kind   than  a  daces    kucr 


Pictare-taUng  it  a  fat- 
cinalinfl  diicnton.  It  give*  fl 
one  a  new  lorigtit  ialo  ns- 
luiT.  tl  flevilppa  Ihe  artia- 
lie  «en»e.  (l  provides  ■ 
tort  of  pidorljil  bialory  of 


Christmas  j         Stationery 

Camera 


Brush  Sets 


T««l    B.OO.    10.04. 


ilo^oof"  rft3^«.^lii 


Xmas.  Cards 
and  Booklets 


Perfumes 


H*n   H   Mori 


Candy 


Cameras 


Razofs, 
Shsviiig  Brushes 

and 

Stuvine  Stands 

l>ai«aa-DopJ*i  ttftr     Ba- 

■an   «ab   KM  aad  BJt*. 

OtHviw  BWitr  Kuan 


larlBi  tatttt,  Slia*tM  la- 


KINLEYS' 

14S  Biiriactaa  St 


StitHS  Irllelis 


>«.   IMfktat  «klLlf) 


DDaTta'  "Pamtlla*".  *ei  c 

Datla'-ifBt'lri'-.   bax'of   I 

DaTl«-  -PHfWtlBB'I'bai  0 

M t^M 

Da>W   "NabUsaa".  b«  e 


hi'     Xmas    "U^ll 
I  Gifts  That  Gladden ! 


Niits  for  "Her" 

[  ToiLBT  arrs 

'!"".    '.  ".  .  w'oo 
\  TOtUT  WKn 

'i "■"".■"■.  'i'io.cb 

i  UmODBS  BITS 

pxsruMu 

I   PBSrtnCE  ATOKZEBS 

\ '".:"'. .:,'^;r:u'  .    n'.oo 

i  ELAYIKQ  CABDB 


Hilts  for  "Hin" 

KIUTAST  BSU8HB8 


?;^rT,a',T- »8.C0  I 

BIEV'S 
MAHICtlU  KOLU 


;;;;.;,"'"■'•' vim  \ 

ClOAB  AMD 
OiaAUm  OA^Bl 


J.  N.  C  HILL.  Phin.B. 


DmaglM  mM  Matlaim 


h:.  oooKiE  <te  oo. 


CHRISTMAS 
BOOKS 


It  ia  time  to  begin  Chrjstmaa  buying, 
lodeed  it  soon  will  be  time  to  h>Te  joox 
b«7iiig  for  thn  Old  Country  and  other  div 
tant  points  done.  You  will  h&re  noticed 
that  the  Postal  Anthoritiea  are  cautioning 
the  pnblic  to  uuul  their  CfariaUuH  preeenta 
for  tbe  Old  Land,  and  particolarlr  for  the 
•oldien,  in  extra  good  time  thia  yew. 
That  tact  haa  honied  us  up,  and  yon  can 
shop  bere  now  to  the  beat  advantage. 

We  paxlieulBrly  adviee  Book  Buying 
now,  and  we  have  a  fine  stock  to  attract 
yon,  from  lOo.  each  up  to  the  more  aipen- 
aive  lines,  with  »  special  holiday  flavoor. 
and  at  higher  prioca.  Our  line  of  regn- 
lar  I1.S5  and  f  1.50  noreU,  cut  to  50c. 
each  oontinue*  to  attract  many,  and  in 
that  line  you  may  ecooomicalty  make  up 
part  of  your  list. 


Advertisements  used  by  Canadian  druggists  in  croinc  after  Xiuas  business.    Commented  on  in  acoompanyinsr  article 
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trade.  This  should  give  some  valuable  hints  and  sug- 
jrestions  and  facilitate  the  preparation  of  ads.  to  a  con- 
siderable extent. 

The  advertisement  of  Kinleys,  of  Halifax,  N.S.,  is 
good,  both  from  the  standpoint  of  layout  and  treat- 
ment of  lines  featured.  The  introduction,  of  course, 
contains  refereuce  to  a  local  feature,  but  in  the  subject 
matter  it  wnll  be  noted  that  considerable  descriptive 
matter  has  been  used,  and  that  the  policy  of  quoting 
prices  has  been  followed  in  nearly  every  instance.  This 
;id.  was  originallv  7  by  13  inches. 

The  ad.  of  R."  M  Mitchell  &  €o.,  of  Bowmanville, 
Out.,  has  a  general  introduction  and  specialized  on  a 
half-dozen  special  lines. 

The  ad.  of  the  Red  Cross  Drug  &  Book  Co.,  Ltd.,  of 
Lethbridge,  Alberta,  headed  "Oift  Goods  at  Santa 
Clans'  Store,"  is  one  of  a  general  nature  calculated  to 
impress  on  customers  the  variety  of  suitable  lines  pro- 
curable at  this  store.  Beside  it  is  another  ad.  b.y  the 
same  firm,  of  an  altogether  different  nature,  as  if  is 
devotetl  to  only  one  line — cameras.  Where  an,  ad.  can 
be  changed  frequently  this  kind  of  ad.,  even  in  small 
space,  proves  quite  effective. 

The  ad.  headed  "Xmas  Gifts  That  Gladden"  comes 
from  Edmonton.  In  it  the  plan  of  suggesting  appro- 
priate gifts  for  "Her"  and  "Him"  has  been  followed. 
The  layout  is  good  for  the  size  of  the  ad.  Some  descrip- 
tive matter  has  been  used  with  each  line  and  prices 
(|uoted  in  every  case. 

The  ad.  of  H.  Cooke  &  Co.,  of  Orillia,  Ont.,  is  an- 
other one  devoted  to  one  line  of  goods.  It  impresses  on 
the  public  the  necessity  and  value  of  early  purchasing. 
This  store  makes  a  big  feature  of  books,  stationery  and 
kindred  lines. 


FEATURED  XMAS  CANDY  BY  TYPEWRITTEN 
CIRCULAR  LETTER 

A  good  many  druggists  are  getting  good  results  from 
typewritten  circular  letters,  which  are  sent  out  to  both 
regular  and  prospective  customers.  One  dealer  who 
makes  regular  use  of  them  is  Wesley  R.  Hoar,  corner 
Roneesvalles  &  Howard  Park  Ave.,  Toronto.  Last  year 
he  sent  out  the  following  letter  on  confectionery: 

Dear  Madam: 

With  advertised  commodities  as  a  rule,  the  cream 
generally  rises  to  the  top.  This  is  unquestionable  in 
regard  to  Blank  confectionery. 

A  large  generous  box  of  wholesome  and  nutritious 
chocolate  candies  is  always  an  acceptable  gift  to 
children  and  grown-ups  alike.  It  is  a  hearty  ex- 
pre^on  of  Christmas  good  cheer. 

And  this  Christmas  the  well-known  firm  of  Blank's 
have  come  to  the  front  with  some  of  the  finest  and 
most  artistically-boxed  confectionery  that  it  has  ever 
been  my  pleasure  to  display,  and,  knowing  the  ster- 
ling purity  of  the  chocolate  ingredients  and  the 
immaculate  process  of  their  manufacture,  I  have 
much  pleasure  in  recommending  these  tempting  pack- 
ages to  you. 

Wishing  you  a  Merry  Christmas  and  a  Happy  New 
Year,  I  am, 

Yours  respectfully, 

W.  R.  HOAR. 

Confectionery  is  a  big  selling  line  at  Xmas  time,  and 
so  is  an  appropriate  one  to  feature  in  this  wa.y  during 
the  month  previous  1o  Xmas.  * 


HAVE  GOOD  INTRODUCTIONS  FOR  YOUR 
CHRISTMAS  ADS. 

The  heading  and  introduction  are  important  factors 
in  every  ad.  The  heading  should  not  be  too  long  and 
should  be  such  as  to  attract  attention.  Introductions 
should  not  be  too  long-winded.  The  average  person 
will  not  read  a  long  introduction.  The  ad.  writer 
should  introduce  his  subject  in  short  form  and  then 
get  down  to  brass  tacks. 

"What  time  is  it?  Time  to  purchase  Xmas  goods" 
was  the  introduction  to  an  ad.  used  by  the  Royal 
Pharmacy,  of  Sydney,  N.S.  It  urged  people  to  see  their 
window  display. 

Dunoon's  Drug  Store,  Lindsay,  Ont.,  used  an  ad. 
that  extended  across  the  page  and  about  eight  inches 
deep.  A  good  appropriate  cut  was  used  at  the  top 
and  the  heading  read:  "Buy  your  Christmas  gifts  to- 


When  Santa  Comes 

We  hope  he  brings  something 
from  our  stock  of  Xmas  Gifts 

Whait  more  could  we  hoipe?  Wlhat  toetter  luck  could 
we  wdsih  you  fhan  tJhat  you  get  gifts,  for  yoursedf, 
from  our  fine  stockf  This  year  marks  ooir  toeist  effort — 
a  better  and  larger  stock  of  gift  goods  ithian  w©  ever 
had  before.  Tlhese  things  are  so  desiraible  fchiat  you 
will  aj)preieiate  giving  theim  just  'as  you  would  appre- 
ciate receiving,  Wiem — itf  they're  good  enouigh  for  you 
to  want  tihey  're  certainly  tihe  gif  t-s  you  can  give  to 
otters. 


Sample  introduction  to  an  Xmas  ad. 

day."  The  introduction  read:  "There  is  already  a 
Christmias  feeling  in  the  air  which  probably  brings  to 
.your  mind  all  the  worry  and  trouble  which  you  had 
last  year  in  making  'last  minute'  gift  selections  during 
the  rush.  Avoid  it  this  year  by  shopping  early.  You 
will  find  here  a  wonderful  assortment  of  the  better 
class  of  suitable  articles." 

Jury  &  Lovell,  of  Bowmanville,  Ont.,  said  in  their 
ad.:  "We  have  a  wonderful  supply  of  the  most  desir- 
able gift  goods..  Gifts  of  every  kind  for  everybody. 
New,  good,  desirable,  appreciable,  creditable.  Come 
see  them,  make  selections  early,  bring  your  lists  and 
fill  in  with  the  best  gift  ideas  you  ever  saw.  First 
choice  is  the  best,  and  prices  are  as  low  now  as  they 
ever  will  be  on  such  excellent  Xmas  presents." 


HARD  TO  UNDERSTAND 

"I  eaunot  under.'stand  ze  language,"  s»aid  the  despair- 
ing foreigner.  "I  learn  how  to  pronounce  the  word 
'hydrophobia,'  and  then  I  learn  that  the  doctors  pro- 
nounce it  fatal. 


WHAT  ADVEKTISINO  IS 

Advertising  is  simply  malfing  your  buainees  known. 
As  such  it  is' perfectly  c<nisisteint  with  anybody's  dig- 
nity OT  modesty. 

Tt  is  not  neicea&arily  boasting  nor  self-pushing.  In 
fact,  a  bragging  advertisement  defeats  its  punpose; 
it  reipels  and  dtoes  rot  attract. 

The  newspaper  is  the  street  that  runs  through  the 
minds  of  the  community;  your  aaimeplate  ought  to  be 
on  that  street. 
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Use  Plenty  of  Descriptive  Matter  in  Your  Christmas  Ads 


Descriptive  matter  is  valuable  in  arousing  interest  in  goods — 
Some  samples  that  will  help  the  dealer  in  preparing  his  ads. 


TO  secure  the  best  results  from  your  advertising 
use   plenty  of   descriptive  matter.     To   induce 
interest  in  the   lines  mentioned  you  must  tell 
customers  something  about  them.    The  mere  listing  of 
goods  will  not  create  sjales.    You  must  impress  on  cus- 
tomers their  suitability  and  good  value. 

For  the  assistance  of  readers  in  preparing  suitable 
descriptive  matter  we  give  here  reading  matter  for  a 


PERFUMES  AS  XMAS  GIFTS 

Are  quite  as  axMjefptable  as  ever  if  in  buyLng 
you  are  eareful  to  get  a  dainty  and  good  odor 
rather  than  a  "sihowy"  paekage. 

Our  perfumes  are  exclusively  hdgli  class 
and  ooir  knowledge  of  what  is  "right"  pro- 
tects you. 

ALLEN  &  COCHRANE 


5  STORES 


THE  REXALL  STORES 


Small  ad.  devoted  to  one  line,  used  by  Ottawa  firm. 

number  of  lines  that  are  extensively  advertised  at  this 
season. 

Short  Length  Descriptive  Phrases 

McKee's,  Limited,  of  Hamilton,  Ont.,  featured  a 
number  of  lines  in  separate  panels  in  their  ad.  last 
year.    Here  are  some  descriptive  phrases  used. 

Thermos  bottles  have  become  a  necessity  instead  of 
a  luxury  in  both  winter  and  summer. 

Hot  water  bottles  that  are  guaranteed  for  two  years. 
For  the  old  folks  they  will  bring  many  comforts. 

Cameras  bring  back  pleasant  memories  when  the 
children  have  grown  up.    Get  them  one  now. 

Toilet  pieces  are  used  every  day  and  last  a  lifetime. 
We  have  a  big  assortment  at  all  prices. 

A  safety  razor  enables  a  man  to  shave  himself  every 
day  and  save  a  good  deal  of  money  during  the  year. 
Buy_ ' '  Him ' '  one. 

Children's  pencil  sets  in  pretty  boxes,  for  the  home 
or  in  school.    Keep  them  busy  and  out  of  mischief. 

Dainty  box  of  chocolates  for  the  "only  girl."  We 
have  all  the  best  kinds. 

FHne  stationery  in  fancy  boxes  is  a  good  reminder 
to  write  you  occasionally. 

A  comb  and  brush  is  always  very  acceptable.  We 
have  received  a  fine  assortment  and  can  surely  please 
you. 

Featuring  Special  Lines 

Allen  &  Cochrane,  of  Ottawa,  used  more  extended 
descriptive  matter  in  their  ad.  We  quote  some 
samples.  ' 

STATIONERY  GIFT  BOXES— We  show  an  exclu- 
sive line  of  high-grade  notepapers  and  envelopes  in 
gift  boxes  of  taste,  beauty  and  usefulness.  There  is 
not  one  of  you  but  has  some  friend  who  would  be  glad 
to  get  a  box  of  this  stationery,  and  at  these  prices  you 
can  M^ell  afford  to  select  several  boxes. 

SOME  FRIEND  NEEDS  A  FOUNTAIN  PEN— Let 
us  show  you  our  line  of  high-grade  pens— all  are  fitted 


with  solid  gold  points  in  the  regular  style,  self-fillers 
and  safety  pockets.  All  carry  our  guarantee  "Money 
back  if  not  satisfactory,"  a  guarantee  that  we  can  con- 
fidently give. 

HAVE  YOU  A  FRIEND  WHO  IS  DEAF?  If  you 
have  there  is  a  great  opportunity  for  you.  Think  of 
being  deaf  and  then  think  of  the  joy  of  being  able  to 
hear  again.  This  is  actually  what  the  "Aurophone" 
will  do  for  deaf  people.  It  makes  them  hear  ordinary 
conversation  clearly  and  is  a  small  instrument  that 
is  not  conspicuous  or  inconvenient.  Present  an  Auro- 
phone— it  is  the  best  gift  that  any  deaf  person  could 
receive.  Come  into  our  main  store  and  we  will  tell  you 
all  about  it. 

FRESH  CUT  FLOWERS— Remember  that  the  tre- 
mendous demand  for  flowers  at  Christmas  naturally 
creates  a  shortage  in  supply  and  consequent  higher 
prices  than  at  other  seasons.  Place  your  orders  with 
us  early  to  ensure  yourself  again.st  disappointment. 
Our  prices  will,  as  usual,  be  saving  prices,  but  we  can- 
not definitely  quote  Xmas  prices  yet. 

MANICURE  AND  TOILET  CASES— These  we  show 
in  good  assortment.  They  are  something  quite  the 
best  shown  in  Ottawa.  Real  Morocco  case  or  handy 
rolls  fitted  with  every  manicure  need  of  best  quality 
steel,  mounted  in  genuine  pearl  handles — Ebony  or  Per- 
sian Ivory. 

A  DIOTIONARY^Something  lots  of  people  would 
he  glad  to  get — and  this  is  something  out  of  the  or- 


Present  a  Fountain  Pen 

Mos't  men  carry  a  fountain  pen  because  it 
is  always  ready  to  use.  It  is  praiCtical  and 
convenient. 

If  yoai  do  not  own  one  or  if  yooj  have  one 
thiat  does  not  work  satisfactorily,  come  in  and 
get  a  Blank  pen. 

If  you  are  supplied,  you  probably  will  want 
to  present  one  to  some  friend  as  a  Christanas 
gift. 

Let  it  be  a  fountain  pen. 


Nearly  opposite 
tl>e  Po»t  Office. 


A.  HIGINBOTHAM 

DRUGGIST  LINDSAY 


Fountain  pen  ad.  of  a  Lindsay,  Ont.,  diuggiet. 

dinary.  A  1,300-page  book,  good  clear  type,  printed 
on  Bible  paper,  with  several  colored  maps  and  illustra- 
tions, bound  in  limp  leather,  flexible,  stamped  on  back 
and  cover  in  gold.  It  looks  impossible,  but  we  are 
selling  this  dictionary  for  99c. 

Mailed  anywhere  for  22c.  extra. 

Money  back  if  you  want  it. 

HIGH-GRADE  PERFUMES— Your  lady  friends 
appreciate  perfume,  providing  it  is  good — and  there  is 
no  questjon  about  the  goodness  if  you  will  select  a 
bottle  of — 
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Getting  After  the  Farmer  for  Fall  and  Winter  Business 

The  big  cropi  of  1915  will  give  the  agriculturista  of  Canada  a 
greater  purchasing  power,  far  in  excess  of  any  previous  year  in 
their  history.     Their  total  revenue  is  estimated  at  a  billion  dollars. 

Bv  W.  L.  EDMONDS 


THE  Canaxiian  farmer  is  an  important  man.  To 
the  retail  merchant  he  is  particularly  so,  for  he 
is,  taking  it  all  round,  his  best  customer. 

Someone  with  a  penchant  for  figures  has  estimated 
that  90  per  cent,  of  all  the  merchandise  that  passes  over 
the  counter  of  stores  located  in  country  towns  and  vil- 
lages is  sold  to  the  farmer.  "Whether  or  not  that  esti- 
mate is  within  the  mark  does  not  mafter.  We  all  know 
without  having  to  be  told  so  by  statistics  that  the 
farmer  is  the  country's  big  buyer. 

There  was,  when  the  last  census  was  taken,  in  1911,  a 
rural  population  of  nearly  four  millions,  while  the 
number  of  farms  was  714,646.  Over  88V2  per  cent,  of 
the  farmers  owned  the  land  they  occupied.  The  land 
actually  occupied  was  109,777,085  acres,  and  the  value 
of  farm  property,  including  buildings,  live  stock,  im- 
plements, etc.,  was  $4,224,695,387.  During  fhe  four 
years  which  have  elapsed  since  tben  there  must  have 
been  an  all  round  increase. 

But  that  which  the  retail  merchant  is  most  interested 
in  at  the  mom.ent  is  not  so  much  the  value  of  what  the 
farmers  of  Canada  in  the  aggregate  possess,  as  the 
potentialities  of  .their  purchasing  power. 

The  Farmer's  Increased  Purchasing  Power 

That  this  purchasing  power  is,  in  this  the  Fall  of 
1915,  greater  than  at  any  time  in  the  history  of  the 
country,  there  can  be  no  doubt. 

Last  year,  thanks  to  the  war  prices,  the  aggregate 
value  of  the  products  of  the  Canadian  farms  was  the 
largest  in  the  history  of  the  country.  But  this  year 
the  record  will  be  again  broken.  Although  the  actual 
extent  to  which  it  will  be  broken  will  not  be  knowu 
until  the  Statistical  Bureau  has  issued  its  annual  state- 
ment, yet,  based  upon  the  preliminary  figures  which 
have  been  issued  regarding  the  principal  grain  crops, 
experts  are  estimating  a  total  value  of  between  seven 
and  eight  hundred  million  dollars  for  the  field  crops  of 
the  Dominion.  If  this  estimate  turns  out  to  be  approxi- 
mately correct,  it  means  an  increase  of  $150,000,000  to 
$200,000,000  in  the  crop  value  of  the  country. 

A  Billion  Dollar  Revenue 

If  we  add  to  the  value  of  the  field  crops  the  sums 
which  they  will  receive  for  dairy  products,  fruits,  vege- 
tables, live  stock,  eggs  and  other  articles,  one  can  quite 
reasonably  place  at  a  billion  dollars  the  aggregate  value 
of  the  revenue  which  will  this  year  come  to  the  farmers 
of  Canada. 

A  billion  of  dollars  is  a  lot  of  money.  Even  Rocke- 
feller, who  is  said  by  some  authorities  to  be  pretty 
close  to  a  billionaire  probably  could  not  tell  us  what 
it  means.  For  a  billion,  like  complete  goodness,  is 
something  tbe  human  mind  cannot  grasp.  Most  of  us, 
from  actual  experience,  will  probably  never  be  able 
to  grasp  the  import  of  even  one-tenth  of  that  sum. 

One  thing,  however,  we  can  all  grasp,  and  that  one 
thing  is  that  the  purchasing  potentialities  of  the  far- 
mers of  Canada  are  greater  this  year  than  they  ever 
have  been. 


That  the  whole  of  the  revenue  the  farmer  receives  is 
not  directly  available  for  the  purchase  of  merchandise 
is,  of  course,  well  understood.  There  are  interest  and 
payments  of  principal  on  loans  and  wages  and  other 
charges  to  be  deducted.  But  that  the  great  bulk  of  it 
will  be  available  for  merchandise  is  equally  certain. 

It  is  also  equally  certain  that  the  amount  so  available 
will  this  Fall  and  Winter  be  much  larger  than  usual. 

Relation  of  the  Retailer  and  the  Parmer 

Prom  this  happy  condition  of  affairs  no  class  of 
business  men  is  likely  to  gain  more  than  the  retail 
merchants. 

This  being  the  case,  it  naturally  follows  that  the  time 
is  more  than  usually  opportune  for  the  retailer 
to  prepare  his  plans  for  obtaining  the  best  possible 
benefit  from  the  situation  which  the  good  crops  have 
created. 

Business  that  comes  without  being  sought  is  good. 
But  business  that  is  sought  is  better,  because  it  is 
larger.  In  other  words  the  volume  of  business  that 
comes  to  a  store  is  proportionate  to  the  efforts  that  are 
put  forth  to  get  it.  The  dealer  who  sits  in  his  office  all 
day  lolling  his  time  away  with  a  pipe  in  his  mouth 
will  always  get  some  business — at  any  rate  as  long  as 
he  remains  in  business. 

Just  as  it  is  the  farmer  who  employs  the  best  and 
most  progressive  methods  of  cultivation  who  as  a  rule 
reaps  the  best  crops,  so  it  is  the  retailer  who  employs 
the  best  and  most  aggressive  business  methods  who,  as 
a  rule,  sells  the  most  merchandise. 

Opportune  Time  for  (Jetting  After  Parmer's  Trade 

"Don't  throw  your  hook  where  there  are  no  fish," 
says  a  Chinese  prover'b.  The  merchant  who  this  Pall 
and  Winter  casts  his  hook  for  a  little  more  business  is 
not  likely  to  be  disappointed  if  it  is  properly  baited. 

For  a  year  or  two  the  farmers  of  this  country  have 
been  practisinig  economy  to  an  extent  probably  greater 
than  ever  before.  They  have,  as  every  business  man 
knows,  been  buying  as  little  as  possible.  In  many  in- 
stances they  have  imagined  even  necessities  to  be  lux- 
uries, and  gone  without  them.  With  a  bountiful  crop, 
such  as  that  which  has  this  year  followed  upon  the 
heels  of  such  a  valuable  one  as  they  garnered  last  year 
there  can  be  no  doubt  regarding  the  ability  of  the 
farmer  to  increase  his  purchases.  No  one  is  in  a  better 
position  than  the  retailer  to  impress  this  fact  upon 
him.  He  has  the  factors  at  his  command  if  he  will  em- 
ploy them.  And  now  is  the  psychological  moment  to 
put  them  into  operation. 


TORONTO  DRUGGIST  MARRIED 

Charles  E.  Crawley,  druggist,  of  1743  Bloor  St.  W.. 
Toronto,  has  joined  the  ranks  of  the  benedicts,  being 
married  to  Caroline  Beatrice  Reed,  of  Malton,  Ont.,  on 
October  6.  Mr.  Crawley  graduated  from  the  O.C.P. 
in  1911. 
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Comment  on  Topics  of  Interest  to  Druggists 


:  By  W.  L.  EDMONDS  : 


Effect  of  the  War  There  are  few  articles  of  corn- 
on  Epsom  Salts.  meree  whose  supply  and  price  are 
not  being,  either  directly  or  in- 
directly, affected  by  the  war.  This  is  particularly  true 
of  articles  appertaining  to  the  drug  trade.  One  of  the 
most  recent  to  feel  its  effect  in  a  marked  way  is  Epsom 
salts. 

During  the  first  few  months  of  the  war  the  supply 
was  fairly  normal,  although  prices,  owing  to  anticipated 
diflSculties,  became  higher,  but  lately  the  supply  has 
fallen  off  to  such  an  extent  that  values  have  soared  to 
a  point  far  beyond  that  which  probably  anyone  ex- 
pected. 

The  United  States  market  has  been  particularly 
affected  by  the  supply,  during  the  three  months  of  the 
fiscal  year  ending  in  June  the  imports  being  almost  nil. 

For  example,  the  receipts  during  the  three  months 
of  April,  May  and  June  only  aggregated  1,680  pounds, 
compared  with  2,777,361  pounds  for  the  three  months 
preceding.  The  total  for  the  fiscal  year  was  7,005,596 
pounds,  compared  with  11,975,693  pounds  in  1914. 

As  a  result  of  this  scarcity,  wholesale  prices  are  350 
to  445  per  cent,  above  those  ruling  under  normal 
conditions. 

The  Canadian  trade  returns  do  not  show  the  imports 
of  Epsom  salts  into  this  country.  But  the  supply  is 
not  as  large  as  usual,  and  the  high  prices  ruling  have 
affected  the  demand. 

No  Epsom  salts  are  produced  in  Canada,  our  supply 
coming  largely  from  Great  Britain  and  Germany.  With 
Germany  no  longer  a  source  of  supply  larger  quantities 
will  now  be  imported  from  the  United  States. 

Epsom  salt  is  a  hydrous  sulphate  of  magnesia,  found 
native  in  the  keiserite  of  the  Strassfurt  salt  beds  in 
Germany,  and  as  epsomite  in  France,  Spain,  Chile,  In- 
diana, Kentucky  and  Tennessee.  Kieserite  is  the  prin- 
cipal source  of  supply. 

»     •     •     • 

Features  of  the  Figures    dealing    with    Canada's 

Import  Drug  Trade,  imports  under  the  general  classi- 
fication of  "drugs,  dyes  and 
chemicals"  for  the  first  three  months  of  the  present 
fiscal  year  show  some  surprising  and  interesting  results. 

The  total  imports  under  this  classification  show  a 
decline  of  nearly  22  per  cent.,  compared  with  the  corre- 
sponding period  of  1914,  and  of  nearly  18  per  cent., 
compared  with  1913.  The  total  for  the  three  months 
of  each  year  w&s  $2,937,297,  $3,802,130  and  $3,567,826 
respectively.    This  decrease  was  not  unexpected. 

But  to  many  an  increase  in  the  imports  of  certain 
descriptions  of  dyes  will  be  rather  surprising. 

In  aniline  and  coal  tar  dyes,  for  example,  there  is 
an  increase  of  a  little  over  $50,000,  the  total  being 
$171,799,  compared  with  $121,412  a  year  ago.  And  this 
in  spite  of  the  fact  that  nothing  was  obtained  from 
Germany,  which  during  the  corresponding  three  months 
of  1914  supplied  nearly  $60,000  worth.  The  larger  total 
was  made  up  by  increases  of  $89,728  from  the  United 
States,  $14,956  from  Switzerland,  and  $6,810  from 
Great  Britain.  There  was  also  an  increase  in  logwood 
dyes,  the  gain  being  nearly  $31,000. 

In  lines  more  strictly  appertaining  to  the  drug  trade 


the  increases  were  principally  in  boraeic  acid,  hydro- 
fluo-silicie  acid,  stearic  acid,  amyl  acetate  and  acetone, 
borax,  cream  of  tartar  in  crystals,  camphor,  crude 
iodine,  liquid  disinfecting  preparations,  liquorice, 
bichromate,  nitrate  of  potassa,  pyroxylin  and  wood 
naptha,  quicksilver,  salts  of  quinine,  bisulphate  of 
soda,  nitrate  of  soda,  antiseptic  surgical  dressings,  tar- 
taric acid  crystal,  vaseline  for  toilet  and  medicinal  pur- 
poses, sulphate  and  chloride  of  zinc. 

The  articles  in  which  the  principal  decreases  were 
shown  were :  Oxalic  acid,  sulphuric  acid,  nitrate  of 
ammonia,  antimony  salts,  bacteriological  products  or 
serums,  brimstone,  camwood  and  siumac,  carbonic  acid 
gas,  chloride  of  lime,  gelatine,  glycerine,  magnesia, 
medicinal  and  pharmaceutical  preparations,  caustic 
potassa,  chlorate  of  potassa,  muriate  and  sulphate  of 
potassa,  medicinal  roots,  sal  ammoniac,  bicarbonate  of 
soda,  caustic  soda,  chlorate  of  soda,  sal  soda,  silicate  of 
soda,  lotions,  tinctures  and  essences,  chloroform  and 
ether,  vaccine  points,  medicinal  wines. 

*     •     «     • 

The  Transportation  Now  that  all  danger  from  har- 
Difficulty.  vesting  Canada's  big  grain  Crop 

in  good  condition  has  passed,  a 
new  subject  for  concern  has  arisen.  We  fear  there 
may  not  be  an  adequate  supply  of  ocean  tonnage  to 
transport  the  grain  to.  the  consuming  countries  in 
Europe. 

Should  these  fears  be  realized  the  results  would  be 
serious. 

It  is  estimated  that  of  wheat  alone  Canada  will  have 
an  exportable  surplus  of  about  200,000,000  bushels. 

In  years  gone  by  the  chief  difficulty  would  have  been 
getting  the  grain  to  the  seaboard.  But  there  is  now  no 
difficulty  on  this  account.  Instead  of  one  transcon- 
tinental railway  we  have  three.  And  although  we  have 
on  the  Great  Lakes  only  56  grain-carrying  steamers, 
with  a  combined  tonnage  of  109,000,  compared  with 
105  of  a  combined  tonnage  of  350,000  last  year,  owing 
to  the  niunber  which  have  been  transferred  to  the  ocean 
trade,  yet  pressure  from  this  source  has  been  relieved 
to  some  extent  at  least  by  the  decision  of  the  Dominion 
Government  to  permit  s'hips  of  United  States  register 
to  engage  in  the  carrying  trade  between  Canadian 
ports. 

Still  another  matter  from  which  it  is  possible  to 
draw  some  satisfaction  is  the  elevator  capacity  of  the 
country.  Taking  country,  interior  terminal,  lake  ter- 
minal, and  eastern  terminal  elevators  Canada  has  now 
a  total  elevator  capacity  of  168,624,000  bushels.  While 
the  importance  of  this  cannot  be  stated  in  dollars  and 
cents,  yet  its  value  to  the  country  is  obviously  great. 

When  Sir  Robert  Borden  was  in  Great  Britain  re- 
cently one  of  the  matters  of  importance  which  he  dis- 
cussed with  the  British  Admiralty  was  the  releasing  of 
steamers,  for  the  grain-carrying  trade,  which  had  been 
commandeered  for  the  transport  of  troops,  munitions, 
and  supplies.  And  while  the  Premier  has  furnished  no 
detailed  information  as  to  the  result  of  his  conference 
with  the  Admiralty,  yet  he  has  intimated  that  his 
efforts  will  not  be  without  result.  And  although  the 
intimation  given  out  from  Ottawa  the  other  day  to  the 
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effect  that  there  were  thirty-three  available  ships  in 
Montreal  harbor  has  been  questioned  by  some,  ^t  may 
be  taken  for  granted  that  the  Admiralty  will  release 
for  the  transportation  of  grain  from  Canada  to  Great 
Britain  as  many  steamers  as  is  commensurate  with  the 
exigencies  of  its  own  requirements. 

Undoubtedly,  Great  Britain  needs  our  wheat  and 
other  grains,  but  if  she  needs  the  steamers  for  the 
transport  of  men,  munitions  and  supplies  more  than 
she  does  for  the  transport  of  grain  we  shall  have  to 
make  the  best  we  can  out  of    the    service    we    can 

command. 

•  •     •     • 

Farmers  Not  Hurry-  At  any  rate  it  does  not  appear 
ing  to  Ship  Grain,  that  the  farmers  of  the  country 
are  in  as  great  a  hurry  as  usual 
to  turn  their  crops  into  cash.  They  are  being  strongly 
urged  by  the  agricultural  press  to  sell  only  in  order 
to  meet  their  immediate  necessities.  If  they  do  this, 
and  it  is  most  probable  they  will,  the  shipment  of  grain 
will  be  more  spread  over  the  crop  year.  In  such  an 
event  a  smaller  fleet  would  naturally  be  able  to  take 
care  of  the  shipments. 

The  practice  of  the  farmers  in  the  past  has  been  to 
rush  as  much  of  their  grain  as  possible  to  market  as 
soon  as  it  left  the  threshing  machine.  They  were  com- 
pelled to  do  it  because  of  their  financial  necessities, 
notwithstanding  the  sacrifice  of  prices  therein  entailed. 
But  tbis  year  the  number  who  are  compelled  by  finan- 
cial necessities  to  hurry  their  grain  to  market  is  very 
much  smaller  than  at  any  time  in  the  history  of  the 
country. 

•  •    •     • 

The  Retailer  and  The  tendency  of  the  farmer  to 
Grain  Shipments.  spread  the  sale  of  his  grain  over 
a  longer  period  than  usual  may 
be  looked  at  askance  by  the  retail  merchant.  But  if. 
by  this  process,  the  farmer  can,  in  the  long  run,  realize 
more  for  bis  crop  than  if  he  dumps  the  greater  part 
of  it  on  the  market  at  once,  it  naturally  follows  that 
the  storekeeper  will  be  the  beneficiary  as  well.  He 
may  not  get  as  much  business  at  the  moment,  but  he 
will  get  more  in  the  long  run.  Possibly  he  may  also 
have  to  give  less  credit. 

But  where  accounts  are  past  due  the  retailer's  duty 
to  himself  is  quite  plain.  He  should  take  all  reason- 
able and  wise  steps  to  secure  payment.  A  farmer  has 
no  right  to  hold  his  grain  when  by  so  doing  he  cannot 
pay  his  debts,  and  the  retailer  who  is  his  creditor  would 
be  justified  in  impressing  this  fact  upon  him. 

•  •     •     • 

Danger  of  Holding  That  it  is  possible  to  hold  w<heat, 
Wheat.  even  in  war  time,  for  too  long  a 

period,  is  well  established  by  his- 
tory. The  slump  which  took  place  at  the  close  of  the 
Crimean  War  is  probably  one  of  the  most  striking  in- 
stances of  this.  Many  who  held  on  to  their  wheat  in 
spite  of  the  high  prices  that  ruled  up  to  the  time 
hostilities  ceased  were  ruined. 

A  well  known  business  man  in  Canada,  who  was  a 
boy  at  the  time  of  the  Crimean  War,  tells  a  good  story 
in  connection  with  this  slump. 

On  the  farm  next  to  that  on  which  he  lived  was  a 
farmer  who  refused  to  sell  his  wheat,  in  spite  of  the 
fact  that  he  had  not  the  money  either  to  pay  his  ac- 
counts with  the  local  storekeepers  or  the  wages  of  his 
men. 

One  of  his  hired  men,  who  lived  on  a  cottage  on  the 
farm,  decided  to  pay  him  a  visit,  with  a  view  to  getting 


money  to  buy  shoes  for  one  of  his  children,  in  order 
that  it  might  attend  school,  the  winter  having  set  in. 

The  old  man  was  at  breakfast  when  he  entered  and 
he  was  requested  to  take  a  seat.  After  breakfast  the 
farmer  read  a  portion  of  Scripture  and  followed  with 
a  prayer  in  which  he  invoked  Divine  interference  in 
putting  a  stop  to  what  he  termed  the  awful  carnage. 
This  done,  he  asked  his  hired  man  what  he  wanted. 
When  the  latter  made  his  request  known  the  farmer 
remarked  that  he  could  not  accommodate  him  as  he  had 
not  yet  sold  his  wheat. 

"Well,"  replied  the  hired  man,  "I  was  in  the  vil- 
lage yesterday  and  found  that  wheat  was  selling  at 
$1.50  a  bushel." 

"Well,  I'm  not  going  to  sell  at  that  figure.  I  hope 
the  war  will  go  on  until  wheat  is  $2.50  a  bushel,"  he 
concluded,  with  some  warmth. 

And  he  didn't  sell  it  at  $1.50.  He  held  it  until  all  he 
could  get  was  60c.  a  bujfliel. 


Canada's  Increas 
ing  Revenue. 


When  the  Minister  of  Finance 
announced  the  increase  of  5  to 
Ty2  per  cent,  in  the  Customs 
duties  he  stated  that  he  hoped  thereby  to  build  up  what 
was  at  that  time,  owing  to  the  war,  a  declining  rev- 
enue. It  looks  as  if  he  will  not  be  disappointed  in  his 
expectations. 

It  is  true  that  the  duties  collected  during  the  first 
four  months  of  the  fiscal  year  are  $399,000  below  those 
of  the  corresponding  period  of  last  year,  but  the  signi- 
ficant feature  is  that,  owing  to  the  increases,  which 
began  in  May,  the  revenue  for  the  three  months  ending 
with  July  was  larger  than  that  of  a  year  ago  by  $72,- 
548.  The  revenue  during  July  alone  was  the  largest 
in  any  single  month  since  July,  1914.  The  revenue 
from  all  sources  for  the  first  six  months  of  the  fiscal 
year  is  estimated  to  be  about  three  million  dollars  in 
excess  of  a  year  ago. 

As  the  Government  is  expending  ten  to  twelve  mil- 
lion dollars  a  month  on  war  account,  the  improvement 
which  the  regular  revenue  of  the  country  is  manifest- 
ing is,  to  put  it  mildly,  reassuring.  It  helps  to 
strengthen  the  country's  credit. 


Good  Roads  Anything  and  everything   which 

and  Business.  tends  to  make  it  easier  for  the 

customer  to  reach  the  store  of  the 
merchant,  and,  vice  versa,  should  elicit  the  eo-opera- 
lion  of  the  business  men  of  the  country. 

This  explains  why  so  many  retailers  are  taking  such 
an  active  interest  in  the  movement  for  good  roads  which 
is  in  these  days  developing  so  much  momentum  in  all 
parts  of  Canada. 

Being  men  cf  vision,  thej  see  the  benefit  that  must 
ultimately  accrue  to  them  personally.  Prom  experience 
thej'  have  learned  the  losses  that  occur  to  business,  par 
ticularly  during  the  spring  and  autumn  months,  because 
of  the  impassable  condition  of  the  average  country 
road. 

One  aathority  some  years  ago,  speaking  of  conditions 
in  the  United  States,  estimated  this  loss  at  about  25 
per  cent,  annually.  Providing  this  estimate  is  high  for 
either  the  United  States  or  Canada,  one  thing  is  cer- 
tain, the  annual  loss  to  business  because  of  bad  roads 
must  be  considerable.  It  is  no  wonder  business  men 
are  enlisting  in  the  good  roads  movement. 
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Special  'Preparatiom  for  the  'Druggist 


Shaving  Cream 

R.S.W. — TTere  is  a  fornmlla  for  shaving  cream  as  re- 
quested by  yoi] : 

Castile  soap   1  OTince 

Rose    water    4  ouinces 

Oil  of  almon'd  i-^  ounce 

Theobroma  oil 1^.4  ounce 

Tincture  of  benzoin 1  dMm 

Oi!  of  rose  gefaiiium  5  drops 

Oil  of  bitter  almonds 5  df ops 

Glycerin,  quantity  suffiieient. 

Dig'est  the  soap  and  ■water  on  a  water  batb,  add  tbe 
2  fixed  oils  fpreviousJy  melted  toffntlher)  and  incorpor- 
ate the  tincture.  Finally,  add  the  perfumes  a^d 
enough  glycerin  to  brinig  to  the  proper  consistence. 

Cough  Drops 

Dutch  crushed  sugar 10  pounds 

Brown  sugar 4  pounds 

Di'poi'ico  paste 1  pound 

Cream  of  tartar    %  ounce 

Tincture  of  capsicum   , Vo  ounce 

Oil  of  anif=e   Yo  ounJce 

Water  . 2  quarts 

T,«emon  flavoring. 

Method:  When  the  sugar  has  been  melted  in  the 
water  brinig  the  sdlution  to  a  sharp  boil.  Add  the 
cream  of  tartar  and  continue  the  boiling  up  to  a  sitrong 
"crack"  degree.  Pour  the  mass  out  on  ^an  oiled  slab, 
spread  the  licorice  on  the  sugar,  and  add  the  flavoring, 
capsicum  and  aniseed.  Work  these  thoroughly  into 
the  batch  and  then  pass'  it  through  the  small  tablet 
rollers. 

Liquid  Antiseptic  Soap 

Green  soap  .... 1 50  parts. 

Alcohol 70  parts. 

Water • 5  parts. 

Cresylic  acid   10  parts. 

Carbolic  acid 5  parts. 

A  more  recently  published  formula  for  a  surgical  and 
toilet  soap  is  as  follows: 

Cottonseed   oil    300  Gm. 

Alcohol .  .300  Oc. 

Water 325  Cc. 

Sodium  hydroxide 45  Gin. 

Potas.sium   carbonate    10  Gm. 

Carbolic  acid   25  Oc. 

Ether 15  Cc. 

Perhaps  a  suitable  combination  of  both  formulas  miay 
afford  a  still  more  desirable  preparation. 

Nail-polishing  Stick 

This  may  be  made  as  follows : 

Putty-powder 8  ounces. 

Carmine 20  grains 

Perfume sufficient. 

Mvicilage  tragacanth sufficient. 

The  powders  and  perfume  .are  well  mixed,  then 
massed  with  the  mucilage,  and  piped  and  cut  on  the 
pill  macliine. 


Neuralgia  Mixture 

Tincture  of  mix  vomica ^2  dram 

Tincture  of  gelsemium  V2  dram 

Tincture  of  valerian,  ammoniated  . . .  .1%  drams 
Peppermint  water,  enough  to  m'ake....  4  ounces 
Mix.    A  taWespoonful  every  3  or  4  hours. 

Theatrical  Cold  Cream 

W.P. W.  says:  "We  desire  a  formula  for  an  inexpen- 
sive, white,  greasy,  theatrical  cold  cream." 
Try  this  combination : 

Spermaceti 8  orinees 

White  wax  24  ounces 

Jjiquid  paraifin    128  fluidounces 

Boiax 2  ounces 

Water  q.  s.  ad 4  fluidoiraces 

Melt  the  wax  and  spermaceti  on  a  water-bath,  and 
in'corporat^  the  liquid  paraffin.  Di??solve  the  borax  in 
the  water  at  140  deig  F.  and  add  it  to  the  melted  mix- 
ture. Place  the  container  in  cold  water  and  stir  well 
until  the  cream  becomes  cold. 

Any  desired  perfume  may  be  added  to  the  cream  by 
irtcorporating  it  toward  the  end  of  the  process  before 
the  cream  has  become  has  become  quite  cold. 


WHERE  TO  GET  BAKING  POWDER  MIXERS 

The  Retail  Druggist: 

Please  advise  if  you  can  give  us  the  name  of  a  manu- 
facturer of  baking  powder  mixers  of  5  or  10-pound 
capacity. 

St.  Thomas,  Ont.  E.  O.  HARVEY. 

Editorial  Note — The  Pendrith  Machinery  Company, 
970  Queen  St.  W.,  Toronto,  will  make  these  up  in  any 
size  you  desire,  but  do  not  carry  them  in  stock.  The 
Fletcher  Mfg.  Co.,  Ltd.,  41  Hayter  St.,  Toronto,  have 
a  cake  mixer  in  sizes  of  two  and  three  gallons  which 
will  do  the  work  of  a  baking  powder  mixer.  This 
machine  costs  $10  to  $15. 


CARE  IN  SENDING  OUT  CALENDARS 

The  Royal  Pharmacy,  Sydney,  N.S.,  advertised  last 
year  that  they  had  a  number  of  calendars  so  expensive 
that  they  could  not  send  out  in  the  usual  way. .  They 
advertised:  "They  are  works  of  art,  and  one  will  be 
presented  to  anyone  calling  and  registering  their  name 
with  us."  In  this  way  both  regular  and  prospective 
customers  were  induced. to  visit  the  store,  and  by  hav- 
ing them  register  a  good  mailing  list  was  secured. 


SEND  rrS  TOUE  WINDOW  DISPLAYS 

There  are  many  window  displays  being  put  in  by 
druggists,  every  month,  that  possess  a  good  deal  of 
merit.  It  is  unfortunate  that  other  dealers  do  not 
have  an  opportunity  of  admiring  and  securing  pointers 
from  many  of  these.  The  way  to  make  this  possible 
is  by  having  them  photographed  and  sent  along  to 
The  Retail  Druggist  for  reproduction.  In  this  man- 
ner, reciprocity  in  ideas  of  window  dressing  can  be 
carried  on  by  dealers  in  all  parts  of  Canada. 

The  Retail  Druggist  solicits  photographs  of  good 
window  displays.  When  you  have  put  in  a  good  win- 
dow, have  a  photograph  taken  and  send  it  along  to  us. 
We  will  appreciate  it,  and  so  will  your  brother  dealers 
and  clerks  all  over  Canada.  This  is  one  way  in  which 
you  can  contribute  to  the  general  good  of  the  business 
to  which  you  belong. 

Address  photographs  to  the  Editor,  The  Retail 
Druggist,  32  Colborne  street,  Toronto. 
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Items  of  Interest  to  Canadian 
Drug  Trade 


MERGER    OF   RIKER-HEGEMAN    AND    LIGGETT 
INTERESTS   REPORTED 

Reports  were  recently  sent  out  throughout  the 
United  States  that  the  91  retail  drug  stores  of  the 
Riker-IIegemaii  Corporation  were  being  acquired  by 
-the  Liggett  interests  and  the  United  Drug  Co.  Denials 
of  any  actual  transfer  were  made,  while  later  a  des- 
patch from  Boston  said  that  everything  except  the 
legal  transfer  had  been  negotiated.  Talk  of  such  a 
merger  has  been  prevalent  for  some  years,  but  seemed 
to  have  been  hit  on  the  head  last  spring  when  it  was 
announced  that  the  Rikor-Hegeman  Co.  and  the  Uiiited 
Cigar  Stores  Co.  would  be  consolidated,  the  same  inter- 
ests being  behind  both  these  corporations.  This  plan 
never  was  put  through,  however,  owing  to  the  deter- 
mined opposition  by  the  independent  cigar  interests, 
who  protested  to  Washington  that  it  would  be  a  viola- 
tion of  the  anti-trust  law.  This  seems  to  have  blocked 
the  merger  and  to  have  opened  the  way  for  the  Liggett- 
United  Drug  Co.  to  re.siime  negotiations. 

The  Riker-Hegeman  Corporation  is  the  one  which 
last  FebniarA'  took  out  letters  patent  at  Ottawa,  in- 
creasing its  Canadian  capital  from  $10,000  to  $815,000, 
presumably  for  the  purpose  of  invading  Canada  with 
their  chain-store  system.  Tf  it  is  a  fact  that  the  U.  S. 
interests  of  those  behind  the  proposition  have  been 
taken  over  by  the  United  Drug  Co.  it  may  have  an 
important  bearing  on  their  proposed  operations  in 
Canada.  It  is  to  be  hoped  that  it  will  prove  beneficial 
to  the  retail  drug  trade  of  Canada,  but  meanwhile 
every  dealer  should  take  steps  to  entrench  himself  so 
thoroughly  in  the  drug  trade  of  his  community  that  he 
will  be  well  prepared  to  withstand  any  invasion  of  the 
field  by  any  chain  store  corporation. 


ture  making  any  claim  for  exclusive  right  of  manu- 
facture by  the  producers,  or  indicating  that  it  is  a 
remedy  or  a  specific  for  any  disease. 

Louse  killers,  powder  or  liquid. 

Liquid  peptonoids,  which  are  prepared  merely  from 
beef,  milk  and  wheat,  and  recommended  on  dietary 
grounds. 

Lithia  tablets,  when  not  associated  with  the  name 
of  any  particular  maker. 

Note. — As  respects  doctors'  prescriptions,  Avlien  com- 
posed in  whole,  or  part,  of  a  proprietary  or  patent 
medicine,  I  may  say  that,  if  the  prescription  is  made 
up  entirely  from  an  unlsroken  package  of  patent  or 
proprietary  medicine,  war  tax  stamps  must  be  affixed 
before  the  sale  thereof.  Tf,  however,  a  proprietary 
medicine  enters  into  the  prescription,  the  package  con- 
taining the  proprietary  medicine  must  be  stamped 
before  being  used. 

Prescriptions  such  as  Nyal's  Hyd.  Peroxide  and  John- 
son's Belladonna  Plasters,  which  are  recommended  to_ 
the  public  as  remedies  or  specifics,  arc  subject  to  the 
tax,  as  are  also     preparations    such     as    Antikamnia 
Tablets. 


ARTICLES  NOT  SUBJECT  TO  WAR  TAX 

The  Inland  Revenue  Department  has  compiled  a  list 
of  articles  that  have  been  the  subject  of  decisions  in 
regard  to  the  war  tax,  but  which  it  has  been  decided 
are  not  subject  to  the  war  tax.  The  following  are  not 
sub.iect  to  war  tax: 

Unfermented  juice  of  the  grape,  ordinary  lime  juice 
and  lime  juice  cordial. 

Infants'  foods,  such  as  Horlick's  Malted  Milk. 
Nestle 's  Food,  Lactated  Food  and  Imperial  Granum. 

Vaseline  (not  preparations  thereof). 

Belladonna  plaster  B.P.,  ordinary  court  plaster  and 
adhesive  plaster. 

Ordinary  cough  drops,  concerning  which  no  claim 
is  made  by  the  miakers  as  a  remedy  or  specific  for  an.v 
discMsf  cr  affection. 

All  bona  fide  toilet  soaps,  whether  in  liquid,  solid  or 
powder  form. 

Physicians'  prescriptions  with  the  exception  herein- 
after noted. 

Seidlitz  powders,  aromatic  and  tasteless  castor  oil, 
when  sold  simply  as  such  and  without  a  proprietary 
name  attached. 

Fruit  syrups. 

Linseed,  liquorice  and  chlorodyne  lozenges,  when  not 
covered  by  letters  patent,  not  by  accompanying  litera- 


DR.  BRETT  IS  NEW  LIEUTENANT-GOVERNOR 
OF  ALBERTA 

Dr.  R.  G.  Brett,  of  RanflF,  Alberta,  who  was  this 
month  appointed  Lieutenant-Governor  of  Alberta,  is 
a  druggist  in  the  fact  that  he  owns  two  drug  stores  at 
Banff — the  National  Park  Drug  Co.,  of  which  D.  Spiers 
is  manager,  and  the  Banff  Pharmacy,  of  which  J.  M. 
McOabe  is  manager. 

Dr.  Brett  was  born  at  Strathroy,  Ont.,  in  1851.  He 
graduated  from  Toronto  University  in  1874,  and  later 
moved  to  Manitoba,  where  he  was  one  of  the  founders 
of  the  Manitoba  Medical  College,  in  which  he  held  the 
chair  of  materia  medica  and  therapeutics.  He  estab- 
lished the  Banff  Sanitarium  in  1886,  of  which  he  is  med- 
ical director,  and  the  Brett  Hospital  in  1909,  of  which 
he  is  senior  surgeon. 

Dr.  Brett  sat  in  the  Northwest  Territories  Advisory 
Council  from  1889  to  1892  and  in  the  Assembly  up  to 
1900.  He  was  for  two  years  president  of  the  executive 
council — practically  premier — and  later  leader  of  the 
opposition. 

RESULTS  OF  SEMI-ANNUAL  EXAMINATIONS  AT 
LAVAL  UNIVERSITY 

At  the  semi-annual  examinations  of  the  Quebec 
Pharmaceutical  Association,  held  at  Laval  University, 
Quebec  City,  the  following  secured  diplomas  as 
chemists : 

Max  Getz,  J.  Eidlow,  Miss  V.  Segal,  Louis  Robert,  H. 
Fishman,  C.  A.  Rousseau,  H.  W.  Kinnear,  and  W.  Iveger. 

Five  students  were  successful  in  securing  diploma  of 
certified  clerk  out  of  eleven  who  presented  themselves. 
The  successful  ones  were: 

L.  Senay  (silver  medallist),  H.  P.  Pabien,  L.  Rain- 
ville,  Alf.  Asselin.  and  Emile  Granger. 

The  examinei-s  were :  Pharmacy.  Prof.  Alex.  B.  J. 
Mirre;.  practical  chemistry,  Prof.  H.  R.  Lanctot ; 
materia  medica,  Omer  St.  Amour;  botany,  A.  R.  Far- 
ley; dispen.sing,  0.  H.  Tansay;  chemistry,  A.  E. 
Franeoeur. 


"P.a,  what  is  a  stock  exchange'" 
"A  place,  my  son.  where  an  outsider  is  apt  to  ex- 
change a  stock  of  money  for  a  stock  of  experience." 
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NEWS  OF  THE  TRADE 


FROM  COAST  TO  COAST 


Quebec  and  Maritime  Provinces 

Henri  Lecavalier  has  sold  his  drug  store  on  St.  An- 
toine  St.,  Montreal,  to  L.  0.  Joubirt. 

A  drug  store  has  been  opened  at  the  corner  of  Am- 
herst and  Roblin  Streets,  Montreal,  by  L.  J.  A.  Trempe. 
E.   Vadboneoeur  has   opened   another   store,   at   the 
corner  of  Wellington  St.   and  Church  Ave.,  Verdun, 
Que. 

R.  Martineau  has  purchased  the  drug  business  for- 
merly conducted  by  J.  E.  Migneron,  at  544  St.  Denis 
St.,  Montreal. 

J.  H.  C.  Murdock  has  opened  a  store  in  Westville, 
'  N.S.    He  was  formerly  manager  for  D.  L.  McDonald,  of 
Glace  Bay. 

Ontario 

G.  L.  Walker  has  opened  a  new  business  in  Perth, 
Ont. 

Herbert  T.  Paton,  druggist,  of  Oobourg,  has  sold  out 
and  is  enlisting. 

N".  J.  Kenney  has  purchased  the  branch  store  of 
C.  T.  Adams,  at  Steelton. 

P.  L.  Rolson,  of  Owen  Sound,  is  now  manager  for 
W.  M.  Maltby,  at  1724  St.  Clair  Ave.  W..  Toronto.  ' 

J.  H.  Brownlee,  of  Owen  Sound,  has  sold  his  drug 
business  to  A.  W.  Manley  and  gone  to  the  Pront. 

The  stock  and  fixtures  of  the  Mears  Drug  Co.,  Fort 
William,  have  been  sold  to  R.  C.  Johnston. 

W.  Giles,  recently  with  W.  H.  Lattimer,  of  Belleville, 
has  returned  to  the  Nugent  Drug  Co..  Peterboro.    • 

E.  L.  Taylor,  formerly  of  Gowganda.  has  purchased 
the  main  store  of  J.  G.  Clark,  of  Chatham. 

R.  M.  Black  of  St.  Catharines,  has  moved  into  his 
new  store  on  St.  Paul  St. 

Chas.  L.  Bicknell  is  now  managing  the  Standard 
Drug  Co.,  at  252  Dundas  St.,  London,  in  place  of  B.  D. 
Trout. 

Victor  H.  Wilson  is  now  manager  of  the  Lanspeary 
Store,  at  3-3  Ouellette  Ave.,  Windsor,  in  place  of  F.  M. 
Ridley,  who  has  resigned. 

Dr.  R.  C.  LowTey,  of  Englehart,  is  erecting  a  brick 
store  and  dwelling  on  the  site  of  his  old  store,  which 
was  destroyed  by  fire  a  few  years  ago. 

Tamblyns.  Ltd..  of  Toronto,  have  moved  their  store 
at  the  corner  of  Yonge  and  Carlton  Streets  across  the 
sitreet  to  a  larger  stand. 

Standard  Toys,  Limited,  of  Toronto,  has  been  in- 
corporated with  a  capital  stock  of  $40,000.  John  A. 
Cliantler  and  Ernest  W.  Ohantler  head  the  firm. 

The  Franco-Canadian  Chemical  Co.,  Ltd.,  of  To- 
ronto, has  been  incorporated  with  a  capital  stock  of  one 
million  dollars.    They  will  deal  in  drugs  and  chemicals. 

The  Rawleigh  Company,  manufacturers  of  patent 
medicines,  extracts,  spices,  etc.,  will  erect  a  factory  in 
Hamilton.  This  firm  sells  direct  to  the  farmers  in 
wagons. 

W.  R.  FVeeman  is  opening  a  new  drug  store  in  his 
home  town — ^Brighton,  Ont.  Mr.  Freeman  graduated 
from  the  0  .C.  P.  in  June  last,  passing  with  honors  and 
securing  his  degree  of  Bachelor  of  Pharmacy. 

Manitoba  and  Saskatchewan  * 

E.  J.  Skjold,  dniggist,  of  Winnipeg,  has  been  suc- 
ceeded by  A.  Ellison. 


L.  C  Gilmour,  of  Moose  Jaw,  was  married  recently 
to  Miss  Grace  Manning. 

The  Rocanville  Drug  Co.,  of  Rocanville,  Sask..  is  re- 
ported sold  to  S.  Thompson. 

J.  R.  Bird  &  Co.,  druggists,  of  Whitewood,  Sask., 
have  been  succeeded  by  the  Whitewood  Drug  Co. 

British  Columbia 

Frederick  Williams,  of  Victoria,  is  moving  into  a  new 
store  at  the  corner  of  Port  and  Government  Streets. 

Kenneth  Dalby  has  opened  a  drug  store  at  the  comer 
of  Burrard  and  Robson  Streets,  Vancouver. 

Dr.  Howell,  of  Vancouver,  has  purchased  the  Man- 
hattan Drug  Store. 

Lyle  Wright  has  taken  a  position  with  the  Powell 
River  Drug  Cto.,  Powell  River. 

Leslie  A.  Manuel,  of  Victoria  Drive.  Vancouver,  is 
moving  to  Sardis  in  the  Cliilliwack  Valley. 


SEND-OFF   GIVEN   TO   LIEUT.-COL.  WILSON 

A  rousing  send-oflf  was  given  on  Oct.  11  to  Lieii- 
tenant-Colonel  Alex.  Wilson,  of  Seaforth,  Ont.,  who 
will  command  the  33rd  Battalion  of  the  Canadian  Ex- 
peditionary Force.  A  procession  was  formed,  led  by 
the  Citizen's  Band  and  the  collegiate  cadets,  who 
escorted  him  to  the  station,  where  short  addresses  were 
made  by  Reeve  Stewart  and  others,  to  which  the  Col- 
onel replied  before  boarding  the  train. 

Mr.  Wilson  has  been  in  the  retail  drug  business  in 
Seaforth,  Ont.,  for  over  30  years,  and  disposed  of  his 
store  to  go  to  the  Front.  He  has  been  connected  with 
the  Canadian  Militia  for  a  number  of  years. 


MEMBER  OF  FIRM  OF  REVILLONS,  LTD..  KILLED 
AT  FRONT 

Oapt.  Albert  Revillon,  of  Revillons,  Ltd..  the  well 
known  business  firm  with  many  branches  in  Western 
Canada,  has  been  killed  at  the  Pront.  He  had  been  in 
active  service  in  the  French  Army  since  the  outbreak 
of  war  and  had  not  received  a  scratch  till  he  was 
killed  in  action.  He  was  one  of  three  cousins  now  in 
active  management  of  the  world-wide  business  of  this 
firm,  which  in  Canada  deals  in  a  variety  of  lines  of 
merchandise. 


H.  A.  ROWLAND  OF  TORONTO  GETS  CIVIC 
APPOINTMENT 

Ex- Alderman  H.  A.  Rowland,  of  Toronto,  who  re 
cently  sold  his  drug  business  at  296  Gerrard  St.  E.,  to 
W.  H.  Robson,  has  been  appointed  purchasing  and 
accounting  official  of  the  Toronto  Health  Department. 
Mr.  Rowland  was  a  member  of  the  council  for  several 
years  and  during  that  time  served  as  chairman  of  the 
Board  of  Health.    He  retired  from  the  council  last  year. 


MRS.  G.  E.  GIBBARD  PASSES  AWAY 

The  sympathy  of  the  Canadian  drug  trade  will  be  ex- 
tended to  Mr.  Geo.  E.  Gibbard,  of  Toronto,  secretary  of 
the  C.Ph.A.,  and  proprietor  of  the  Canadian  Pharma- 
ceutical Journal,  in  the  death  of  his  wife,  w'hich  took 
place  last  month.  Mrs.  Gibbard  was  bom  in  Whitby. 
Ont.,  about  65  years  ago,  coming  of  one  of  the  oldest 
families  there — the  Tweedie  family.  She  had  lived  in 
Toronto  for  25  years,  but  had  been  an  invalid  for  some 
years. 
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NEWS  NOTES  OF  THE   ONTARIO   COLLEGE  OF 
PHARMACY 

i-^tiideiits  at  the  Ontario  College  of  Pharmacy,  To- 
ronto, have  electetl  the  following  class  officers  for 
1915-16: 

Hon.  President — Dean  C.  F.  Heebner. 

Hon.  Viee-Presidents — Miss  A.  R.  Ferrari,  Miss  D. 
Hirkett  and  Miss  C.  McLaren. 

President — H.  R.  Ix)ugh,  of  Windsor,  Out. 

Vice-President — F.  W.  Bryan. 

Secretary — R.  S.  Harris. 

Treasurer — L.  0.  Gubb. 

ronimittee— F.  T.  lioiirke.  B.  11.  Price,  S.  J.  Kirk- 
land.  C  McLean,  and  V.  F.  Vernon. 

Representative  to  University  Students  Administra- 
tive Council — O.  E.  Jacks. 

A  football  club  has  been  organized  at  the  college 
and  a  team  will  be  entered  in  the  inter-facnlty  league. 
The  committee  in  charge  consists  of  Cecil  McLean,  S. 
J.  Kirkland,  B.  H.  Price,  J.  C.  Gould,  and  Frank  T. 
Bourke. 

Fourteen  .students  have  joined  the  University  Mili- 
tary Training  Corps. 

The  council  of  tlie  college  meets  on  Monday,  Nov. 
15th.  for  its  semi-annual  session.  The  election  of 
officers  will  take  place. 

E.  Bruce  IMealley,  of  Hamilton,  was  a  visitor  at  the 
college  on  Oct.  19. 


NEWS  NOTES  OF  THE  DRUG  TRADE 

Frank  T.  Hamilton  is  opening  a  drug  store  at  Plato, 
Sask. 

Dr.  Stackpool  has  opened  a  drug  store  at  Lomond, 
Alberta. 

E.  W.  Boyle  has  purchased  the  business  of  C.  Stark 
&  Son,  of  Brampton,  Ont. 

The  B.  C.  Pharmacal  Co,  of  Victoria,  has  been  incor- 
porated with  a  capital  stock  of  $10,000. 

S.  Williams  has  purchased  the  business  of  Col.  Alex. 
Wilson,  of  Seaforth,  Ont.,  who  is  going  to  the  Front. 

Harold  W.  Carswell,  of  Brockville,  Ont.,  was  married 
recently  to  Miss  M.  T.  Ctithbertson.  Mr.  Carswell  is 
avssi.stant  to  F.  R.  Currv.  He  graduated  from  the  O.C.P. 
in  1911. 

R.  H.  Norris,  who  has  conducted  a  drug  and  sta- 
tionery business  in  Nokomis,  Sask.,  for  eight  years,  bas 
sold  to  Tbos.  Hawley,  of  Semans.  The  new  proprietor 
was  a  resident  of  Nokomis  for  about  three  years. 


SOVEREIGN  PERFUMES,  LTD.,  DOING  BUSINESS 
IN  BRITISH  ISLES 

Sovereign  Perfumes,  Limited,  of  Toronto,  have  ap- 
pointed representatives  in  the  British  Isles,  and  are  now 
shipping  goods  to  the  Motherland.  This  is  the  first 
Canadian  firm  manufacturing  perfumes  and  toilet 
preparations  to  establish  a  trade  in  its  products  in  the 
Old  C-ountry.  A  big  jobbing  house  is  handling  their 
business  there. 


k 


FORMULA  FOR   "LIQUID"  RINGWORM   CURE 
WANTED 

We  have  received  an  enquiry  for  a  licpiid  ringworm 
cure.  Can  any  of  our  readers  siipply  us  with  a  good 
formula  for  a  ringworm  cure  in  liquid  form? 


Advertising  Should  be  Seasonable 
and  Timely 

By  The  Scribk 

THE  dealer  who  desires  to  reap  the  maximum  re- 
sults from  his  advertising  should  make  a  point 
of  always  having  it  seasonable.  There  is  a  good 
deal  of  retail  advertising  to-day  tbat  does  not  range 
as  high  as  it  might  in  point  of  timeliness  and  season- 
ableness.  In  saying  this  I  don't  refer  so  much  to  the 
dealer  who  was  advertising  spring  goods  a  couple  of 
weeks  ago  nor  to  the  fellow  wbo  up  till  a  month  ago 
was  advertising  "Get  your  spring  tonics  now."  Such 
a  .dealer  is  not  advertising — except  tbat  he  is  adver- 
tising himself  as  a  listless  dealer. 

Feature  Goods  in  Greatest  Demand 

I  refer  rather  to  the  fact  that  there  is  a  good  deal  of 
advertising  which,  while  giving  publicity  to  goods  that 
are  salable  at  the  time,  might  be  devoted  to  lines  wbich. 


Good  Cocoa  Touches  the  Spot 
These  Fall  Days 

Gk>od  cocoa  appeals  to  the  palate  these  fine 
crisp  fall  day's.  It  is  not  only  a  delicious  and 
invigoratiug  drink,  but  it  is  satisfying  be- 
cause of  its  food  value.  Your  pantry  is  not 
complete  without  a  can. 

There  are  many  varieties  of  cocoa  on  the 
market,  but  we  recommend 

BLANK'S  SUPERIOR  COCOA 

%  lb.  tins   15  cents 

%  M).  tins   25  cents 

1  lb.  tins 40  cents 

Pot  a  ilelicdoui;  cup  of  either  cocoa  or 
chocolate  this  brand  will  assure  you  of  satis- 
faction. 

J.  W.  BROWN 

Phone  243. 


Now  is  the  time  to  feature  cocoa  and  chocolate, 
suggestive  aA.  for  the  druggist. 


Here  is  a 


because  of  the  season,  should  be  in  greater  demand. 
For  instance,  we  would  not  consider  it  good  business 
for  the  dealer  to  advertise  staple  lines  at  Christmas 
time,  when  he  could  get  better  results  from  the  adver- 
tising of  Xmas  goods,  yet,  at  other  seasons,  a  good 
many  dealers  neglect  to  give  prominence  iu  their  adver- 
tising to  articles  that  are  seasonable.  It  must  be  agreed 
the  time  to  make  an  appeal  for  trade  in  any  line  is  when 
that  article  for  special  reasons  is  most  apt  to  be  wanted 
by  the  customer.  That  is  the  big  reason  for  having 
advertising  sfeasonable  and  timely. 


C.  McLEAN,  OF  O.C.P.,  WINS  TRACK  EVENTS 

Cecil  McLean,  of  the  Ontario  College  of  Pharmacy, 
made  a  good  showing  at  the  annual  field  day  of  the 
University  of  Toronto  Track  Club,  on  Oct.  22.  He 
showed  good  style  and  sx)eed  and  won  the  220  and 
440  wards  events  quite  handily,  as  well  as  standing 
second  in  the  discus  throwing.  As  a  result  of  his  efforts 
Pharmacy  came  fourth  in  the  faculty  standing  for  the 
day's  sports.     Mr,  McLean  comes  from  London,  Ont. 
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THE  STATIONERY  DEPARTMENT 


A  department  devoted  to  stationery,  book',  po'l  cards  and  associated  lines 


PUT  STATIONERY  TO  THE  FORE  IN  XMAS 
SELLING 

Stationery  is  a  line  that  takes  a  pronunent  part  in 
Christmas  sales.  To  neglect  to  give  it  a  position  of 
prominence  in  Xmas  selling  would  be  to  pass  up  an 
opportunity  for  a  gw)d  deal  of  business.    It  is  an  appro- 


Give  Stationery  This  Year 

Pot  all  ages  and  'boHb  sexes  stationery  is  a  most 
approipriate  Xmas  gilt.  It  is  one  of  the  mosit  useful 
things  you  can  give  and  yoiu  oaji  rest  assured  that 

IT  WILL  BE   APPRECIATED 

if  you  buy  it  from  us.  Our  staitionery  is  modish  amd 
up  to  1ih«  'minute.  Toiu  can't  go  -wTong  in  point  of 
style  OT  quality  at  our  store.  We  make  stationery  a 
real   important   deipartment   and   not   a   mere  Bidelioie. 

SEE  OUR  DISPLAY 

We  call  your  special  attention  to  ouj  display  oif 
paitriotic  staitionery.  It  will  p'lease  you  and  also  your 
friends.  The  well  knowm  Blank  Brand  at  20  cents  to 
$2.50. 

FRED  SMITH 

'Phone   12  5   Main   St. 


Sugsfesti  ve  »d.  for  featurinfr  stationery  for  Xmas  gifts. 

priate  gift  for  both  sexes  and  all  ages.  Everybody 
writes  letters.  Stationery  is,  therefore,  at  once  both 
an  appropriate  and  welcomed  gift.  It  has  been  argued 
that  many  things  given  to  friends  at  Christmas  are  of 
little  use  to  the  recipients.  This  certainly  cannot  be 
said  of  stationery. 

Patriotic  stationery  will  have  the  big  call  this  year 
and  the  dealer  should  see  that  he  is  well  supplied  with 
it.  Manufacturers  have  given  much  study  to  designs 
that  will  appeal  to  the  public,  with  the  result  that  the 
stationery  on  the  market  this  year  is  more  than  ever 
the  kind  that  will  appeal  to  the  eye. 

Why  not  arrange  a  special  counter  in  a  prominent 
section  of  your  store  for  the  display  of  stationery  t 
Devote  a  window  display  to  it  also,  and  impress  on 
the  public  that  stationery  is  an  important  department 
in  your  store. 

SMALL  DEALER'S  ADVANTAGE 

The  small  store  often  has  an  advantage  over  the  large 
one  because  of  the  personal  attention  the  dealer  can 
give  to  his  selling.  In  most  of  the  small  town  stores 
the  dealer  is  usually  out  in  front,  and  if  he  does  not 
make  every  sale  himself,  he  watches  carefully  the  work 
of  his  salesmen.  In  many  cases  he  does  the  greatest 
volume  of  selling  personally,  and  with  his  knowledge 
of  the  cost  and  the  margin  of  profit,  together  with  the 
confidence  that  comes  from  being  the  boss,  he  is  able 
to  talk  better  than  an  employed  salesman.  He  also  has 
the  advantage  of  knowing  what  the  same  article  costs 
his  competitors,  and  that  helps  him.  The  fact  that  he 
is  the  proprietor  gives  the  customer  a  certain  confl* 
dence,  and  that  helps  the  sale  wonderfully. 


FEATURE  FLASHLIGHTS  THIS  YEAR 

A  good  many  druggists  have  added  flashlights  to 
their  stock  during  the  past  year.  They  have  been 
found  a  good  selling  line  and  good  business  should  be 
possible  in  them  for  Xmas  gifts.  A  flashlight  is  some- 
thing that  will  be  appreciated  by  anyone — housewife, 
farmer,  motorist,  doctor,  nurse — not  to  mention  any- 
thing of  the  younger  generation,  who  find  them  both 
a  plaything  and  a  useful  household  article. 


IT  DOES,  SO  IT  DOES 

A  man  saw  an  announcement  in  an  ironmonger's 
shop  the  other  day  as  follows-  "Iron  Sinks."  So  he 
went  in  and  told  the  man  that  he  knew  that  iron  sank. 

"Yes,"  said  the  man:  "and  time  flies,  but  wine 
vaults,  acid  drops,  sulphur  springs,  jam  rolls,  grass 
slopes,  and  music  stands;  Niagara  falls,  moon  light 
walks,  sheep  run,  Kent  hops,  and  holiday  trips;  scandal 
spreads,  standard  weights,  India  i  libber  tyres,  the  organ 
stops,  and  the  world  goes  round :  trade  returns." 

The  customer  bolted.  Then  he  returned,  put  his  head 
in  at  the  door,  and  remarked:  "Yes,  I  know,  and 
marble  bvlsts." 


BOOKS  SHOULD  SELL  WELL 

Books  make  good  Christmas  gifts  and  should  be 
featured  for  this  purpose.  They  can  be  suggested  to 
customers  to  advantage  by  newspaper  ad.  and  show 
card.  We  reproduce  some  suggestive  reading  matter 
for  an  ad.  or  show  card. 

In  a  newspaper  ad.  it  is  a  good  plan  to  give  the 
names  of  a  few  suggestive  books.     Show  cards  can  be 


About  Books  for  Christinas 


Is  gift-chooeing  hardf  Then  decide  on  a  book. 
Books  as  gifts  fit  every  relationship  tmd  pay  ©very 
indebtedness  of  good-wiJl. 

Wlhebher  you  be  parent,  kinsman,  lover,  friend,  pat- 
ron or  employer,  or  whether  you  would  reciprocate  a 
kindness  shown,  tihe  gift  of  a  book  is  the  solution  of 
your  proiblem  of  what  to  give.  A  book  meets,  as  does 
nothing  else,  the  predilection  of  those  to  whom  you 
wtiBih  to  show  favor. 


Wording  for  an  introduction  to  a  book  ad.  or  for  sliow  card 
featuring  books. 

devoted  to  individual  books,  giving  some  particulars 
in  regard  to  each. 

Subscriptions  for  newspapers  and  magazines  also 
make  admirable  gifts,  and  should  be  played  up  strongly 
during  the  remainder  of  the  year. 


The  merchant  who  desires  to  succeed  must  court 
business  in  real  earnest,  not  merely  flirt  with  it  for 
diversion. 
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Ready 


1915  ANNUALS 


Boy's  Own 
GirFs  Own 

Sunday  at 

Home 


The  best  Annuals  published,  of  twelve  monthly  magazines,  pro- 
fusely illustrated  and  attractively  bound  in  colored  cloth,  contain- 
ing specially  written  articles  on  subjects  of  interest  to  every  one. 


GUARANTEED  RETAIL  PRICES 


Girl's  Own  for  Princess  Mary 

H.R.H.  the  Princess  Mary  has  accepted  from 
Miss  Flora  Klickmann,  a  copy  of  the  36th 
Annual  Volume  of  "  The  Girl's  Own  Paper" 
just  completed.  Her  Royal  Highness  has 
intimated  that  she  is  interested  to  possess  this 
volume. 


Watrwick  Bros.  &  Rutter 


Limited 

Canadian  Publishers 


ORDER  NOW 


Toronto 
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Fancy  Goods,  Novelties  and  Photographic  Supplies 

A  department  0/  means  anJ  methods  0/  Increasing  business  in  photographic  sup- 
pliest   pennants^  plajfing  cards,   pens,  ink,  sporting   goods,    novelties,  china,    etc. 

II 

PUSH  FANCY  GOODS  FOR  XMAS  GIFTS 

The  season  has  advanced  to  a  stage  where  serious 
consideration  should  be  given  to  means  and  methods 
of  getting  the  best  possible  out  of  the  Xmas  trade  in 
fancy  goods.  The  time  is  about  ripe  for  the  launching 
of  the  campaign  for  their  sale. 

Fancy  goods  and  novelties  can  be  shown  to  advan- 
tage quite  early.  People  are  always  interested  in  them, 
and  even  if  only  a  few  sales  are  made  during  Novem- 
ber, they  are,  nevertheless,  brought  to  the  attention 
of  a  lot  of  people,  and  they  know  where  to  go  when 
they  wish  to  purchase. 

Ijook  over  your  list  of  fancy  goods  and  novelties  and 
decide  now  on  the  plans  you  are  going  to  use  to  pro- 
mote their  sale. 


TO  PROMOTE  PRINTING  BUSINESS  IN  PHOTO- 
GRAPHIC DEPARTMENT 

Business  in  the  photographic  department  is  inclined 
to  slacken  off  during  the  winter  months.  Some  dealers, 
however,  have  found  ways  to  increase  interest  and 
promote  sales  of  supplies  and  sundries  during  the  other- 
wise dull  months,  taking  advantage  of  the  fact  that 
the  long  winter  evenings  are  ideal  for  printing  work. 

Such  a  plan  was  that  of  a  dealer  who  began  to  dis- 
play small  calendar  cards  early  in  December,  with  the 
suggestion  that  persons  with  cameras  make  calendars 
for  Christmas  gifts,  or  New  Year's  remembrances, 
using  attractive  films  they  already  had  on  hand.  In 
the  centre  of  the  display  were  several  cards  "made 


up,"  the  dealer  using  for  this  purpose  a  few  particu- 
larly attractive  pictures  of  children. 

He  not  only  sold  the  calendar  cards,  but  many  of 
those  who  bought  did  not  have  supplies  for  printing 
on  hand  and  had  to  buy  complete  new  outfits.  As  a  re- 
sult, the  sale  of  the  calendar  cards,  while  worth  the 
cost,  was  really  the  smallest  part  of  the  business  that 
resulted. 

Later,  the  same  dealer  made  a  display  of  Valentine 
post  cards,  otfering  opaque  paper  with  heart-shaped 
cut-out  designs  in  connection  with  post  cards  for  this 
purpose  and  in  the  centre  of  the  exhibit  was  a  placard : 
"Send  Valentines  they  will  appreciate  and  keep." 
Like  the  calendar  card  display,  he  found  this  brought 
many  out-of-seasdii  sales  of  chemicals  and  other  sup- 
plies in  addition  to  the  sales  of  post  card  printing 
paper. — System. 

DISPLAY  OF  ADVERTISED  GOODS 

A  window  display  made  up  of  a  not  too  large  variety 
of  goods  that  are  being  advertised  in  the  current  maga- 
zines mig'ht  be  a  good  idea. 

Then  you  might  do  a  little  stunt  of  pasting  on  the 
window  to  call  special  attention  to  the  idea.  In  other 
words,  clip  from  a  magazine  an  advertisement  of  each 
article  on  display.  Paste  this  on  the  window  at  a  reas- 
onable height  so  that  it  can  be  read  easily  by  anyone 
who  wishes  to  give  it  close  attention.  Then  mn  a 
narrow  ribbon  from  each  advertisement  to  the  sam*^ 
article  displayed  in  the  window.  A  few  placards  will 
help  the  thing  along. 


SUITABLE  ARTICLES  FOR  XMAS  GIFTS 

Books 

Lines  That  Should  Be 

Featured  By   The  Druggist 

Chocolates 

Memo  books 

Sporting  goods 

Bill  books 

Diaries 

Magic  Lanterns 

Stationery 

Brass  goods 

Fancy  baskets 

Mirrors 

Songs 

Brushes 

Fancy  trays 

Music  Rolls 

Shaving  sets 

Cameras 

Fountain  pens 

Novelties 

Silver  Goods 

Cards 

Flashlights 

Playing  cards 

Scissors 

Cutlery 

Games 

Photo  supplies 

Toys 

Calendars 

Greeting  cards 

Photo    enlargements 

Toy  books 

China 

Handbags 

Post  cards 

Thermometers   • 

'           Cut  glass 

.   Hot  water  bottles 

Perfume 

Thermos  bottles 

Cigars 

Inkstands 

Pictures 

Toilet  preparations 

Card  cases 

Jewel  cases 

Pennants 

Tree  novelties 

Candlesticks 

Jewelry 

Pipes 

Tobacco  pouches 

Candle  shades 

Leather  goods 

Razors 

Vases 

Cuff  boxes  . 

Magazines 

Razor  strops 

Work  boxes 

Collar  boxes 

Manicure  sets 

Sewing  sets . 

Xmas  novelties 

*     Cards 

Military  brushes 

Smokers'  sets 

Xmas  bells 
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A    DOCTOR'S    ADVICE 

Mrs.  Ci.  Holiday.  72  Yeld- 
ham  Koad.  Hammer, 
.•iiuith, writes:— '*My  Haby 
Charles  has  boen  n^aretl 
entirely  on  your  Footl 
«iiu*e  the  asre  of  three 
weeks.  When  born  he 
weiifhetl  7  lb.,  but  did  not 
thriT«on  his  natural  milk, 
and   r.NDKR  THK    .M>. 

VICK    OF    DOCTOR 

Kulham  Palac-o  Kwtd,  HK 
WA.-*  PIT  ON  YOUR 
FOOD.  He  is  now  six 
months  old  and  weiffhs 
ItU  lb.  I  am  thankful  to 
say  he  has  never  had  any 
troublea  since  he  first 
started  it,  and  is  in  every 
w  ay  a  healthy  boy.    Prk- 

VUUg  TO  TKVINO  TOUR 
FOOD  WK  TRIED  OTHERS 
WHICH  WEKE  MOKE  KX- 
PENSIVE,  Bir  WHICH  DID 
NOT  AORES   WITH  HI.M  SO 

WELL  AS  'neavk's'  "—No- 
vember nth.  191.1. 


Neavk's  Food  has  for  many  vears  keen  used  in  the  Russian 
Imperial  Family 

90  YEARS'  REPUTATION 

Gold  Medals,  London.  1900, 1908  and  1914,  also  Paris. 


Food 


For  Infants  and  Invalids 


Sold  by  most  wholesale  druggists  and  leading  drug  stores  in  tins  specially 
packed  for  Canada.  Terms  and  advertising  matter  sent  on  application  to  the 
Canadian  Agent: — EDWIN   UTLEY,  14  Front  Striet  East,  Toronto 

Manufacturer*:— JOSIAH  R.  NEAVE  &  CO.,   Fordingbridge,  England 


Another  Friend's  Advice 
Mrs.  J.  W.  Pateman,  34 
Harriet  St.,  Toronto,  In 
writing  about  Neave's 
Food  says  "When  I  first 
knew  one  of  my  friends, 
her  baby  Jack  was  eight 
ilionths  old  and  dyin);  by 
inches.  She  had  tried 
three  Foods  because  her 
Jack  could  not  digest 
milk.  At  last,  I  fetched 
her  a  tin  of  Neave's  Food. 
At)  the  end  of  a  month. 
Jack  was  rapidly  gaining 
flesh  and  was  bright  and 
happy.  He  is  a  lovely  boy 
now  and  she  declares 
Neave's  Food  saved  his 
life. "  And  it  did. 

Dr.—  L.R.C.P.,  L.R.C.S. 
Kd.,  L.F.P.8.  Glas.,  etc., 
(Leeds),  writes:—  "Your 
Neave's  Food  is  suiting 
our  youngster  admirably, 
for  which  we  are  very 
thankful.  She  was  notdo- 
ing  well  on  cow's  milk 
and  water  alone."  Sept. 
Mh.  191.1. 


Atkinson  &  Barker's 

ROYAL 

INFANTS 

PRESERVATIVE 

Does 

Not  Contain 

any 

Scheduled 
Poison 

Manufacturer 

R.  Barker 

&  Son 

Manchester 
England 

CROWN 


Perfumery 


A    LINE  WORTH    HANDLING 

Your  customers  will  undoubtedly  come  back 
for  more  when  you  sell 
them  something  from  the 
"Crown  Line"  of 

Perfummry 

Lavender  SaltM 

Colognes 

Toilet  Waters 

Lotions 

Bathadora 

Soaps 

Face  Powders,  etc. 

The  "  Crown  Lin*  "  is  poaitively 
British  Made  and  guaiantees  good 
piofit  for  the  dealer. 

Crown  Perfumery  Company 

of  London,  England 
HAROLD  F.  RITCHIE  &  CO.,  Umitad 

Canadian  Smiling  Agmntm 
10-1 2-14  McCaul    Street  TORONTO 


A.  De  St.  Dalmas  &  Co. 

MAKERS  OF 

Adhesive  Plaster  Menthol  Plasters 

Belladonna  Plaster  Kidney  Plasters 

Hospital  Strapping  Mustard  Leaves 

Porous  Plasters  Corn  Plasters 

RUBBER  ADHESIVE  PLASTER  and  all  kinds  of 
MEDICATED  PLASTERS 


Leicester  (England) 

Contractors  to  his  Majesty's  Government 

Agent* : — Sharland  &  Co.,  27  Common  St.  Montreal 


WANTED  and  FOR  SALE 

Ads  under  this  heed  25  cent,  per  line.  Fonr  line, 
once  for  $1.00,  three  time,  for  $2.00.  Ceeh  mint 
accompany  order.    No  account,  booked. 


Wanted  to  hear  from  owner  of  a  g-uod  Drug;  store  for  sale.     State 
cash  price,  description.     D.  F,  Bush,  Minneapolis,  Minn.         o,n,d. 

MULTIOBAPHIIfQ — W*  are  now  in  i>ositian  to  supply  any  of 
o\ir  client.s  witti  excellent  niultigr«,|ilh  work  at  lowest  coet, 
Tihe  Coinmiercial  Prase,  Limited,  .')2  Oolborn©  St.,  Toronto,   tf. 

PRINTINGK— Circulars,  letterheads  and  other  job  printing; 
IP  rices  moderate;  work  first  class.  The  OommeroixU  Press, 
Lianited,  Toronto,  tf. 
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HINTS  TO  BUYERS 

News  from  Manufacturers,  Jobbers, 
and  Agents 


FRANCO  FLASHLIGHTS  AWARDED  GOLD 
MEDAL  AT  PANAMA-PACIFIC 

Franco  flashlights,  which  have  been  advertised  in 
this  paper  for  over  a  year,  were  successful  in  carrying 
off  the  Gold  Medal  at  the  Panama-Pacific  international 
Exposition  in  San  Francisco  this  year,  and  against  very 


Electric  Chrietmaa  tree  suggestion  for  win- 
i  dow  or  interior— electric  lights  and  novel- 

ties hj  the  Interstate  Electric  Norelty  Co., 
of  Canada,  Ltd.,  Toronto. 

strong  competition.  Franco  flashlights  are  handled  by 
the  Interstate  Electric  Novelty  Co.  of  Canada,  Ltd., 
Toronto,  Ont. 

A.  R.  MacDOUGALL  &  CO.  STOCK  CRAYONS 

Druggists  are  finding  an  increasing  demand  for 
crayons  for  school  as  well  as  marking  and  checking 
purposes.  A.  R.  MacDougall  &  Co.,  Ltd.,  Toronto,  are 
now  carrying  in  stock  in  Toronto  the  popular  lines  of 
school,  marking  and  lumber  crayons,  manufactured  by 


the  Standard  Crayon  Mfg.  Co.,  Danvers,  Mass.  We 
illustrate  here  one  popular  box  of  14  assorted  colored 
crayons,  3%  inches  long,  with  12  color  slips,  in  paper 
box.  The  slide  box  is  the  most  convenient  style  of 
package  for  crayons  and  No.  822  is  unusually  attrac- 


tive and  printed  in  two  rich  colors.  The  address  of 
A.  R.  MacDougall  &  Co.,  Ltd.,  is  266  King  Street  W., 
Toronto. 


AN  ORDER  BOX  AT  THE  FRONT  OF  STORE 

Many  retail  stores  have  erected  an  order  box  at  the 
entrance,  into  which  customers  who  are  late  or  rushed 
may  drop  their  orders.  One  such  firm  is  the  Hudson 
Bay  store,  at  Calgary.  Not  only  do  they  find  that  some 
customers  come  to  he  store  late  on  closing  nights,  but 
that  many  customers  who  are  passing  the  store  and  are 
in  a  hurry  find  it  convenient  to  drop  their  order  in 
this  box. 

There  is  no  reason  why  the  smaller  dealer  should  not 
have  such  an  order  box.  Especially  when  he  closes 
in  the  evenings,  it  should  be  found  of  use  by  customers. 


QJ^S^''"" 


feffi^^ 


Akc  MADE  BvTmc  Only  Can, \oi 

EXCLUSIVELY    ENG/*OED    iNTMt  MAKINU   Op 

Perfumes  8 Toilet  Requisites. 


ADVERTISE    THEIR    PRODUCTS 

BY  EXHIBIT  AT  NATIONAL 

EXHIBITION 

Various  forms  of  consumer  adver- 
tising to  create  customers  for  their 
products  are  used  by  Sovereign  Per- 
fumes, Limited,  of  Toronto.  One 
means  of  advertising  is  by  an  exhibit 
at  the  National  Exhibition  at  Toronto 
each  year.  This  year's  exhibit  is  re- 
produced here,  and  in  addition  to 
showing  what  this  firm  is  doing  to 
help  druggists  sell  their  goods,  gives 
some  good  display  ideas.  This  same 
stand  has  been  occupied  by  this  firm 
for  the  past  ten  years,  but,  owing  to 
the  Manufacturers'  Building  being 
required  for  use  by  our  soldiers  dur- 
ing the  coming  winter,  the  authori- 
ties have  had  all  the  permanent 
booths  removed. 
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in  Lighter  Vein 


Smiles — 'and 
Near  ■Smiles 


"Which  side  of  the  house  do  you  think  the  baby 
resembles  moSt?"  proudly  asked  young  Popjoy. 

"Wdl— h'm!"  answered  Smith.  "I  can't  see  that 
he  looks  so  verj'  much  like  the  side  of  a  house." 

•  *     • 

"When  water  becomes  ice,"  asked  the  teacher, 
•'what  is  the  great  change  that  takes  placet" 

"The  greatest  change,  ma'am,"  said  the  little  boy, 
"is  the  change  in  price." 

•  •     • 

"How  did  you  come  out  on  the  $3,000  house  you 
contracted  fort" 

"Came  out  in  pretty  fair  shape.  The  contractor 
spent  my  $3,000  and  took  the  house  for  the  difference." 

•  •    • 

"If  T  CO  aid  get  someone  to  invest  a  thousand  pounds 
in  that  scheme  of  mine  I  could  make  some  money." 
"How  miieh  could  you  make?" 
"Why,  a  thousand  pounds." 

•  •     • 

"My  doctor  told  me  I  would  have  to  quit  eating  so 
much  meat." 

"Did  you  laugh  him  to  scorn  t" 

"I  did  at  first;  but  M'hen  he  sent  in  his  bill  I  found 
he  was  right." 


The  Printing 
of  Circulars 


Demands  a  knowledge  of  ad- 
vertising as  well  as  typography. 

Our  service  department  is  in 
position  to  help  with  the  design 
and  wording,  and  our  printing 
plant  can  be  depended  on  to 
produce  the  most  effective  kind 
of  a  circular. 


THE  COMMERCIAL  PRESS 

UMITED 
32  COLBORNE  ST.,  TORONTO 


HOW  HE  SPOKE  TO  WILLIE 

On  boai-d  an  ocean  liner  were  a  lady  and  gentleman, 
accompanied  by  their  young  hopeful,  aged  six,  and,  as 
is  usually  the  ease,  the  parents  were  very  sick,  while 
little  Willie  was  the  wellest  thing  on  board.  One  day 
the  parents  were  lying  in  their  steamer  chairs  hoping 
that  they  would  die,  and  little  Willie  was  playing 
about. 

Willie  did  something  of  which  his  mother  did  not 
approve,  so  she  said  to  her  husband,  "John,  please  speak 
to  Willie."  The  huslband,  with  the  little  strength  left 
in  his  wasted  form,  looked  at  his  son  and  heir  feebly 
and  muttered:  "How  d'  y'  do,  Willie?" 

•  •    • 

Human  Nature's  Peculiarity 

"It's  a  funny  thing  about  human  nature,"  said 
Jones. 

"What's  funny  about  it?" 

"Why,  if  you  tell  a  man  there  are  270,169,325,481 
stars,  he'll  believe  you ;  but  if  a  sign  says  'Fresh  Paint,' 
he  won't  believe  it  without  a  personal  investigation." 

•  •    • 

How  Johnny  Made  Her  Happy 

"It  is  the  duty  of  everyone  to  make  at  least  one 
person  happy  during  the  week,"  said  a  Sunday-school 
teacher.     "Now,  have  you  done  so,  Johnny?" 

"Yes,"  said  Johnny,  promptly. 

"That's  right.    What  did  you  do?" 

"I  went  to  see  my  aunt,  and  she  was  happy  when  I 
went  home." 


The  most  common  secret  of  want  of  success  in  life 
is  a  tendency  to  let  things  drift. 


Mucilages  and  Paste 


MADE  IN  CANADA 

IN  OUR  CANADIAN  FACTORY  AT  I 

9-11-13  Davenport  Road  -  Toronto 

Catalogues  mailed  to  the  trade  on  request 
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V?lr  (^ 

Mi^ 

Wellington  Goods  ^^Vj 

yfst:^^ 

sell  quickly  and  require  j^^^^^  '^^l 

handling     except  ^H^^^^^^^H 

handing  out.  Attractive  l^^^^^^^^^| 

show  cards  with  order      ^^^^^^^^^| 

Photo  BookleU                         .^^^^^^H 

Free                                   ^fl^^^HI 

Wellington  tF** 

Plates 
Paper 

and 

Films 

Also  obtainable  from  the      ^xflflrr^vVvlwfl 
National  Drug  &  Chem-          KuVlSlSlllllIn 
ickl  Co.    Ltd.    Montreal.          ^Hlfflf IfllSyU/liJ 

RHEUMATISM 

CURED 

THE  BEST  BRITISH  REMEDY  IN  THE  WORLD  FOR                1 

RHEUMATISM 

GOUT 

LUMBAGO 

BLAIR'S 

GOUT 

PILLS 

If  you  suffer  from  any 

of  these  CMnplaints  try  th 

e«e  celebrated  pills. 

Perfectly  lafe,  sure  and  e 

fectual.   Ihousands  can  testify  tolhii  statement. 

Known  all  over  the  world. 

Prout  &  Co,,  229  Strand.  London,  Eng. 

IF  you  know  a  Druggist  who  is 

■*•  not  receiving  The  Retail  Drue  gist  as  a 
Subscriber  you  will  favour  the  Publishers  by 
sending  the  address  to  32  Colborne  St.,  Toronto 


Xmas  Cards,  Booklets,  Post  Cards 
Calendars  and  Novelties 

We  have  a  big  range  and  ample  stocks  of  all  lines 


Post  Cards 


50c..  60c.,  75c.,  $1.00,  $1.25,  $1.50, 
$2.50,  $3.00,  $6.00  per  100. 


Booklets 


$1.00,  $1.50,  $2.50,  $3.00,  $5.00, 
$6.00,  $7.50,  $9.00,  $10.00,  $12.50, 
$15.00,  $30.00,  $50.00  per  100. 


Tags,  Seals  and  Gift  Cards 

A  big  variety  in  envelopes, 
per  100  envelopes. 


$3.00 


Patriotic  Calendars 

The  Patriotic  Calendars  we  are  mak- 
ing in  Art  Process  work  on  Felt  are 
going  strong.  $6.50,  $7.50,  $10.00, 
$15.00,  $20.00  per  100. 

Garlands  in  Red  and  Green 

These  are  made  in  Japan  from  Wood 
Fibre  and  have  a  rich  appearance. 
They  more  than  replace  for  decorat- 
ing purposes,  the  old  style  paper 
Garlands  that  came  from  Germany. 
Retail  at  10  cents  each.      3  sizes. 


Our  catalogue  illustrates  and  describes  our  very  complete  line.    It's  yours  for  your  name 
on  a  post  card.    Send  for  it  to-day 

PUGH  SPECIALTY  CO.,  LIMITED 


38-42  CLIFFORD  STREET 


TORONTO,  CANADA 
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Should  Omit  Name  Newspapers  would  do  well  to 
of  Poison  Used  omit  from  their  accounts  of  sui- 

by  Suicides.  cide  tragedies    the  name  of  the 

poison  used.  The  use  of  the 
name  of  the  poison  serves  no  useful  purpose  and  no 
doubt  offers  undesirable  suggestions  to  those  who  art; 
weighed  down  with  more  than  their  share  of  life's 
burdens  or  afflictions. 

Suggestion  is  a  powerful  factor  in  influencing 
people  to  do  things,  and  the  mere  mention  of 
the  name  of  a  poison  used  by  one  person  might 
easily  be  the  cause  of  another  person  selecting 
it  as  a  means  of  self-destruction.  In  fact,  it 
is  quite  common  for  one  suicide  to  be  followed  by 
others  in  which  a  similar  form  of  self-destruction  is 
employed.  Not  only  is  this  the  case  in  suicide  by 
poison,  but  also  by  other  means,  as  for  instance,  the 
succession  of  suicides  by  drowning  at  a  certain  pier 
on  the  waterfront  of  one  of  our  Canadian  cities.  There 
seems  to  be  fashion  in  suicide  as  in  other  things,  and 
there  is  no  doubt  that  newspaper  accounts  of  poison 
suicides  giving  the  name  of  the  poison  is  a  factor  of  no 
little  importance  in  establishing  such  suicide  fashions. 

This  is  regrettable,  especially  in  view  of  the  fact 
that  the  news  of  a  suicide  can  be  given  in  just  as  graphic 
manner  by  stating  that  the  person  died  from  "  a  self- 
administered  poison  of  powerful  character,"  as  in  nam- 
ing the  poison  or  outlining  how  it  was  secured. 

Newspapers  would  be  rendering  a  service  to  human- 
ity by  refraining  from  mentioning  the  particular  agent 
used  whenever  suicide  is  committed  by  means  of  poison. 


Any  Vacant 
Windows  in 
Your  Conununity? 


In  the  business  sections  of  most 
towns  there  are  a  number  of 
vacant  store  windows  lying  idle. 
"Why  should  they  not  be  utilized 
by  the  merchants  of  the  community  instead  of  being 
allowed  to  become  an  eyesore  to  the  district?  The 
owners  of  such  stores  will  generally  be  glad  to  rent 
such  windows  at  a  low  figure  because  there  is  more 
chance  of  renting  a  store  when  the  window  is  clean 
and  a  nice  display  in  it  than  when  it  is  dirty  and  bare 
looking,  or  filled  with  circus  or  show  posters. 


If  you  have  a  vacant  store  in  your  community,  give 
consideration  to  this  question.  The  use  of  the  window 
can  generally  be  secured  for  a  trifle,  and  a  bright  dis- 
play of  your  goods  with  a  show  card  telling  where  they 
may  be  secured,  should  be  productive  of  good  results. 

•     •     • 

Government  The  Inland  Revenue  Department 

Report  on  has    issued     a    report    on     127 

Laudanum.  samples    of    tincture    of    opium 

(laudanum)  inspected.  Of  this 
number  96  were  passed  as  genuine,  based  on  the  British 
Pharmacopoeia  of  1898,  calling  for  morphine  to  the 
amount  of  0.75  of  one  per  cent.,  a  variation  between  the 
limits  of  0.70  and  0.80  per  cent,  being  allowed.  The 
new  standard  of  the  B.P.  calls  for  one  per  cent,  of 
anhydrous  morphine,  but  the  Canadian  Adulteration 
Act  has  not  yet  been  changed  to  meet  the  latest  re- 
quirements. 

Of  23  samples  declared  illegal  in  the  present  inspec- 
tion, three  were  notably  deficient  and  four  contained 
a  notable  excess  of  morphine.  One  contained  only  0.19 
per  cent.,  while  another  contained  1.48  per  cent. 
It  is  a  well-known  fact  that  if  the  strength  is  too  great, 
the  patient  is  endangered,  while,  when  too  weak,  the 
physician  is  unable  to  secure  the  results  desired.  The 
report  says:  "In  most  instances  the  vendor  gave  the 
name  of  a  manufacturer,  but  careful  enquiry  proves 
that,  in  a  majority  of  these  cases,  the  manufacturer 
had  furnished  an  opium  concentrate,  of  assayed 
strength,  from  whicli  the  retail  vendor  prepared  his 
tincture.  I  have  caused  several  of  these  concentrates 
to  'be  examined,  and  in  every  case  have  found  them  to 
be  as  represented  by  the  manufacturer.  They  are 
usually  from  five  to  seven  times  as  strong  as  the  tincture, 
and  directions  are  furnished  for  dilution  so  as  to  pre- 
pare the  pharmacopoeial  tincture.  This  dilution  being 
done  by  the  retailer,  it  would  evidently  be  improper  to 
hold  the  manufacturer  of  the  concentrate  responsible 
for  the  character  of  the  tincture  as  sold.  The  concen- 
trate referred  to  is  not  strictly  a  pharmacopoeial  pre- 
paration, but  when  it  is  correctly  assayed  and  labeled, 
it  is  a  very  desirable  and  convenient  material  for  the 
preparation  of  a  tincture.  Responsibility  for  the  quality 


14 


THE  RETAIL  DRUGGIST  OF  CANADA. 


December,  1915 


of  the  tincture  must  rest  with  the  vendor,  and  if  through 
evaporation  of  the  solvent  or  inaccuracy  in  measure- 
ment, he  sells  a  tincture  either  too  weak  or  too  strong 
in  morphine,  the  blame  cannot  be  shifted  to  the  manu- 
facturer of  a  concentrate." 

•     •     • 

A  Mix-up  in  A  funny  situation  exists  at  the 

Standards  for  present    time    in   regard   to   the 

Certain  Drug  Lines,  manufacture  of  certain  drug 
lines,  the  standards  of  which  were 
changed  in  the  British  Pharmacopoeia  of  1914,  but  the 
standards  of  which  are  still  defined  in  the  Adulteration 
Act  of  the  Dominion  as  in  the  B.P.  of  1898 — which  is 
the  only  edition  recognized  by  the  Adulteration  Act. 
Which  standard  are  manufacturers  and  retail  druggists 
to  be  governed  by? 

In  the  ease  of  laudanum,  a  report  on  the  inspection 
of  which  has  just  'been  issued  by  the  Inland  Revenue 
Department  at  Ottawa,  the  B.P.  of  1898  calls  for  mor- 
phine to  the  amount  of  0.75  of  one  per  cent,,  and  the 
new  pharmacopoeia  for  one  per  cent.  Certain  samples 
inspected  meet  the  requirements  of  the  new  standard 
for  the  article,  yet  in  a  strictly  legal  interpretation 
they  are  adulterated,  since  the  edition  of  1898  is  the 
only  legal  standard  for  Canada.  They  have  been  re- 
garded, however,  as  meeting  the  intentions  of  the  Act 
and  treated  accordingly. 

With  the  standard  as  set  down  by  the  B.P.  of  1898, 
really  legal  in  Canada,  and  the  standard  under  the 
Pharmacopoeia  of  1914  having  to  be  accepted  by  the 
very  nature  of  things,  the  article  as  manufactured  by 
different  firms  may  vary  to  a  considerable  extent  in  the 
amount  of  morphine  it  contains.  The  same  thing  holds 
true  with  other  lines  defined  by  the  Adulteration  Act 
and  changed  in  the  B.P.  last  year.  It  is  certainly  a 
funny  mix-up. 


Standards  of  B.P. 
of  1914  will 
Be  Accepted. 


Since  the  above  was  written,  a 
ruling  has  been  obtained  by  The 
Retail  Druggist  from  the  Inland 
Revenue  Department  at  Ottawa 
in  regard  to  which  standard  should  be  observed  in  the 
manufacture  of  laudanum  and  other  lines  defined  by 
the  Adulteration  Act,  the  standards  of  which  were 
changed  in  the  B.P.  of  1914.  It  is  stated  that  the 
British  Pharmacopoeia  of  1914  may  be  accepted  as 
the  standard. 

"It  is  proposed,"  states  the  Department,  "with  the 
consent  of  Parliament  at  its  approaching  session,  to 
make  an  amendment  to  the  Adulteration  Act  whereby 
recognition  of  the  1914  edition  will  be  legalized,  and, 
in  the  meantime,  the  standard  thereby  defined  will  be 
accepted." 

It  is  regrettable  that  the  present  Adulteration  Act 
makes  any  special  mention  of  any  particular  edition  of 
the  B.P.,  since  it  is  in  the  nature  of  things  that  the 
Doniinion  standard  should  change  with  each  later 
edition  of  the  Pharmacopoeia.  There  is  need  for  an 
amendment  to  the  Act  at  as  early  a  date  as  possible 
and  it  should  be  read  so  that  when  the  Pharmacopoeia 
changes  again  there  will  not  be  another  mix-up  in 
standards  or  any  need  for  amendments  to  the  Act. 


Drug  Store 
Service  that  is 
Not  Paid  For. 


The  retail  druggist  renders  a 
good  deal  of  service  for  which 
he  receives  no  remuneration,  or 
at  least  no  direct  remuneration 
although  it  frequently  comes  back  to  him  in  the  form 
of  increased  trade.     Such  free  service  is  not  confined 


to  the  sale  of  postage  stamps  or  the  use  of  directories 
and  such  like.  He  frequently  gives  service  of  a 
professional  nature,  guarding  the  welfare  of  customers 
in  a  way  that  is  not  appreciated  as  it  .should  be  by  the 
general  public. 

It  is  not  an  unheard-of  thing  by  any  means  for  the 
druggist  to  discover  a  flaw  in  a  doctor's  prescription 
and  by  correcting  it  (after  consultation  with  the  doc- 
tor, of  course)  render  a  service  that  may  mean  much 
to  the  eustoiner.  And  there  are  other  ways  in  which 
he  renders  service  of  value.  Recently  when  the  writer 
was  in  a  drug  store,  a  customer  asked  for  iodine.  The 
druggist,  ever  on  the  watch  to  protect  customers  against 
possible  mistakes,  inquired  as  to  what  it  was  to  be 
used  for.  The  customer  replied  that  it  was  for  a 
gargle  for  the  throat.  The  druggist  then  inquired  as 
to  whether  the  customer  was  not  mistaken  as  to  the 
article  desired.  On  enquiry  it  was  found  that  the  doc- 
tor had  prescribed  iodine,  but  as  to  just  how  it  was  to 
be  used  the  customer  was  hazy.  Of  course,  it  had 
to  be  well  diluted  for  gargling.  As  to  just  how  it 
might  have  been  used  or  with  what  the  results,  if  the 
druggist  had  not  been  watchful  of  the  customer's 
interests,  it  is  difficult  to  say. 

Yet,  similar  service  of  a  professional  nature  is  being 
rendered  every  day  by  druggists  without  direct  re- 
imiiieration,  while  physicians  get  paid  highly  for  ser- 
vice of  the  same  nature.  It  doesn't  seem  quite  fair, 
although  there  is  some  consolation  in  the  fact  that  a 
valuable  service  to  humanity  is  being  performed  and 
that  a  certain  number  of  customers  do  appreciate  it. 

It  is  one  of  the  arguments  as  to  why  physicians 
should  not  dispense  their  own  prescriptions.  Most 
druggists  understand  enough  about  prescriptions  and 
medicines  to  recognize  any  errors  and  thus  there  is  a 
cheek  against  mistakes  when  prescriptions  are  sent 
to  the  druggist  to  be  filled  that  is  a  valuable  protection 
to  the  public. 


A  Sign  of  The    merchant    who    thinks    he 

Disintegration.  knows  everything  about  his  busi- 

ness that  it  is  possible  to  learn  is 
usually  he  whose  business  is  no  larger  to-day  than  it 
was  yesterday  or  the  day  he  started.  And  so  it  will  be 
until  he  discovers  that  the  more  he  really  knows  the 
more  there  is  for  him  to  learn. 

This  principle  is  as  true  in  business  as  in  science. 
The  ignorant  man  is  he  who  "knows  it  all." 
Business  building  is  one  of  the  most  interesting  and 
fascinating  games  in  the  world  to  those  who  are  daily 
conceiving  new  ideas  and  seeking  newer    and    better 
methods. 

•    •    • 

Stir  Up  a  Little  A  Canadian  dealer  recently  re- 
Competition  Among  lated  to  the  writer  how  he  had 
^^^^^^-  stimulated  sales  to  a  considerable 

extent  by  stirring  up  a  little  com- 
petition  among  his  clerks  in  the  matter  of  sales  By 
means  of  the  cash  register  and  the  counter  check  books 
each  clerk's  sales  were  kept  track  of  separately  and 
totalled  up  at  the  end  of  the  week  and  announced  He 
stated  that  immediately  the  plan  was  inaugurated  he 
could  notice  his  clerks  putting  forth  a  greater  effort 
to  make  sales,  because  no  one  cares  to  be  last  in  any 
contest.  As  a  further  stimulant  to  effort,  a  small  prize 
—such  as  a  box  of  candy— was  offered  to  the  one  mak- 
ing the  best  showing  each  week. 

That  the  clerks  took  a  genuine  interest  in  the  com- 
petition each  week  was  shown  by  the  fact  that  while 
at  first  the  totalling  up  of  sales  was  left  until  Monday 
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morning  the  clerks  asked  that  results  be  given  on  Sat- 
urday night — which,  of  course,  was  easily  arranged. 

The  result  of  this  competition  was  that  sales  were 
considerably  increased  and  clerks  made  better  sales- 
men, because  they  gave  thought  and  study  as  to  how 
they  might  increase  sales. 

It  is  certainly  good  business  to  stir  up  a  little  com- 
petition among  clerks  in  some  such  way.  Another  plan 
is  to  have  a  competition  among  clerks  to  see  which  one 


can  sell  the  most  of  one  particular  line  in  a  week.  It 
is  wonderful  how  a  little  friendly  rivalry  between 
clerks  will  stimulate  them  to  greater  action  and  help 
swell  the  store's  sales. 


A  druggist  wants  to  know  what  kind  of  tape  should 
be  dispensed  on  a  verbal  order  for  "five  cents'  worth 
of  red  percipe  tape."  See  other  amusing  and  puzzling 
ordera  on  our  "Puzzlers"  page  this  month. 


Brief  Editorial  Comment  on  Business  Topics 


By  THE  SCRIBE 


You  can't  very  well  dodge  the  toll  gates  on  the  road 
to  Success. 


•    •    • 


Price  cutting  is  not  always  intentional.     Sometimes 
it  occurs  through  ignorance  of  costs. 


You  can 't  borrow  money  at  the  bank  on  your  oppor- 
tunities, but  you  can  on  what  you  make  out  of  them. 


of  sizing  people  up  by  a  little  study.     It  is  something 
worth  studying. 

•     •     • 

"When  I  went  to  college,"  says  a  successful  drug- 
gist, "I  studied  hard  so  as  to  be  able  to  stand  high.  In 
the  same  way,  I  make  a  study  of  my  business,  so  as  to 
make  a  success  of  it.  I  study  my  goods  so  as  to  be  able 
to  sell  them  in  an  intelligent  manner,  as  well  as  the 
best  plans  of  building  up  a  large  and  profitable  trade." 


An  exchange  has  an  article  headed  "Selling  Women." 
We  didn't  know  that  women  were  being  offered  for 

sale. 

•  •    • 

Reduce  the  amount  of  lost  motion  in  your  store 
work.     Study    the    elimination   of   unnecessary    steps 

and  motions. 

•  •     • 

Most  customers  come  into  the  store  with  a  definite 
purpose  and  that  is  to  buy  goods.  Make  it  just  as 
easy  as  possible  for  them  to  carry  out  their  intentions 
to  the  fullest  extent. 


It  doesn't  cost  anything  to  be  courteous.  Greet 
customers  with  a  smile.  If  you  are  not  too  busy  open 
the  door  for  a  customer  entering  or  leaving  the  store. 
Don't  forget  to  say  "thank  you." 


Is  your  store  the  best  drug  store  in  your  town?  If 
not,  why  not  ?  If  it  is  not,  have  you  put  forth  your  best 
effort  to  make  it  so?  Why  is  the  other  fellow  ahead 
of  you?  Have  you  made  a  study  of  his  methods? 
Don't  you  think  there  is  a  possibility  of  you  making 
your  store  the  best  one  in  town  from  your  own  and 
also  your  patrons'  viewpoint?  Are  you  not  going  to 
make  an  attempt  to  make  it  so  ? 


It  is  a  good  plan  to  have  all  the  sales  staff  concen- 
trate their  attention  on  some  one  line  for  a  given  period. 
Many  dealers  have  found  it  productive  of  good  results, 
especially  when  a  little  friendly  competition  in  the 
matter  of  selling  the  largest  amount  is  stirred  up 
among  clerks.  It  is  well  to  have  a  short  conference 
of  clerks  before  the  sale,  so  as  to  get  the  strongest 
arguments  possible  to  promote  the  sale  of  the  line. 


It  is  good  business  for  the  country  dealer  to  know 
something  of  the  personal  affairs  of  customers.  To 
enquire  about  the  health  of  a  relative,  to  ask  how  the 
baby  is  getting  on,  to  comment  on  a  new  horse  or  ask 
if  the  new  verandah  is  finished,  are  all  things  that 
will  bind  customers  closer  to  the  store. 


In  handing  back  a  customer's  change,  don't  drop 
it  on  the  counter  but  place  it  in  the  customer's  hand. 
I  saw  a  lady  take  much  time  and  dirty  a  glove  trying 
to  pick  a  nickel  off  the  top  of  a  show  ease  the  other 
day.  It  would  have  been  just  as  easy  for  the  clerk  to 
place  it  in  her  hand. 

•     •     • 

Make  a  study  of  customers  so  that  you  will  be  able 
to  size  them  up  when  they  enter  your  store  and  be 
able  to  tell  the  character  of  approach  that  should  be 
used.  You  can  tell  to  a  large  extent  by  their  appear- 
ance, but  it  is  wonderful  what  you  can  do  in  the  way 


The  open  season  for  thermometers  has  arrived.  Why 
is  it  that  nobody  pays  attention  to  the  weather  so 
long  as  it  behaves  itself,  but  once  let  the  mercury  get 
a  good  start  to  the  bottom  of  the  tube  and  every  re- 
sponsible householder  immediately  wants  to  know  just 
how  far  it  is  going.  The  moment  father  begins  to 
make  a  noise  like  getting  in  coal,  it  is  time  to  bring 
the  thermometer  out  of  its  retirement.  Put  themright 
out  to  the  front  where  they  vdll  be  seen. 


THE  BOMANOE  OF  BUSINESS 
^  Andrew  Camegie 

IF  a  joung  man  does  not  find  romance  in  his  business, 
it  is  not  the  fault  of  the  business,  but  the  fault 
of  the  young  man. 
Business  is  not  all  dollars.    These  are  but  the  shell 
— the  kernel  lies  within  and  is  to  be  enjoyed  later,  as 
the  higher  faculties  of  the  business  man,  bo  eonstaatly 
called  into  play,  develop  and  mature. 
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Cash  in  to  the  Full  on  Christmas  Business 

Good  opportunities  for  Xmas  business  and  it  should  he  gone  after 
in  a  real  aggressive  manner  —  Need  for  effort  on  the  last  lap. 


WE  are  again  in  the  midst  of  the  harvest  season  of 
the  business  year.  There  is  no  period  of  the 
whole  twelve  months  when  greater  opportunities 
for  trade  are  present.  During  the  few  weeks  previous 
to  the  year's  great  festive  occasion  more  money  i< 
spent  by  the  general  public  than  during  any  other 
period  of  equal  length,  and  an  important  feature  in 
regard  to  it  is  that  money  is  spent  in  a  freer  manner 
than  at  any  other  time.  The  Christmas  spirit  blos- 
soms forth  in  full  glory  each  year,  prying  open  the 
pocket-book  of  even  the  tight-wad,  and  creating  a  big 
annual  Irade  to  the  retailer  that  is  enormous  in  volume. 

There  is  no  mistaking  the  fact  that  big  business  is 
present  during  the  last  month  of  the  year.  It  makes 
itself  felt  in  every  shop,  but  the  greatest  share  is  se- 
cured by  the  dealer  wbo  makes  a  real  live  bid  for  it. 
It  therefore  behooves  the  dealer  to  go  after  business 
from  now  until  the  end  of  the  year  in  the  mosit  aggres- 
sive manner.  He  does  not  want  to  be  content  with  just 
that  portion  that  may  happen  to  drift  his  way,  but  put 
forth  an  effort  to  gather  in  every  nickel's  worth  that 
he  possibly  can.  A  full  head  of  steam  should  be  main- 
tained in  the  business  machine  and  every  department 
of  business  getting  kept  keyed  up  to  the  high  speed 
mark.  Windows  should  be  worked  to  the  limit  with 
able  assistance  from  advertising,  and  backed  up  by  the 
whole-hearted  support  of  the  selling  staff.  The  injec- 
tion of  a  little  enthusiasm  into  the  clerks  will  mean 
much  in  the  final  reckoning  and  you  cannot  expect 
clerks  to  show  enthusiasm  unless  you  have  a  high 
degree  of  it  yourself. 

So  throw  yourself  into  the  campaign  for  Christmas 
business   with    all   the    enthusiasm   you    can    muster. 


Nearly  every  dealer  will  need  to  wind  up  the  year  with 
a  grand  finale  in  order  to  bring  total  sales  up  to  the 
mark  he  would  like,  so  that  there  is  good  reason  for 
fighting  a  good  fight  for  Xmas  business.  Do  not  be 
afraid  of  a  little  extra  work.  The  satisfaction  of 
accomplishing  what  you  set  out  to  accomplish  will 
overshadow  all  remembrance  of  the  little  extra  work 
it  necessitated,  not  to  mention  anything  of  what  it 
is  going  to  mean  to  total  sales  and  the  profit  balance 
when  the  books  are  balanced  for  the  pear. 

Speed  Up  on  Home  Stretch  this  Year 

More  than  ever  this  year  it  is  well  that  the  dealer 
speed  up  on  the  home  stretch.  Just  as  the  majority  of 
retailers  have  put  off  their  buying  this  year  until  the 
last  minute,  so  has  it  been  with  the  consuming  public 
in  regard  to  their  Xmas  purchases.  Eleventh-hour 
buying  is  going  to  be  much  in  evidence  this  year  and 
taking  his  cue  from  the  fact,  the  retailer  should  go 
strongly  after  trade  during  the  last  period  of  the 
campaign. 

So,  from  now  until  the  passing  of  Christmas,  the 
dealer  should  make  a  noise  as  if  he  were  the  personal 
agent  of  Kris  Kringle  and  the  guy  that  put  the  claws 
in  Santa  Claus.  The  time  to  go  after  business  strong 
is  when  business  is  the  most  easily  ohtained.  That 
time  is  now  present  and  the  full  force  of  selling  agents 
should  be  kept  in  play. 

The  demand  for  goods  is  not  a  set  quantity  by  any 
means,  but  can  be  increased  to  a  considerable  extent 
by  intelligent  merchandising  methods.  There  is  no 
season  in  which  this  is  more  true  than  the  one  we  are 
now  in  the  midst  of,  and  it  behooves  the  dealer  to  put 
forth  his  best  effort  to  cash  in  on  it  to  the  full. 


SUITABLE  ARTICLES  FOR  XMAS  GIFTS 

Books 

Lines 

That  Should  Be 

Featured  By  The  Druggist 

Chocolates 

Memo  books 

Sporting  goods 

Bill  books 

Diaries 

Magic  Lanterns 

Stationery 

Brass  goods 

Fancy  baskets 

Mirrors 

Songs 

Brushes 

Fancy  trays 

Music  Rolls 

Shaving  sets 

Cameras 

Fountain  pens 

Novelties 

Silver  Goods 

Cards 

Flashlights 

Playing  cards 

Scissors 

Cutlery 

Games 

Photo  supplies 

Toys 

Calendars 

Greeting  cards 

Photo    enlargements 

Toy  books 

China 

Handbags 

Post  cards 

Thermometers 

Cut  glass 

Hot  water  bottles 

Perfume 

Thermos  bottles 

Cigars 

Inkstands 

Pictures 

Toilet  preparations 

Card  cases 

Jewel  cases 

Pennants 

Tree  novelties 

Candlesticks 

Jewelry 

Pipes 

Tobacco  pouches 

Candle  shades 

Leather  goods 

Razors 

Vases 

Cuff  boxes 

Magazines 

Razor  strops 

Work  boxes 

Collar  boxes 

Manicure  sets 

Sewing  sets 

Xmas  novelties 

Cards 

Military  brushes 

Smokers'  sets 

Xmas  bells 
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Practical  Suggestions  For  Promoting  Xmas  Goods  Sales 


Ideas  that  the  retail  druggist  cart  use  to  ad- 
vantage in  his  bid  for  Christmas  business. 


SOME  motion  feature  is  a  good  thing  to  have  in 
your  store  at  Xmas  time  to  attract  attention. 
It  is  so  desirable  that  many  merchants  pay  con- 
siderable money  to  get  some  mechanical  figure  to  place 
in  the  window  or  interior  each  year.  Here  is  a  plan 
for  a  revolving  show  card  rack  entirely  operated  by 
the  heat  waves  from  the  furnace.  It  was  used  by 
a  dealer  in  Nova  Scotia  last  year. 

An  old  bicycle  wheel  is  made  use  of  in  the  con- 
trivance. It  is  suspended  some  distance  down  from  the 
ceiling,  and  has  vanes  made  of  cardboard  interwoven 
with  the  spokes.  The  heat  waves  catch  these  and  cause 
the  wheel  to  rotate.  The  wheel  is  on  roller  bearings, 
so  that  it  rotates  easily. 

Triangular  sheets  pf  cardboard,  advertising  various 
lines  of  goods,  are  nailed  around  the  entire  rim  of  the 
wheel.  Being  in  continual  motion  they  attract  atten- 
tion, and  accordingly  receive  more  notice  than  if  they 
were  stationary. 

Not  only  does  the  moving  wheel  serve  to  catch  the 
customer's  eye,  but  if  it  is  going  slowly  the  proprietor 
knows  that  the  furnace  needs  attention,  when,  other- 
wise, in  the  rush  of  work  he  might  not  notice  that 
the  store  was  getting  cold. 

This  idea  can  be  extended  if  desired.  By  means  of 
belts  a  number  of  these  could  be  operated  from  the 
main  wheel,  or  additional  registers  could  be  used  for 
rotating  signs  in  different  parts  of  the  store,  or  in  the 
windows.  No  doubt  this  original  idea  will  be  found  of 
interest  and  value  by  other  dealers. 


A  CENTRAL  FEATURE  TO  ATTRACT  CHILDREN 

We  reproduce  here  a  central  feature  for  either 
a  window  or  interior  display  that  will  appeal 
particularly  to  the  children.  It  is  taken  from  the 
Butler  Way,  and  shows  a  double  circular  platform. 


Central  feature  that  wiU  catch  the  eye  of  both  chUdren  and  adults. 
Read  of  its  construction  in  acccompanyinK  article. 

with   a  snow   man   standing   on   the   top.    Make   the 
snow  man  by  stuffing  out  a  large  grain  sack  with  waste 
paper  and  drawing  it  in  with  a  cord  for  the  waist. 
Make  the  head  out  of  a  smaller  sack. 
Cover  the  head  and  body  with  a  layer  of  cotton 


batting  put  on  smooth.  Make  up  rolls  of  the  batting 
for  the  arms  and  attach  to  the  body.  The  hands, 
feet,  nose  and  ears  are  made  out  of  separate  rolls  of 
cotton.  For  the  mouth  paint  a  black  strip  or  use 
a  piece  of  black  cloth.  For  the  eyes  use  two  black 
buttons. 


AN  XMAS  WINDOW  SHOWING  FIREPLACE 

The  old  custom  of  hanging  the  Xmas  stocking  in 
front  of  the  fireplace  furnishes  a  good  idea  for  a  cen- 
tral feature  that  will  catch  the  eye  of  the  younger 
generation  and  remind  grown-ups  that  Christmas  is 
fast  approaching.  The  fireplace  may  be  constructed 
out  of  old  packing  cases  and  covered  with  brick  paper 
or  can  be  built  with  suitable  package  goods.  If  you 
want  to  represent  a  fire,  put  an  electric  light  under 
red  tissue  paper  and  cover  it  with  charred  sticks  of 
wood.  Two  Xmas  stockings,  one  at  either  side  of  the 
fireplace,  are  filled  with  Xmas  goods  and  a  Xmas  tree 
may  be  used  at  one  side  and  Xmas  goods  placed  on  it. 
The  tree  can  be  illuminated  by  small  electric  lights 
of  various  colors.  Suitable  goods  may  be  placed  in 
the  foreground. 


SKATING  DOLL   IN  WINDOW 

A  good  mechanical  feature,  representing  a  skating 
doll,  will  make  a  good  window  feature.  The  scheme 
is  very  easily  arranged  and  yet  can  be  worked  so 
effectively  as  to  make  the  illusion  almost  perfect. 
Fasten  an  old  bicycle  wheel  to  the  ceiling  of  the  win- 
dow and  connect  it  up  with  a  heavy  cord  belt  running 
over  pulleys  to  an  electric  motor. 

Directly  below  this,  on  the  floor  of  the  window, 
place  a  large  mirror  flat  and  bank  up  around  this 
high  piles  of  cotton  sprinkled  with  diamond  dust.  Also 
sprinkle  diamond  dust  on  the  mirror  to  represent  ice. 

Then  suspend  the  doll  on  a  thin  wire  or  piece  of 
black  thread  from  a  spoke  of  the  wheel.  Cut  skates 
for  the  doll  out  of  pieces  of  tin.  These  should  just 
clear  the  mirror.  When  the  wheel  revolves  slowly 
the  doll  will  skate  around  in  different  evolutions  and 
give  the  appearance  of  actually  skating. 

Dress  the  doll  in  furs  or  some  other  Christmas  cos- 
tume. This  skating  effect  can  be  made  a  part  of 
almost  any  Christmas  window  trim. 


Now  is  the  time  to  collect  in  your  outstanding  ac'-' 

enunt?  ajid  get  your  bank  account  in  shape  for  the 

winter  months. 

•     •     • 

If  you  are  sending  out  calendars  this  year,  for 
goodness  sake  see  that  they  arrive  in  customers'  homes 
in  proper  condition.  Last  year  we  received  a  beauti- 
ful and  expensive  calendar — at  least  it  had  been  when 
mailed — but  it  reached  us  in  very  bad  condition  and 
had  to  go  into  the  waste  paper  basket.  When  you 
pay  good  money  for  calendars,  don't  spoil  their  ad- 
vertising value  by  having  them  reach  customers  in  9 
torn  or  mutilated  state. 
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Make  Good  Use  of  Window  in  Xmas  Sales  Campaign 

Window  is  important  factor  in  Christmas  campaign,  and  atten- 
tion-compelling and  sales-creating  displays  should  be  maintained 


THE  show  wiudow  is  one  of  the  most  important 
selling  agents  that  the  retailer  has  at  his  dis- 
;  posal  at  any  time,  but  especially  is  this  true  dur- 
ing the  Xmas  campaign,  and  particularly  during  .the 
latter  stage  of  it.  It  allows  a  big  range  of  seasonable 
lines  to  be  presented  prominently  to  the  purchasing 
public  at  a  time  when  they  are  in  a  most  receptive 
mood,  and  when  results  should  accordingly  be  the 
largest.  It  behooves  the  dealer  to  make  good  use  of 
this  important  branch  of  business  getting.  It  is  one 
of  the  cheapest  and  best  selling  agents  that  the  average 
dealer  has. 

Change  Displays  Often 

If  maximum  results  are  to  be  secured,  displays 
should  be  changed  often  during  the  last  lap  of  the 
campaign.  Especially  is  this  true  this  year  as  there 
will  be  a  good  deal  of  late  buying.  The  dealer  should  put 
forth  his  best  effort  to  make  the  most  of  this  eleventh- 
hour  business,  and  frequent  change  of  displays,  so  as 
to  bring  as  big  variety  of  goods  as  possible  to  the 
attention  to  customers,  will  prove  an  important  factor. 


The  more  goods  you  can  present  to  customers  in  an 
attention-compelling  manner,  the  larger  will  be  your 
sales.  So  change  your  displays  frequently  and  put 
thought  and  study  into  their  arrangement. 

Send  in  Photographs  of  Your  Displays 

Practical  suggestions  for  arranging  Xmas  displays 
were  given  in  our  last  issue  and  are  followed  up  by 
additional  hints  and  good  illustrations  this  month. 
The  trimmer  would  do  well  to  study  these,  add  his 
own  ideas  to  them,  and  then  put  forth  his  best  efforts 
to  turn  out  attention-compelling  and  sales-creating 
displays. 

We  would  like  to  secure  photographs  of  good  Xmas 
windows  for  reproduction  in  this  journal,  and  would 
appreciate  it  if  readers  would  send  in  their  special 
Xmas  windows.  When  you  have  your  real  "Xmas" 
display  in  shape,  have  it  photographed  and  send  it 
along  to  us,  with  a  short  description  and  the  name 
of  the  trimmer.  Address  photographs  to  the  editor 
of  The  Retail  Druggist,  32  Colborne  St.,  Toronto. 


A  TTRACTIVK  window 
'^*-  display,  with  scenic 
barltpround  ixnd  other  in- 
teresting features,  ar- 
ranjired  in  the  store  of 
James  Findlay,  Calgary, 
Alberta. 


W^ 


/'ELL  balanced  dis- 
play of  Xmas  lines 
in  the  store  of  an  Ontario 
dealer.  Note  the  back- 
ground arrangement. 
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HOW  SCENIC  BACKGROUND  CAN  BE  ARRANGED 

A  good  background  can  be  made  to  make  a  window 
more  attractive.  Here  is  a  plan  for  producing  a  scenic 
effect  which  will  be  very  Christmassy.  Make  a  circle 
of  cardboard  about  three  feet  in  diameter  and  cover 
it  with  red  crepe  paper  or  red  flannel,  being  sure 
that  the  covering  is  put  on  neatly.  Fasten  this  to  the 
background  in  the  centre  of  the  place  for  the  border. 

The  border  should  be  about  15  or  18  inches  wide,  of 
green  crepe  paper  or  some  suitable  cloth  material.  This 
can  be  pinned  to  the  background.  Care  should  be 
taken  to  do  this  work  neatly. 

Then  mount  in  the  centre  of  the  circle  some  suitable 
scene  effect.  You  may  get  this  out  of  a  framed 
picture.  Then  place  a  row  of  cotton  icicles  over  the 
top  of  the  border  and  on  top  of  the  picture  and  another 
row  along  the  border  under  the  picture.  Finish  the 
effect  by  pinning  a  band  of  red  ribbon  along  the  edge 
of  the  border,  making  it  match  the  edge  of  the  picture. 

A  background  that  will  interest  the  children  is  made 
by  representing  a  Santa  Claus  going  down  a  chimney 
with  a  bundle  on  his  back.  The  dummy  is  made  by 
covering  a  packing  box  with  brick  paper.  A  cut-out 
or  figure  to  represent  Old  Kris  can  be  shown  in 
the  position  of  going  down  the  chimney.  The  back- 
ground can  be  made  of  black  with  cut-outs  to  represent 
the  moon  and  stars.  These  openings  can  be  covered 
with  yellow  tissue  paper  and  the  lights  from  the  store 
interior  will  produce  an  effective  evening  scene.  Gilt 
stars  may  be  pasted  on  the  black  background. 


to  it  if  it  hasn't.  When  people  are  abroad  in  quest 
of  goods  suitable  for  Christmas  gifts  they  have  their 
eyes  about  them.  They  are  looking  for  the  store  with 
the  Christmas  appearance,  and  they  no  more  see  the 
store  with  the  everyday  characteristics  than  the  moth 
does  the  unlighted  candle. 

If  the  best  results  are  to  be  obtained  every  part  of 
the  store  should  be  given  as  distinctive  a  Christmas 
air  and  appearance  as  ingenuity  can  devise.  And  if 
there  is  any  place  in  the  store  to  which  this  distinctive 
appearance  should  be  given  it  is  the  window. 

Don't  be  Afraid  of  Innovations 

Don't  be  afraid  of  innovations.  Think  out  ways  and 
means  of  devising  and  introducing  them.  Confer  with 
your  clerks  and  encourage  them  to  put  their  thinking 
powers  into  operation.  The  more  that  are  co-operating 
with  one  end  in  view  the  better,  naturally,  will  be  the 
ultimate  results. 

Put  youi-self  in  your  customer's  place.  And  w'hile 
you  are  in  his  place  study  your  stock  and  its  arrange- 
ment and  see  if  it  attracts  you.  Then,  still  as  a  cus- 
tomer, take  a  turn  about  town  and  see  if  other  dealers' 
stores  are  more  inviting  than  your  own.  Even  if  you 
return  persuaded  that  the  contrary  is  the  case,  you  will 
in  the  meantime  have  gathered  some  hints  and  picked 
up  some  ideas  that  can  be  turned  to  good  account. 

One  thing  is  certain:  The  holiday  trade  is  there  for 
the  retail  dealer  who  goes  after  it.  And  the  sooner 
the  dealer  begins  to  make  his  plans  for  getting  after  it 
the  better. 


CHRISTMAS  ATMOSPHERE  IN  THE  STORE 

But  suitable  goods  will  not  alone  bring  about  a  suc- 
cessful Christmas  gift  sale.  The  store  must,  possess  a 
Christmas  atmosphere.     Few  people  will  be  attracted 


How  much  do  you  lose  in  bad  accounts  eaeh  year? 
Better  figure  this  up.  It  may  be  a  surprise  to  you 
and  consternate  you  a  little  when  you  remember  that 
it  must  be  added  to  vour  cost  of  doing  business. 


Display  of  cut  glass,  silverware  and  other  suitable  Xmaa  lines  that  will  give  some  hints  to  the  dealer. 
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SUGGESTIONS  FOR  XMAS  BUSINESS 


By  C   Smith 

While  the  public  are  intent  on  spending,  in  gather- 
ing gifts  for  friends  and  relations,  the  merchant  is  busy 
reaping  the  harvest  of  dollars.  Christmas  shoppers  are 
indeed  "shoppers,"  at  no  other  season  of  the  year  are 
so  many  visits  made  to  different  stores,  and  the  wise 
merchant  takes  advantage  of  this  pilgrimage  of 
strangers  within  his  gates,  for  a  surety  there  will  be 
many  who  call  who  are  not  regular  patrons  of  the 
store. 

The  windows  must  be  changed  very  often  now  so 
as  to  appeal  to  the  largest  number.  The  store  must  be 
kept  well  lit  and  the  goods  well  displayed.  Starting 
right  now  a  daily  gift  leader  would  be  advisable,  some 
moderate-priced  article,  suitable  for  gift  purposes,  sold 
at  a  real  reduction,  sold  in  fact  at  a  price  that  will 
bring  the  "wanderer"  in  to  pick  up  the  "bargain." 
Once  in  your  store  it  is  up  to  the  display  of  the  goods 
and  the  sales  force  to  enlarge  the  sale. 

Most  of  these  Christmas  buyers  have  children,  either 
of  their  own  or  of  relatives,  to  buy  for,  and  a  small 
souvenir  for  the  "kiddies"  is  .advisable.  There  are 
many  such  small  souvenirs  that  can  be  bought  at  a 
low  price,  with  your  ad.  on,  and  it  pays  to  distributp 
these  at  Christmas  time.  A  blind  sale  of  gift  packages 
has  been  worked  to  good  advantage.  The  plan  is  sim- 
ply to  take  a  number  of  articles  that  can  be  sold  at  25c.. 
or  a  small  price,  wrapped  in  various  sized  boxes  and 
parcels,  and  the  window  filled  with  these.  Place  in  the 
window  a  few  articles  of  three  or  four  times  the  value 
of  the  bulk  of  the  goods.  These  are  marked  as  also  in 
the  packages,  and  people  buy,  taking  a  chance  to  get 
something  worth  a  bit  over  the  price  paid.  Have  every 
article  worth,  at  retail,  what  is  paid  for  it.  This  plan 
cleans  up  many  of  the  odd  lots  of  goods  you  might  have 
to  sacrifice  later  on. 

Use  your  newspaper  space  liberally  now — for  this  is 
the  season  to  make  up  the  cost  of  the  former  ads.  It 
is  time  to  expand,  and  the  more  liberal  you  are  with 
publicity  the  more  certain  the  returns.  The  Christmas 
season  this  year  looks  very  bright.  It  is  sure  to  be 
profitable  to  all  if  properly  pushed,  so  keep  busy  every 
day  and  make  your  store  truly  gift  headquarters,  for, 
after  all,  there  is  not  much  that  you  have  in  stock  that 
cannot  be  given  a  holiday  "twist,"  if  you'll  use  a 
bit  of  ingenuity  and  thought  in  the  matter. 

CONDITIONS  BETTER  THAN  A  YEAR  AGO 

The  coming  Christmas  holiday  season  will  be  an 
appropriate  one  for  increasing  cultivation.  It  is  cer- 
tainly more  auspicious  than  it  was  a  year  ago.     Last 


Christmas  there  was  so  much  uncertainty  in  regard  to 
the  business  situation  that  the  average  person  was 
afraid  to  spend  a  dollar  on  Christmas  gifts,  which  he 
feared  he  might  need  for  the  necessities  of  life  before 
a  great  while.  But  now,  with  the  biggest  crop  in  our 
history  harvested  and  business  improving,  instead  of 
deteriorating,  the  same  uncertainty  in  regard  to  the 
future  no  longer  obtains.  The  flood  is  receding  and  we 
ean  see  more  dry  land. 

With  the  conditions  more  favorable,  the  time  is 
therefore  more  opportune  for  the  dealer  to  prepare  for 
the  inauguration  of  the  Christmas  holiday  trade.  And 
the  better  the  preparations  the  greater  will  be  the 
volume  of  gift  business  that  will  come  to  his  store. 

Help  from  the  Manufacturers 

In  the  manufacturers  he  will  find  sympathetic  co- 
operators.  They  not  only  want  to  sell  him  goods  in 
order  that  his  store  may  be  well  equipped  for  the 
trade,  but  they,  as  well  as  the  trade  journals,  are  will- 
ing to  offer  suggestions  of  a  helpful  character. 


USE  PLENTY  OP  SHOW  CARDS 

The  dealer  would  do  well  to  use  plenty  of  show  cards 
in  the  Xmas  campaign.  They  serve  a  double  purpose 
— not  only  adding  selling  force  to  display  but  brighten- 
ing up  displays. 

Cards  can  be  used  most  advantageously  both  in 
the  store  and  in  the  windows.  Do  not  be  afraid  of 
changing  them  too  often.  They  are  silent  salesmen 
that  do  not  cost  much  and  are  very  effective  in  results. 
Use  plenty  of  price  tickets.  Price  every  article  in  the 
windows.  There  are  merchants  who  object  to  this,  but 
the  advantages  are  much  in  excess  of  the  objections. 
It  is  important  that  goods  used  in  window  displays ' 
should  be  priced.  Should  the  display  be  a  line  of  all 
one-priced  articles,  then  one  large  card  with  the  price 
on  it  may  be  used  and  individual  price  tickets  be 
abandoned.  Should  the  articles  be  of  various  prices 
then  one  card  may  be  used  as  a  general  explanation 
and  small  price  tickets  be  used  on  each  article. 

There  is  a  moral  in  this  little  story  of  child  life. 

"Mamma,"  asked  little  three-year-old  Freddie,  "are 
we  going  to  heaven  some  day?" 

"Yes,  dear;  I  fervently  hope  so,"  was  the  reply. 

"I  wish  papa  could  go,  too,"  continued  the  little 
fellow. 

"Well,  and  don't  you  think  he  will?"  asked  his 
mother. 

"Oh,  no,"  replied  Freddie;  "he  could  not  leave  his 
business!" 


WE  reproduce  here  a 
photograph  of  a  win- 
dow display  of  Xmas 
goods  which  will  offer 
some  i^ood  suggestions  to 
trimmer  for  the  arrange* 
ment  of  one  of  his  own 
windows.  It  contained 
cut  glass,  fancy  goods, 
china,  bronze  ware,  sil- 
verware and  many  other 
things  for  gift  purposes. 
The  background  of  the 
display  was  made  of  wall 
board,  with  rive  arches 
cut  out.  It  stood  a  foot 
forward  from  the  back 
of  the  window  proper  to 
allow  for  the  shelf  above. 
It  was  painted  pink,  with 
red  cloth  hangings  and 
red  velvet  drapes.  Purple 
flowers  were  used  for 
decorations. 
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Women  do  Large  Percentage  of 
Buying 

Hints  on  how  to  get  their  trade 

THE  women  of  the  American  continent  do  more 
spending  than  the  women  of  any  other  nation. 
They  are  educated  from  childhood  in  the  art 
of  purchasing. 

Women  have  become  the  purchasing  agents  of  the 
family.  By  actual  test  among  New  York  families  it 
was  found  women  buy  48.4  per  cent,  of  all  merchandise, 
and  have  an  important  vote  in  23  per  cent,  more,  a 
total  of  71  per  cent. 

I  made  a  test  among  200  women  consumers,  asking 
them  the  points  that  actually  in  practice  guided  them 
in  their  purchases.  The  enquiry  showed  nine  influences 
shaped  their  purchases:  (1)  Reputation  of  firm;  (2) 
quality  of  goods;  (3)  economy  of  goods;  (4)  cleanliness 
of  goods;  (5)  helpfulness  of  goods;  (6)  efficiency  of 
goods;  (7)  durability  of  goods;  (8)  courtesy  of  store- 
keeper; (9)  maker's  guarantee. 

Package  Goods  and  Cost  of  Living. 

The  objection  is  often  raised  that  the  advertising 
and  packing  of  goods  is  responsible  for  the  increased 
cost  of  living.  The  problem  is  all  a  question  of  values 
in  the  consumer's  mind.  The  housewife  who  buys  pack- 
age goods  knows  the  high  quality  warrants  the  differ- 
ence in  price.  She  argues  that  package  goods  (1)  have 
greater  sanitation;  (2)  have  better  keeping  qualities; 
(3)  Tre  more  convenient;  (4)  are  less  liable  to  loss  in 
breakage;  (5)  are  more  accurately  weighed;  and  (6) 
are  of  definite  standard  and  have  identity  of  con- 
tents. 

Advertising  is  not  a  hypnotic  command  to  buy,  but 
an  intelligent  invitation  to  compare  values.  Much  read- 
ing makes  us  women  discriminating,  so  we  do  not  buy 
till  we  are  convinced.  If  you  advertisers  find  it  harder 
and  harder  to  get  us  to  buy  your  goods,  you  have  this 
consolation,  we  are  getting  less  fickle.  Give  a  woman 
a  square  deal  and  she  will  stick  to  you. 

What  Women  Want. 

"Women's  want  is  most  for  the  money  at  the  least 
expenditure  of  time  and  effort.  Intelligent  women 
to-day  standardize  their  purchases,  and  they  then  can 
purchase  with  minimum  of  time  and  effort.  "Women's 
search  is  for  dependable  goods.  "Where  there  is  de- 
pendability, the  problem  of  the  consumer  is  simplified. 
The  manufacturer's  trade-mark  offers  the  maximum 
guarantee.  The  trade  mark  involves  (1)  quality,  (2) 
name,  (3)  price,  (4)  size  and  weight,  (5)  place  of  manu- 
facture. 

The  trade  mark  is  a  guard  against  inferiority  as 
well  as  a  guide  to  excellence.  Advertising  alone  will 
not  sell  me  anything.  The  goods  must  have  merit. 
Every  time  I  read  a  misleading  advertisement  I  think 
much  less  of  all  other  advertisements. 

Price-cutting  a  Fallacy. 

If  advertising  is  to  be  successful,  you  must  cut  out 
juggling  with  prices.  Cut  prices  defeat  the  whole  pur- 
pose of  honest  advertising. 

Some  advertisers  commit  the  great  sin  of  not  studying 
the  consumer  and  her  needs.  Advertising  should  be 
adjusted  to  the  feminine  viewpoint.  "Who  will  sell  a 
woman  a  kitchen  sink  or  laundry  tub  that  will  not 
break  her  back? 

"Women  want  better  merchandise,  manufactured  un- 


der the  highest  sanitation  for  the  product  itself  and 
the  worker  who  makes  it.  "Women  are  getting  over  the 
belief  they  can  get  something  for  nothing.  Do  not 
talk  as  if  I  were  a  wax  doll,  and  would  swallow  any- 
thing you  tell  me.  Woman  is  a  born  shopper.  Don't 
talk  to  her  as  a  child. 

What  Not  to  Do.  ^ 

Don't  issue  advertising  pictures  of  a  woman  painting 
pantry  shelves  in  a  tango  frock  or  operating  a  washing 
machine  in  a  business  suit.  That  is  the  wrong  feminine 
psychology  when  you  show  an  article  operated  by  a 
prettier  woman  than  I  am.  Women  want  to  know  how 
things  operate.  It  is  the  middle-aged  woman  who  has 
skimped  and  saved  to  send  her  two  boys  to  college 
who  wants  a  washing  machine.  Advertise  it  with  a 
picture  of  a  gentleman  in  a  dress  suit  operating  it  with 
a  smile  and  she'll  buy  it. 

Study  woman 's  wants  scientifically,  give  her  honesty 
and  service,  and  she  will  make  you  rich. — Stiiff  Edi- 
tor's notes  of  an  address  on  advertising. 


PRACTICAL  HINTS  FOR  THE  CLERK 

By  The  Boss 

Remind  customers  to  purchase  sufficient  supplies  to 
tide  them  over  holidays  and  half-holidays. 

«     •     • 

Clerks  who  are  looking  for  decorations  to  brighten 
up  the  store  will  find  flowers  and  foliage  useful. 

•  •     * 

Reduce  needless  work  by  having  the  goods  called 
for  frequently  in  a  convenient  position. 

•  •     • 

Put  some  sort  of  show  card  on  your  display,  no  mat- 
ter how  clumsily  it  may  be  made,  but,  for  goodness' 
sake,  if  you  can't  make  show  cards,  start  in  now  and 

learn. 

•  *     * 

Talent  in  display,  like  talent  in  most  other  things, 
is  largely  a  matter  of  having  the  patience  to  study  and 
work  hard.  There  is  not  a  "big"  display  man  to-day 
who  has  not  worked  mighty  hard  to  get  to  the  top. 

•  •     « 

A  special  effort  should  be  made  to  attend  promptly 
to  deliveries  of  goods  ordered  by  'phone  or  letter.  Any 
store  needs  all  of  this  sort  of  business  that  can  be  had, 
and  there  is  no  better  way  to  encourage  such  orders 
than  by  making  prompt  deliveries. 

•  •     • 

In  sweeping  the  floor,  draw  the  broom  along — don't 
shoot  it  forward,  raising  clouds  of  dust. 


"Well,  my  lads,"  said  the  recruiting  lecturer,  "you 
all  saw  the  brave  fellows  go  off  to  the  war  this  morn- 
ing. Now  I  ask  you,  what  motives  are  taking  those 
men  to  the  front?" 

The  village  wit  beamed  cheerfully  from  the  back  of 
the  hall. 

"Locomotives,"  he  replied,  with  conviction. 


"Does  j'our  husband  ever  lie  to  yout" 

"Never." 

"How  do  you  know?" 

"He  tells  me  that  I  do  not  look  a  day  older  than  I 
did  when  he  married  me,  and  if  he  doesn't  lie  about 
that  I  don't  think  he  would  about  less  important  mat- 
ters." 
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Comment  on  Topics  of  Interest  to  Druggists 


By  W.  L.  EDMONDS : 


A  Report  on  Two    years    ago    the    American 

Proprietary  Pharmaceutical    Association    ap- 

Medicines.  pointed    a   commission    on    pro- 

prietary medicines.  The  first 
report  of  this  commission  was  presented  at  a  recent 
meeting  of  the  association  in  San  Francisco.  As  the 
report  is  a  voluminous  one  only  a  brief  outline  indeed 
of  its  contents  can  be  given  in  these  columns. 

The  duty  imposed  upon  the  commission  was  a  four- 
fold one.  1.  It  was  to  enquire  into  the  relation  of 
proprietary  medicines  to  pharmacy,  medicine,  and  the 
public  health.  2.  As  to  what  extent  proprietary  medi- 
cines containing  alcohol  or  habit-forming  drugs  were 
liable  to  create  an  alcohol  or  drug  habit.  3.  As  to  the 
danger  of  commonly  advertised  proprietary  medicines 
containing  patent  drugs  in  the  hands  of  the  public. 
4.  As  to  fi-audulent  advertising  of  proprietary  medi- 
cines as  cures  for  diseases  which  were  determined  in 
curable  by  medical  science. 

That  the  task  assigned  the  commission  was  no  light 
one  may  be  gathered  from  the  fact  that  there  are 
estimated  to  be  between  forty  and  fifty  thousand  pro- 
prietary medicines  in  the  United  States  without  taking 
into  account  those  put  up  by  individual  druggists  under 
their  own  name. 

In  the  report  submitted  the  commission  defines  a 
proprietary  medicine  in  its  widest  sense  as  "any  drug, 
chemical  or  preparation,  whether  simple  or  compound, 
intended  or  recommended  for  the  cure,  treatment  or 
prevention  of  disease,  either  of  man  or  of  lower  animals, 
the  exclusive  right  to  the  manufacture  of  which  is 
assumed  or  claimed  by  some  particular  firm  or  indi- 
vidual, or  which  is  protected  against  free  competition 
as  to  name,  character  of  product,  composition  or  pro- 
cess of  manufacture  by  secrecy,  patent,  copyright, 
trade-mark,  or  in  any  other  manner. 

Among  the  recommendations  of  the  commission  are 
the  following:  1.  The  preparation  must  not  be  named 
or  advertised  in  such  a  way  as  to  conceal  its  proprietary 
character  and  lead  the  purchaser  to  believe  that  it  is 
a.  simple  chemical  or  vegetable  drug  ordinarily  pur- 
chaseable  in  small  quantities  instead  of  a  proprietary 
mixture  or  substance.  2.  The  preparation  must  be  one 
which  is  regularly  offered  through  the  regular  channels 
and  thus  subject  to  inspection  by  the  regular  authori- 
ties. 3.  If  the  preparation  contains  alcohol  it  must 
be  suffi'ciently  medicated  to  prevent  its  use  as  an  in- 
toxicating beverage.  4.  If  the  preparation  is  onf 
which  is  capable  of  being  used  internally  it  must  not 
contain  cocaine,  "nor  shall  it  contain  opium  or  any  of 
its  alkaloids  or  their  derivatives,  in  greater  proportion 
than  those  specified  in  section  six  of  the  federal  law." 
0.  Remedies  for  children's  use  must  not  contain  co- 
caine, opium,  or  alkaloids.  6.  The  preparation  must 
be  of  such  character  that  it  will  not  be  liable  to  en- 
danger life  or  health  when  used  in  accordance  with 
the  accompanying  instructions.  7.  The  preparaltion 
must  not  be  recommended  as  a  cure  for  diseases  which 
are  recognized  as  incurable  or  that  require  supervision 
by  a  qualified  medical  attendant.  8.  The  preparation 
must  not  be  intended  for  immoral  or  illegal  purposes 
or  advertised  as  such. 


As  the  commission  consists  of  a  retail  druggist,  a 
manufacturer  of  proprietary  medicine,  two  drug  and 
food  government  officials  and  a  lawyer,  its  findings 
naturally  carry  weight. 


Not  Creditable  While  many  of  the  statements  which 
to  the  are   being   made   in   Toronto   befor? 

Profession.  the     Medical     Commissioner     who, 

under  instructions  of  the  Ontarij 
Government,  is  making  an  investigation  into  the  merits 
or  demerits  of  the  various  schools  of  medical  practice, 
may  prove  interesting  reading  for  the  public,  yet  they 
can  scarcely  be  termed  creditable. 

Among  the  professions  there  is  none  greater  than  that 
of  medicine.  From  the  days  of  Esculapius  down  to 
the  present  the  supreme  aim  of  the  average  medical 
man  is  to  relieve  human  suffering.  He  may  have  in  the 
early  age  of  the  profession  known  little  and  supposed 
much.  And  that  even  to-day.  notwithstanding  the 
gigantic  strides  the  profession  has  made,  particularly 
during  the  last  decade  or  two,  there  are  still  many 
things  yet  to  be  learned  regarding  the  human  frame 
and  its  ailments  no  one  realizes  more  than  the  highest 
of  medical  authorities. 

Instead  of  co-operating  to  bring  about  better  know- 
ledge and  greater  efficiency,  the  members  of  the  differ- 
ent schools  of  medical  practice  appear,  if  one  can  judge 
by  the  newspaper  reports,  to  be  more  desirous  of 
discrediting  each  other  than  discovering  a  sphere  in 
which  each  can  operate. 

Naturally,  the  confidence  of  most  of  us  goes  out  to- 
ward the  regular  medical  practitioner.  We  believe  that 
his  training  is  more  thorough  and  his  knowledge' 
wider.  But  that  there  is  some  good  in  osteopathy, 
chiropractic,  and  other  systems,  there  can  be  no  doubt. 
The  important  thing  is  to  discover  what  is  good  and 
what  training  is  necessary  in  order  that  the  good  may 
be  employed  with  proficiency  and  in  keeping  with 
■public  safety. 

Statisticians  estimate  that  the  average  human  being 
has  a  value  to  the  State  of  about  $2,500.  Whether  or 
not  that  estimate  is  even  approximately  correct  does 
not  matter.  We  all  know  that  the  average  human  life 
is  of  great  value.  It  naturally  follows,  therefore,  that 
every  legitimate  means  should  be  taken  to  protect  it 
from  the  unskilled  and  inefficient. 

The  purpose  of  the  Medical  Commision  is  to  try  and 
discover  ways  and  means  of  giving  legal  standing  to 
all  schools  of  medical  practice  which  are  worthy  of 
of  it  and  determine  the  training  necessary  to  qualify 
its  practitioners  for  the  responsibilities  to  them.  Vili- 
fication does  not  help  to  bring  this  about.  And  it 
certainly  does  not  strengthen  confidence  to  declare 
as  one  of  the  witnesses  did,  "that  we  do  not  need 
diagnosis  .  .  .  we  do  not  need  chemistry,  we  abhor 
drugs,  we  do  not  believe  in  analyzing  the  blood,  look- 
ing for  bacteria." 


To  wait  till  trade  comes  to  you  may  be  a  dignified 
way  of  running  your  business,  bui  you  will  find  it  a 
mighty  unprofitable  way. 
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Trade  Statistics  Herald  Advent  of  Better  Business 


Statistics  regarding  ian^  clearings,  commercial  loans  and 
deposits,  railu>a]f  earnings  and  trade  balance  all  corroborate 
each  other  in  evidence  of  advent  of  better  business  conditions 


By  W.  L.  EDMONDS 


THERE  is  an  old  saying  to  the  effect  that  while 
figures  may  not  lie  statisticians  sometimes  do. 
When  statistics  corroborate  each  other  it  can  be 
taken  for  granted  that  the  evidence  they  give  is  in  ac- 
cordance with  the  facts. 

As  all  the  statistics  relating  to  the  trade  and 
commerce  of  the  country  have,  during  the  last  few 
weeks,  been  corroborating  each  other  in  regard  to  the 
advent  of  better  business  conditions,  we  can,  without 
hesitation,  accept  them  as  retlecting  the  truth. 

Large  Increase  in  Bank  Clearings 

Among  the  statistics  of  different  kinds  ai)pertaining 
to  trade  conditions,  the  most  reliable  are  those  relating 
to  bank  clearings,  being  as  they  are  a  record  of  the 
actual  business  that  is  passing  through  the  banks. 

For  several  weeks  these  clearings  have  been  showing 
a  steady  improvement  until  to-day  they  are  now  uni- 
formly larger  than  they  were  for  the  corresponding 
periods  of  1914. 

The  clearings  for  October  were  $785,814,000,  com- 
pared with  $575,382,000  in  September  and  $712,723,000 
in  Oi.tober,  1914.  Not  since  January,  1913,  have  they 
been  as  large.  The  increase  was  36  per  cent,  over  Sep- 
tem'ber  and  10.2  per  cent,  over  October,  1914.  Novem- 
ber has  started  off  so  auspiciously  that  it  promises  to 
do  even  better  than  October,  as  far  as  comparison  with 
the  corresponding  month  of  the  previous  year  is  con- 
cerned, the  total  clearings  in  Canada  for  the  first  week 
being  $217,956,058,  or  29  per  cent,  in  excess  of  the 
corresponding  period  in  1914. 

Commercial   Loans  and  Deposits 

Although  commercial  loans,  according  to  the  latest  re- 
turns, in  Canada,  are  not  back  to  where  they  were  in  the 
corresponding  month  of  1914,  by  about  6Y>  P-c. ;  yet 
they  are  increasing,  being  for  September  1.7  per  cent, 
above  those  of  the  preceding  month,  and  larger  than  at 
any  time  this  year  since  February. 

That  this  is  another  indication  of  the  general  in- 
crease that  is  taking  place  in  business  is  self-evident. 
An  increase  of  a  little  over  6V2  per  cent,  in  circulation 
is  another  favorable  indication. 

The  strength  of  the  banks  and  their  ability  to  fin- 
ance the  business  of  the  country  is  revealed  by  the 
ratio  of  assets  to  liabilities  and  by  the  deposits.  The 
ratio  of  assets  to  liabilities  is  31.12  per  cent.,  which 
is  a  record,  while  the  deposits  are  $1,052,655,131,  still 
another  record.  Compared  with  a  year  ago,  these  de- 
posits show  an  increase  of  nearly  $46,000,000. 

While  rates  in  the  money  market  for  long  term 
loans  may  be  high  on  account  of  the  war,  yet  it  is  quite 
evident,  from  the  unprecedentedly  large  sums  of  money 
which  the  banks  have  on  deposit,  that  money  for  ordin- 
ary business  purposes  will  be  plentiful  at  moderate 
rates  of  interest. 

Striking  Increase  in  Railway  Earnings 

Railroad  earnings  are  on  the  whole  equally  grati- 
fying. For  some  weeks  the.se,  too,  have  been  increas- 
ing.   Every  week  in  October  showed  increases  in  the 


earning  of  the  Canadian  Pacific,  the  Grand  Trunk, 
and  the  Canadian  Northern.  In  the  first-named  the 
increase,  compared  with  the  corresponding  period  of 
1914,  showed  an  increase  of  28  per  cent,  during  the 
firet  week  of  the  month,  and  66  per  cent,  in  the  last 
week.  In  the  Grand. Trunk  the  increase  was  1.08  and 
8.5  per  cen-t.  respectively,  and  in  the  Canadian  Northern 
17.9  and  79.8  per  cent.  Complete  returns  for  the 
Gi-and  Trunk  Pacific  for  October  are  not,  at  the  time 
of  writing,  to  hand,  but  the  figures  for  the  first  week 
in  October  in  the  north  show  a  gain  of  80  per  cent, 
compared  with  the  same  period  of  a  year  ago. 

That  these  increases  in  earnings  are  largely  due  to 
the  movement  of  crops  practically  goes  without  saying. 

Up  to  the  third  week  in  October  63,-302,827  bushels 
of  grain  had  been  received  by  rail  at  the  elevators 
at  Port  William  and  Port  Arthur.  It  is  estimated  that 
up  to  the  opening  of  navigation  next  spring,  lake  and 
rail  traffic  will  have  handled  100,000,000  bushels  of 
Western  wheat  alone,  which  will  be  about  one-half  of 
the  quantity  available  for  export.  The  quantity  of 
grain  shipped  to  lake  ports  by  water  from  Port  Arthur 
and  Fort  William  from  September  1  to  October  19  was 
42,199,881  bushels,  which  is  about  one-half  the  total 
shipped  during  the  whole  of  last  season. 

But  while  the  increase  in  railway  earnings  is  largely 
due  to  the  movement  of  grain,  it  is  by  no  means  the 
only  explanation.  To  some  extent  they  reflect  the 
increased  movement  in  merchandise  generally. 

A  65  Per  Cent.  Increase  in  Grain 

That  the  threshing  operations  in  the  West  are  re- 
vealing a  harvest  of  even  larger  proportions  than 
the  preliminary  estimates  is  indicated  by  the  more 
recent  returns  of  the  Statistics  Office  at  Ottawa. 

These  figures,  which  cover  a  period  up  to  September 
30,  place  the  total  wheat  crop  of  Canada  at  336,258, 
000  bushels,  an  increase  of  108  per  cent,  over  the  pre- 
vious year.  The  yield  of  oats  was  481,000,000  busihels, 
an  increase  of  over  46  per  cent. ;  barley,  50,868,000 
bushels,  an  increase  of  over  37  per  cent. ;  rye,  2,478,500 
bushels,  an  increase  of  18V?  per  cent.;  flax,  12,604,700 
bushels,  an  increase  of  nearly  40  per  cent. 

The  total  increase  in  the  five  grains  was  347,777,700 
bushels,  or  65  per  cent. 

Although  the  root  and  fodder  crops  are  smaller  than 
last  year,  yet  they  are  estimated  by  Statistics  Office  to 
possess  a  value  of  $230,379,000,  which  is  greater  by 
.Kl 52.000  than  that  of  1914. 

At  the  Agricultural  Department.  Ottawa,  the  aegre- 
irate  value  of  all  crops  is  estimated  to  be  $2.50.000,000 
larger  than  last  year.  If  this  estimate  is  correct  it  will 
mean  a  total  value  of  $888,580,300,  compared  with 
$638,580,300  in  1914. 

A  Thirty-two  Million  Trade  Balance 

Among  the  different  statistics  relating  to  the  trade 
and  commerce  of  the  country,  none  are  more  gratify- 
ing than  those  showing  the  export  trade. 

In  view  of  the  fact  that  the  London  money  market  is 
(  Continued  on  pngt  %. ) 
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A 

Departwent 
of  Salesmanship 


Pointed  Hints  for  the  Retail  Salesman 

Br  Waltbr  D.  Moody  * 

MANY  retail  salesmen  drudge  along,  satisfied  with 
a  mere  treadmill  existence.  "Oh,  what's  the 
use?"  they  argue,  "there's  no  chance  in  a 
retail  store,  anyway."  If  there  is  no  chance  for  you 
where  you  are,  it  is  a  dead  certainty  that  you  are  mot 
suited  for  the  work  you  are  doing,  and  the  sooner  you 
get  out  and  give  someone  else  a  chance  the  sooner  will 
you  be  giving  both  yourself  and  your  employer  a  square 
deal.  As  a  rule,  the  salesman's  position  behind  the 
counter  is  a  pretty  fair  measure  of  his  capabilities. 

Cultivate  Breadth  of  Mind 

Some  salesmen  have  the  capacity  to  draw  molasses 
from  the  bunghole  in  a  barrel  without  smearing  it  over 
the  measure  and  on  the  floor ;  they  can  weigh  out  a  dol- 
lar's worth  of  goods,  and  do  it  so  well  that  the  balance 
is  a  hair's  weight  in  favor  of  the  customer;  but  if  they 
were  put  in  charge  of  the  general  order-filling  depart- 
ment, with  several  salesmen  under  them,  they  would 
fizzle  out  completely.  They  have  not  the  breadth  of 
mind  to  grasp  the  requirements  of  a  large  position,  and 
they  attempt  to  apply  their  small  conception  of  trotting 
from  the  molasses  barrel  to  the  sugar  box  to  the  more 
important  matter  of  mastering  many  details.  It  can't 
be  done ;  and  naturally  they  fail. 

As  the  retail  salesman  broadens  his  position  he  as- 
sumes new  responsibilities,  and  he  must  change  his 
viewpoint  to  fit  the  expanding  scope  of  his  greater 
undertaking.  Floaters,  lifebuoys,  and  danger  ropes  are 
all  right  for  timid  surf  bathers,  but  to  swim  out  into 
broad,  deep  water  requires  physical  courage  and  well- 
seasoned  powers  of  endurance.  Inability  to  leave  the 
shore  line  marks  the  man  who  would  better  stay  in 
close  to  shore,  where  little  boats  are  safe. 

The  Small  Calibre  Near-Salesman 

There  is  is,  oh,  so  much  for  a  salesman  to  be,  to  do, 
to  get,  to  earn,  to  try,  in  every  retail  establishment, 
that  there  is  little  excuse  and  less  hope  for  the  man 
who  says  there  is  no  chance. 

I  have  no  desire  in  my  heart  to  say  one  thing  derog- 
atory to  your  position,  no  matter  how  humble  it 
may  be. 

The  man  whom  I  am  after,  whether  he  is  at  the  five- 
cent  counter  or  taking  orders  that  run  up  into  the  hun- 
dreds, is  that  self-important,  small-calibre  "near-sales- 
man," who  so  thoroughly  neglects  his  customers  that 
they  grow  chilly  in  his  presence,  even  though  the  day  is 
hot.  Few  retail  shoppers  escape  frequent  experiences 
of  that  kind,  and  it  is  safe  to  say  that  no  one  ever  be- 
comes a  better  customer  of  the  house  where  salespeople 
of  that  stamp  are  tolerated.  The  house  may  be  a  good 
one,  but  one  goes  away  feeling  that  they  do  not  appre- 
ciate his  trade. 

♦Editor's  Note — This  article  is  talcen  from  Walter  D.  Moody's  book. 
"Men  Who  Sell  Things,"  a  book  bristling  with  stimalating  advice  to 
men  engaged  in  selling  goods.  The  writer  has  read  the  chapter  on 
"Retail  Salesmanship"  a  number  of  times,  and  has  found  it  exceed- 
ingly inspiring.  The  portion  reproduced  here  is  worth  careful  pemssl 
by  erery  elerk.     Another  portion  will  be  ;iven  in  an  early  iun*. 


Now,  if  you  "near-salesmen"  don't  like  what  I  am 
writing  about  you,  don't  look  at  me.  Get  your  eyes 
open  so  that  you  can  see  yourself — that  is  the  first 
sight  to  look  at. 

Courteous  Business-like  Attention 

What  are  you  cutting  up  about?  Putting  on  airs 
with  a  twelve  or  fifteen-dollar-a-week  position?  That's 
what  everyone  who  patronizes  your  counter  is  trying 
to  figure  out. 

Your  house  does  not  pay  you  to  strut  around  like  a 
farmyard  bantam  rooster.  All  that  your  customers 
want  from  you,  and  have  a  right  to  expect,  is  courteous, 
business-like  attention,  without  frills  of  any  kind. 

I  want  to  get  you  mad.  That's  why  I'm  using  un- 
ceremonious language  in  developing  your  picture. 
When  a  man  gets  good  and  angry  because  someone  has 
told  him  the  truth  about  himself  he  can  generally  be 
depended  upon  to  go  and  "clean  up"  in  a  thorough, 
wholesome  manner.  If  he  makes  a  good  job  of  it,  it 
won't  last  long  before  you  hear  of  him  doing  something 
of  real  account. 

No  One  Cares  for  a  "Smart"  Salesman 

I  never  saw  an  uppish  salesman  in  my  life  in  whose 
salesmanship  I  had  any  confidence.  A  "smart"  gales- 
man  is  a  man  whom  no  one  cares  to  have  much  to  do 
with. 

When  a  man  becomes  inoculated  with  the  germs  of 
true  salesmanship  he  gets  it  in  his  blood,  muscles,  head, 
and  soul,  all  over  from  head  to  foot,  and  it  makes  a 
sensible,  industrious  man  of  him. 

Carry  a  smile  through  your  work.  Whenever  a 
salesman  cannot  be  sunshiny  with  his  customers  he  is 
in  need  of  a  liver  tonic. 

"Pleased  is  he  who,  having  found  his  own  work, 
clutches  it,  clings  to  it,  directly,  consecutively,  and 
always. ' ' 

Secret  of  Accomplishment 

Therein  lies  the  secret  of  accomplishment.  When  a 
salesman  has  little  or  no  conception  of  the  obligations 
his  position  imposes  upon  him,  to  say  nothing  of  lack 


ADVISE  CLERKS  TO  BEAD  TRADE  PAPERS 

THE  Regina  Trading  Comipany,  of  Begina,  Sask., 
in  iits  TOonitlhly  store  pap«r  for  employes  ran  an 
article  headed  "Do  yon  read  tihe  trade  papers t" 
which  said:  "If  yon  do  not,  you  are  missing  a  grea;t 
opportunity  to  help  better  yourself  and  increase  your 
efficiency  to  the  store.  Trade  papers  are  mirrors  of 
what  is  going  on  around  us  in  other  stores  in  otiher 
places — ^in  other  words,  they  chronicle  the  merchandis- 
ing news  of  the  country — news  tihait  you  ought  to  read. 

"They  help  to  broaden  your  owin  views  by  giving 
the  views  of  others.  They  contain  splendid  arguments, 
botlh  pro  and  con,  on  the  vital  merchandising  questions 
of  the  day — arguments  that  you  should  know. 

"Your  department  manager  receives  the  trade 
pa;pers  pertaining  to  his  department  and  will  be  only 
too  glad  to  loan  them  to  you.  Ask  for  them  and  read 
theim." 


December,  1915 


THE  RETAIL  DRUGGIST  OP  CANADA. 


25 


of  desire  for  advancement,  then  it  is  that  soft  platitudes 
and  high-sounding  phrases  are  of  no  avail. 

This  is  for  negative  salesmen,  not  positive  ones.  The 
man  who  is  surrounded  and  choked  up  with  weeds  of 
indolence,  neglect,  and  carelessness  is  the  one  I  want 
to  reach. 

Pulling  weeds  loosens  the  roots  and  injures  the 
growing  plant  for  the  moment ;  but  soon  it  lifts  its  head 
and  takes  on  new  growth  in  the  free  soil,  becoming 
sturdy  and  eventually  fruitful  instead  of  a  weak,  with- 
ered, inanimate  thing  almost  crushed  out  by  the  weeds 
that  were  gradually  sapping  its  life. 


ciates  your  efforts  in  making  the  sale,  whether  it  is  in 
your  section  or  in  some  other. 

Attention  between  the  time  of  closing  the  sale  and 
before  the  time  the  customer  leaves  the  store  very 
often  means  another  sale.    Get  after  it. 


THE  INTERVAL  AFTER  THE  SALE 

A  good  many  clerks  do  not  make  the  use  they  might 
of  the  interval  between  the  making  of  a  sale  and  the 
time  the  customer  leaves  the  store.  It  is  frequently 
possible  in  that  period  to  do  much  to  create  in  the 
mind  of  the  patron  a  strong  feeling  of  goodwill  to- 
wards the  store,  while  it  is  also  an  opportunity  for  the 
introduction  of  new  goods. 

The  introduction  of  new  merchandise  should  be  done 
with  the  idea  that  you  are  taking  advantage  of  a 
moment  or  two  of  a  waiting  period  to  show  your  cus- 
tomer something  with  which,  perhaps,  he  or  she  is  not 
familiar.  Never  be  insistent  aboiit  it ;  use  your  best 
manner,  your  politest  and  most  gracious  tones. 

The  customer  will  listen  to  you  and  will  look  at  your 
goods  if  you  bring  them  before  them  in  the  right  way, 
and  it  is  your  duty  to  study  out  the  right  way  for  you 
to  present  the  merchandise. 

After  completing  a  sale  never  walk  away  and  leave 
a  customer,  unless  it  be  to  wait  upon  another  who  is 
there  and  needing  attention.  Then  excuse  yourself 
politely  and  tell  your  custonier  why  you  are  leaving 
her. 

Don't  stop  to  chat  socially  with  one  customer  after 
a  sale  is  made  if  another  is  waiting  for  attention. 
When  you  leave  your  customers  before  they  get  their 
change  or  parcels,  don't  forget  either.  Be  on  hand  to 
give  it  to  them  as  soon  as  it  is  ready. 

Never  go  to  any  of  your  fellow  salespeople  and  talk 
and  laugh  over  anything  while  your  customer  is  wait- 
ing. This  creates  a  bad  impression  and  often  customers 
think  that  they  are  being  laughed  at  for  some  reason 
or  other. 

There  are  kindred  lines  to  almost  every  line  and  it  is 
possible  for  the  clerk  at  this  time  to  suggest  other  lines. 
The  firm  appreciates  every  sale  that  is  made,  and  appre- 


PXJT  A  LITTLE  PEP  INTO  THE  XMAS  CAMPAIGN 

IT  behooves  the  clerk  to  lend  his  best  efforts  and 
energy  to  the  Christmas  campaign  that  is  about  to 
open — to  put  a  little  peji  and  ginger  into  his  work 
and  back  it  up  by  real  enthusiasm.  We  all  know  that 
things  have  not  been  as  rosy  as  they  might  have  been 
this  year  and  the  boss  needs  all  the  business  he  can  get 
if  he  is  to  make  a  creditable  showing  when  the  books 
are  balanced  at  the  end  of  the  year. 

So,  do  your  best  for  him  during  the  balaaice  of  the 
year.  You  are  one  of  his  lieutenants  and  he  needs  your 
best  assistance  in  the  fight  for  business  and  a  favor- 
able record  for  1915.  He  will  recognize  and  appreciate 
the  fact  that  you  are  doing  ymir  bes.t  for  him  and  the 
business.  Leaving  aside  the  fact  that  It  may  prove 
beneficial  to  you  in  a  financial  way  there  is  mucih  sat- 
isfaction to  the  clerk  in  knowing  that  he  has  done  his 
best. 


Wit  and  Wisdom  for  the  Clerk 


Wives  of  great  men  remind  us  of  it  pretty  often. 

•  •     • 

"Have  you  ever  made  a  serious  mistake  in  putting 
up  a  prescription?"  asked  the  customer  of  the  apothe- 
cary. 

"Never  but  once,"  said  the  drug  man.  "I  charged 
a  man  30  cents  instead  of  a  dollar  and  a  half." 

•  •     •. 

To  realize  how  it  feels  to  be  better  off,  sit  down  on  a 

hot  stove. 

•  •    • 

The  fellow  who  is  in  the  habit  of  blowing  his  own 
horn  usually  knows  only  one  tune. 

•  •     • 

Small  Boy — Please,  muvver  want  to  know  if  there's 
a  sugar  trust. 

Grocer — Yes,  my  lad. 

Small  Boy — Well,  Avill  yer  trust  'er  wi'  a  couple  of 
pounds? 

•  •     • 

It  often  takes  us  longer  to  make  up  our  mind  to  do 
a  thing  than  it  would  to  go  along  and  do  it. 

•  *     * 

A  merchant  in  the  Middle  West  advertises:  "Outing 
shirts — soft  as  a  government  job — and  not  so  hard  to 

get." 

•  «     • 

Many  a  man  who  owes  something  to  himself  refuses 

to  pay  it. 

•  •     • 

"I  want  some  sort  of  present  for  a  young  lady." 

"Yes,  sir;  fiancee  or  sister?" 

"Er — why^ — she  hasn't  said  which  she  will  be  yet." 

•  •     • 

If  we  could  only  endure  our  own  troubles  as  easily 
as  we  can  endure  the  troubles  of  others,  life  would  be 

one  long  sweet  song. 

•  •     # 

Even  cold  cash  may  burn  your  fingers. 

•  •     • 

Customer:  "Let  me  see  some  writing  paper,  please." 
Stationer:  "For  your  wife,  or  do  you  want  some- 
thing expensive?" 

•  •     • 

"I  simply  can't  stand  the  toot  of  an  automobile 
horn." 

"How's  that?" 

"A  fellow  eloped  with  my  wife  in  an  automobile, 
and  every  time  I  hear  a  horn  toot  I  think  he's  bringing 

her  back." 

•  •    • 

lie  is  a  pretty  blind  dealer  who  can  look  back  over 
his  past  and  see  no  place  where  he  could  have  dene 

better. 

•  •     • 

When  the  ladder  to  succes.s  is  pointed  out  to  you, 
do  not  waste  time  looking  round  for  a  moving  stairway. 
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Collins'  Course  in  Show  Card  Writing 


One  of  a  aeries  of  articles 
specially  prepared  for  this 
Journal. 


In  a  recent  lesson  we  gave  directions  for  making  a 
"box"  window  card.  This  is  done  by  scoring  and  turn- 
ing the  edges  down  all  the  way  around  like  a  box  or 
box  cover.  In  this  lesson  we  give  directions  for  mak- 
ing a  simple  backing  that  will  keep  the  card  straight 
and  at  the  same  time  form  a  support  to  keep  it  standing 
up.  Figure  21  will  give  the  idea  at  a  glance.  "A" 
shows  the  back  of  the  card.  The  support  is  made  of  a 
piece  of  cardboard  cut  the  same  shape  as  "B"  and 
"E."  After  cutting  the  cardboard  to  shape  score  it 
with  the  point  of  your  knife  where  the  dotted  lines 
show.  By  "scoring"  is  meant  to  just  cut  through  the 
surface  of  the  card  so  it  will  bend  in  the  opposite  direc- 
tion without  breaking.  It  is  very  important  to  remem- 
ber to  always  score  it  on  the  opposite  side  to  which  you 
want  it  bent.  Use  a  ruler  in  doing  the  scoring.  Muci- 
lage or  paste  the  part  "E"  to  the  back  of  the  card, 
placing  the  score  line  in  the  centre  of  the  card.  The 
object  in  cutting  the  bottom  of  the  card  on  a  bevel  is 


-Showing  three  drawings  of  a  cardwriter'a 
handy  worl;  box. 

to  allow  the  card  to  tip  backwards  when  standing  up. 
In  the  second  drawing  the  part  "D"  shows  the  sup- 
porting part  of  the  cut  piece  swung  into  position.  "C" 
shows  the  back  of  the  card  and  "E"  the  part  glued  to 
the  card.  When  you  have  made  one  of  the  supports 
and  fastened  it  to  a  card  you  will  see  how  effectively  it 
keeps  the  card  from  curving  or  curling  when  in  a  stand- 
ing position. 

Card  Writer's  Work  Box 

Every  card  writer,  no  matter  whether  he  does  much 
or  little  card  writing,  will  always  find  a  work  box  con- 


venient. There  will  come  a  time  when  he  will  be  re- 
quired to  go  outside  or  away  from  his  workroom  to 
do  some  bit  of  lettering  or  other.  It  is  then  this  box 
will  come  in  to  advantage.  But  even  though  he  does 
not  go  away  he  will  always  find  a  receptacle  of  this 
kind  will  be  very  useful  to  keep  his  pots  and  brushes 


Fig.  21 — Showing  card  support  on   back  of  card. 


and  various  other  little  things  for  casual  use  that  are 
bound  to  accumulate  with  time.  A  box  fourteen  or 
fifteen  inches  long  by  about  eight  inches  wide  and  ten 
or  eleven  inches  deep  is  a  most  convenient  size.  Boxes 
of  these  dimensions  may  be  had  at  almost  any  grocery 
or  drug  store.  Small  bottled  stuff  is  shipped  in  just 
such  boxes,  and  as  the  corners  are  sawn  dove-tailed  they 
are  excellent  for  strength  as  well  as  appearance.  When 
you  have  gotten  a  box  of  this  kind  glue  and  nail  the 
top  on  well  and  see  that  the  bottom  is  well  nailed.  This 
will  make  you  a  solid  box  with  no  opening.  With  a 
carpenter's  board  gauge,  mark  a  line  around  the  top 
about  one  and  a  half  inches  down.  With  a  fine  saw  out 
this  top  off.  This  forms  your  cover.  Next  run  a  gauge 
mark  down  the  ends  at  the  front  about  one  and  a 
quarter  inches  wide,  and  one  along  the  bottom  of  the 
front  about  three-quarters  of  an  inch  from  the  bottom. 
With  a  very  fine  fret  or  scroll  saw,  the  kind  that  is 
sometimes  classed  as  a  toy,  cut  down  both  ends  at  the 
lines  one  and  a  quarter  inches  from  the  front.  Saw 
down  till  it  meets  the  line  measured  from  the  bot- 
tom, which  should  have  been  gauged  on  the  ends  at  the 
same  time  you  gauged  the  front.  Take  a  good  sharp 
knife  that  has  a  thin  pointed  blade  and  cut  through  the 
wood  along  this  front  bottom  line  and  the  same  around 
the  ends  until  you  meet  the  cut  made  with  the  scroll 
saw.  This  will  allow  the  front  to  drop  out.  You  will 
need  two  pairs  of  neat  brass  hinges  with  which  *^o 
hinge  the  cover  and  the  front  piece  in  their  respective 
places.  It  is  very  convenient  to  have  three  or  four 
trays  for  your  various  articles,  brushes,  etc.  These 
should  be  about  three-quarters  of  an  inch  deep,  but 
the  top  one  may  be  deeper,  for  it  can  go  up  into  the 
top  of  the  box.  The  sides  and  ends  of  these  trays 
would  best  be  made  of  quarter-inch  stuff,  basswood 
preferable.  The  bottoms  should  be  of  heavy  mill  board. 
Only  put  one  support  for  all  the  trays.  The  trays  may 
sit  on  top  of  each  other.    The  convenience  of  this  will 
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Plate    38 — Snowcapped    sparred    half   block — Lower   case. 


be  found  when  you  want  to  get  into  the  bottom  of  your 
box,  you  can  lift  all  the  trays  out  together  without 
pulling  them  out  one  at  a  time,  which  you  would  have 
to  do  if  each  tray  was  supported  singly.  The  supports 
for  the  bottom  tray  may  be  made  of  two  pieces  of  tin 
about  a  half  of  an  inch  wide  and  the  length  of  the  width 
of  the  trays.  Bend  these  the  long  way  at  right  angles 
in  the  centre.  Nail  one  of  these  to  each  end  of  the  box 
the  proper  height  for  the  bottom  tray  to  rest  on.  You 
will  need  a  couple  of  fasteners  similar  to  suitcase  clasps 
for  the  front  of  the  box,  to  hold  the  cover  down  and  the 
front  drop  in  place.  A  strap  or  suitcase  handle  will 
answer  for  the  top. 

We  show  three  working  drawings  for  making  a  box 
of  this  kind.  One  shows  the  box  closed,  one  with  the 
top  open  and  the  front  drop  in  place,  the  other 
with  the  top  open  and  the  front  drop  down  and  one 
tray  out.  These  sketches  should  be  quite  enough  to 
show  you  how  to  construct  it. 

For  color  receptacles  you  can  obtain  empty  jam  jars 
with  screw  tops  that  will  answer  the  purpose  nicely. 
On  the  inside  of  the  front  drop  fix  a  place  to  carry  a 
small  tack  hammer  and  a  screwdriver.  These  you  will 
find  almost  indispensable.  You  will  frequently  want  to 
drive  a  tack,  and  the  screwdriver  will  answer  for  a  tack 
puller  and  screwdriver. 

Alphabets 

Every  card  writer  finds  at  Christmas  time  a  need  for 
snow-capped  letters  for  various  Christmas  cards.  These 
letters  should  be  used  only  for  a  line  or  even  only  one 
word  that  is  needed  to  be  emphasized.  Almost  any 
style  of  letter  may  be  treated  in  this  snow-capping 
way.  But  the  wide-stemmed  letters  show  to  better 
advantage  than  the  "thick  and  thin"  styles.  This  de- 
sign is  a  spurred  half-block  letter.  They  are  not  diffi- 
cult to  make  and  the  color  may  be  either  red  or  black. 


If  red  is  used  the  snow  will  have  to  be  outlined  in  black. 

Sample  Cards 

The  group  of  cards  shown  this  month  are  a  number  of 

"spatter  work"  designs.     This  is  almost  fine  enough 

for  air  brush  work,  but  they  are  all  spatter  work.  The 


Samples    o£   Spatter   Work   Designs 

backgrounds  are  done  in  various  high  colors  and  the 
letters  in  reds  and  black  with  shading  to  harmonize 
with  backgrounds. 
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Plate  37 — Snowcapped   spurred  half  block — OapitaU, 
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Sale  of  Alcohol  by  Druggists  in  Ontario  to  the  Fore  Again 

Recent  Toronto  case  in  which  a  fine  of  $300  and  costs  was  imposed  for 
the  sale  of  liquor  on  a  bogus  prescription  brings  question  into  the  limelight 


By  the  scribe 


A  RECENT  alcohol-selling  case  in  Toronto,  in 
which  a  fine  of  $300  was  handed  out,  brings  the 
sale  of  alcohol  by  druggists  in  Ontario  very  pro- 
minently to  the  fore  once  more.  The  screws  have  been 
put  on  tighter  and  tighter  in  this  province  during  the 
past  few  years  in  regard  to  the  sale  of  liquor  by  drug- 
gists until  it  seems  that  the  druggist  is  taking  a  mighty 
big  chance  in  selling  it  at  all  without  exercising  the 
greatest  precautions  to  avoid  violating  either  the  letter 
or  intentions  of  the  Act.  In  this  case,  in  which  David  M. 
Dickey,  a  clerk  for  J.  M.  Whiting,  at  his  store  at 
1190  St.  Clair  Ave.,  was  fined  $300  and  costs,  there  was 
apparently  no  intention  of  violating  the  law,  but 
technically  the  law  was  broken  and  the  fine  imposed. 
The  alcohol  was  supplied  on  a  prescription,  but  the 
prescription  turned  out  not  to  be  signed  by  a  legally 
qualified  medical  practitioner,  and  to  bear  no  date. 
These  were  the  points  on  which  the  conviction  was 
made  without  taking  into  consideration  the  fact  that 
the  clerk  and  the  manager  of  the  store  acted  in  good 
faith  in  supplying  the  liquor,  believing  that  everything 
was  in  proper  order. 

Peculiar  Circumstances  of  Case 

It  is  only  fair  to  the  clerk  who  sold  the  alcohol,  the 
manager  of  the  store  and  to  Mr.  Whiting,  that  the 
unusual  combination  of  circumstances  that  turned  out 
so  unfortunately  should  be  recorded.  The  story  will, 
no  doubt,  prove  interesting  to  other  druggists  and  will 
drive  home  to  them  the  necessity  of  taking  the  greatest 
precautions  in  selling  alcohol,  if  they  would  escape  con- 
tributing $300  to  the  province.  We  will  give  thp 
facts  briefly. 

Some  time  about  last  June,  the  person  who  was  sup- 
plied with  the  liquor  visited  the  Whiting  store  and, 
after  making  a  purchase,  commenced  a  conversation 
with  Mr.  Agnew,  the  manager,  during  which  he  intro- 
duced himself  as  a  physician,  giving  Agnew  his  card, 
reading  "Dr.  Turk,  107  Oakwood  Ave."  He  talked 
of  medical  matters  and  so  left  no  other  impression  but 
that  he  was  a  doctor.  He  was  a  customer  of  the  store 
on  and  off,  and  was  naturally  always  greeted  as  "Dr. 
Turk." 

On  the  night  in  question,  he  entered  the  Whiting  store 
and  asked  the  clerk  for  some  alcohol.  The  clerk  said 
he  could  not  supply  it  without  a  prescription.  He 
replied  that  he  was  a  doctor,  and  it  was  a  funny  thing 
if  he  couldn't  get  some  alcohol  when  desired.  When 
the  clerk  further  insisted  on  a  prescription,  he  replied 
"Well,  I  can  give  you  a  prescription."  He  was  asked 
if  he  was  registered  in  Ontario,  and  on  stating  he  was. 
he  was  supplied  with  a  prescription  blank,  filled  it  out, 
and  signed  his  name.  The  prescription  was  then  sub- 
mitted to  Mr.  Agnew,  the  manager,  and  as  he  knew 
"Dr."  Turk,  and  believed  him  to  certainly  be  a  phy- 
sician, he  gave  permission  for  the  prescription  to  be 
filled.  It  was  put  up,  the  store's  label  attached  and 
duly  registered,  the  prescription  being-  numbered  and 
filed  away. 

On  his  way  home,  the  purchaser  stopped  to  chat  with 
a  policemap  whom  he  kpew.    He  stated  that  he  had 


been  over  getting  some  liquor  for  his  wife  who  was 
ill.  The  policeman  asked  where  it  was  procured,  was 
informed  and  appropriated  the  bottle.  A  summons 
was  issued  and  a  conviction  registered  with  very  little 
evidence  being  taken  with  the  exception  of  the  sub- 
mitting of  the  liquor  and  the  bogus  prescription. 

Onus  is  on  the  Druggist 

It  must  certainly  be  admitted  that  Mr.  Whiting  was 
the  victim  of  a  peculiar  combination  of  circumstances, 
especially  in  view  of  the  statement  of  Mr.  Whiting 
that  the  bottle  from  which  the  liquor  was  supplied  was 
the  first  that  had  ever  been  in  the  store,  having  been 
secured  to  care  for  a  medicinal  prescription  containing 
alcohol  that  came  in  regularly  from  a  local  doctor.  It 
certainly  does  not  seem  fair  or  just  that  a  conviction 
should  be  allowed  in  view  of  the  fact  that  "the  alcohol 
was  supplied  in  good  faith.  No  recognition  was  taken 
of  the  fact  that  the  prescription  was  a  bogus  one.  It 
indicates  how  the  onus  is  being  put  on  the  druggist  in 
regard  to  the  sale  of  alcohol,  even  to  physicians.  It 
would  appear  that  unless  the  druggist  is  absolutely 
certain  that  the  doctor  is  a  duly  qualified  physician, 
that  he  must  demand  to  see  his  certificate  if  he  would 
play  safe. 

First  Time  for  $300  Fine 

Another  feature  of  the  case  is  that  for  the  first  time 
a  fine  of  $300  was  imposed.  The  largest  minimum 
fine  previously  imposed  in  such  a  case  was  $100.  This 
is  certainly  a  huge  minimum  fine. 

For  a  second  conviction,  not  only  is  a  fine  imposed, 
but,  in  addition,  the  certificate  of  the  druggist  is 
cancelled  for  a  period  of  two  years.  It  will  therefore 
be  readily  recognized  that  the  breaking  of  the  law, 
either  technically  or  literally,  is  apt  to  bring  disastrous 
consequences  to  the  druggist. 

Greatest  Precautions  Should  be  Taken 

The  Retail  Druggist  finds  that  quite  a  few  druggists 
in  Ontario,  especially  in  the  larger  centres,  have  given 
up  the  sale  of  alcohol  altogether,  feeling  that  the 
chances  taken  are  altogether  too  large,  especially  in 
view  of  the  fact  that  it  contributes  little  in  profit  or 
prestige  to  the  store  to  handle  it. 

Where  dealers  find  it  necessary  or  desirable  to  sell 
it,  the  greatest  precaution  should  be  taken  to  make  cer- 
tain that  the  Act  is  observed  in  every  particular.  The 
pamphlet  sent  out  by  the  Ontario  College  of  Pharmacy 
giving  the  Pharmacy  Act,  also  contains  extracts  from 
the  Liquor  License  Act  relating  to  the  druggist,  and 
these  should  be  carefully  studied.  _^ 

Chief  Features  of  Liquor  Act 

According  to  the  Act,  a  druggist  may  sell  liquor 
for  strictly  medicinal  purposes  in  packages  of  not 
more  than  six  ounces  at  one  time,  but  "only  under  a 
bona-fide  prescription  duly  signed  by  a  legally  quali- 
fied medical  practitioner." 

Again,  "No  druggist  shall  sell  or  give,  or  supply 
liquor  to  any  person  upon  the  requisition  of  a  medical 
praetitioner  unless  such  requisition  is  dated  and  ad- 
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dressed  to  him  by  name  and  states  the  kind  and  quan- 
tity of  liquor  and  the  purpose  for  which  it  is  to  be  sup- 
plied, and  the  name  and  address  of  the  person  to  whom 
it  is  to  be  delivered,  and  if  such  person  is  not  the  person 
for  whose  use  the  liquor  is  to  be  procured,  then  the 
name  and  address  of  such  last-mentioned  person." 

But,  be  it  noted,  "No  such  requisition  shall  author- 
ize the  sale  of  more  than  six  ounces  of  liquor." 

The  only  time  when  liquor  can  be  sold  without  a 
prescription  is  when  same  is  required  owing  to  a 
serious  injury  or  to  the  fainting  of  a  person  who  may 
be  brought  or  shall  come  into  the  premises  of  the  drug- 
gist or  into  contiguous  premises,  and  the  same  is  urg- 
ently required  for  the  relief  of  such  person.  In  such 
cases  it  can  be  supplied  in  quantities  of  not  more  than 
six  ounces  at  one  time. 

There  are  other  features  regarding  the  recording  of 
sales  and  the  filing  of  alcohol  prescriptions  that  the 
druggist  should  be  well  acquainted  with.  All  these 
are  contained  in  the  extracts  of  the  Liquor  Act  con- 
tained in  the  College  Bulletin. 


FORMULARY 

Special  'Preparations  for  the  "Druggist 


SHAVING  CREAM  FOR  COLLAPSIBLE  TUBES 

J.  L.  S. :  We  submit  the  following  as  a  cream  for  col- 
lapsible tubes.  A  pleasing  perfume  should  be  mixed 
with  the  almond  oil : 

White  soap  1  part 

Rose  water   4  parts 

Dissolve  with  heat  and  add  to 

Almond  oil  V2  part 

Spermaceti  ointment   V2  part 

Mix  in  a  warm  mortar,  and  when  it  cools  add  gly- 
cerin and  water,  of  each  one-half  part.  Perfume  with 
bitter  almond  oil  or  lemon. 

SHAMPOO  CREAM 

Fine  white  soap V2  ounce 

Rose  water  1  fl-  ounce 

Ammonia  water 1  A-  ounce 

Alcohol  or  bay  rum V2  ^-  ounce 

Soft  water,  enough  to  make 8  fl.  ounces 

Cut  the  soap  into  thin  shreds  and  dissolve  in  warm 
water  by  the  aid  of  heat ;  when  cool,  but  not  cold,  add 
the  ammonia  water,  and  lastly  the  rose  water  and  alco- 
hol.   Stir  constantly  while  adding  the  other  ingredients. 

CORN  CURE 

Salicylic  acid   4  drachms 

Alum 20  drachms 

Ether 10  drachms 

Alcohol 2  drachms 

Canada  balsam V2  ounce 

Flexible  collodion  >•  •  •     3  ounces 

Carmine to  tint 

Put  up  in  2-drachm  square  bottles,  with  gla-ss  rod  in 

cork.     Dip  the  cord  and  bottle  neck  in  a  mixture  of 

flake  white,  resin  and  wax. 

LINOLEUM  POLISH 

Constant  Reader:  You  will  find  either  of  the  two 
following  linoleum  polishes  very  good. 


1.  White  ceresine   1  ounce 

Hard  paraflSn 2  ounces 

Oil  of  turpentine 4  ounces 

Benzine 1  ounce 

2.  Yellow  ceresine  4      ounces 

Hard  paraffn  2^?^  ounces 

Boiled  linseed  ml  1^^  ounces 

Oil  of  turpentine 16      ounces 

Oil-soluble  cerotin  orange ^/^  drachm 

CONTENTS  OP  SARGOL  TABLETS 

Some  time  ago  C.  E.  Chase,  of  Rocanville,  Sask.,  wrote 
in  asking  for  the  contents  of  Sargol  Tablets,  advertised 
as  a  flesh  producer.  An  analysis  of  the  tablets  (aver- 
age weight  5.3  grains)  showed: 

Zinc  phosphide    0.7  per  cent. 

Lecithin 1.9  per  cent. 

Calcium  hypophosphite   12.9  per  cent. 

Sodium  and  potassium  hypophos- 

phites 7.7  per  cent. 

Albumen   (soluble)    4.2  per  cent. 

Insoluble  protein  (coagulated  albu- 
men?)    10.8  per  cent. 

Sugar 18     per  cent. 

MANGE  OINTMENT 

Subscriber:  We  submit  the  following  preparations 
for  mange,  one  being  an  ointment  and  the  other  a  lotion. 
We  give  the  ointment  first : 

Yellow  mercurous  iodide  10  grains 

Salicylic  acid V2  ounce 

Sublimed  sulphur 3  ounces 

Pine  tar 3  ounces 

Coal  tar,  washed  V2  ounce 

Sturgeon  oil,  enough  to  make 2  pints 

Shake  well  and  apply  at  night;  wash  off  in  the 
morning. 

Mange  Lotion 

Liquid  storax 5  c.c.  (mils) 

Tincture  of  green  soap 15  c.c.  (mils) 

Oil  of  birch  tar  1  c.c.  (mil) 

Solution  of  potassium  hydroxide.  . .     5  c.c.  (mils) 

Alcohol,  enough  to  make   100  c.c.  (mils) 

Mix,  and  after  two  days,  filter. 

This  is  to  be  applied  twice  a  week  after  washing. 


CAMPHORATED  CHALK  IS  SUBJECT  TO  WAR 
TAX 

Two  enquiries  have  been  received  by  The  Retail 
Druggist  as  to  whether  camphorated  chalk  should  bear 
a  war  tax  stamp.  One  dealer  who  enquired  was  of  the 
opinion  that  it  should  not,  as  camphorated  chalk  is 
contained  in  the  British  Pharmacopoeia.  It  should  be 
remembered,  however,  that  the  section  excluding  prep- 
arations recognized  by  the  pharmacopoeia  has  to  do 
with  medicinal  preparations  under  the  head  of 
"proprietary  or  patent  medicines,"  while  camphorated 
chalk  is  primarily  a  preparation  for  the  teeth,  and 
comes  under  the  head  of  "perfumery." 

The  other  enquirer  stated  that  he  sold  camphorated 
chalk  for  cleaning  silvenvare,  and  wished ,  to  know 
if  it  should  be  stamped  when  sold  for  that  purpose. 

The  Retail  Druggist  took  the  matter  up  with  the  In- 
land Revenue  Department  at  Ottawa.  The  secretary 
states  that  camphorated  chalk  is  covered  by  the  term 
'perfumery,'  as  defined  in  subsection  3,  section  14,  of 
the  Special  War  Revenue  Act,  and  is,  therefore,  subject 
to  the  war  tax." 
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MANY  FORMULAS  FOR  "LIQUID"  RINGWORM 
CURE  SUBMITTED  BY  READERS 

The  Retail  Druggist: 

Kindly  give  formula  in  your  journal  for  a  "liquid" 
ringworm  cure  for  human  use. 

H.  G.  HUNTER. 

Walkerton,  Ont. 

This  request  was  received  a  month  ago,  and  as  we 
did  not  have  on  file  a  ringworm  cure  in  liquid  form 
that  we  could  recommend,  we  ran  a  three-line  note  in 
our  November  issue,  asking  if  any  reader  could  supply 
us  with  a  good  formula.  That  The  Retail  Druggist  is 
closely  read  and  that  druggists  are  glad  to  help  one 
another  is  indicated  by  the  number  of  responses  re- 
ceived to  our  request,  for  which  we  wish  to  thank  con- 
tributors. 

Two  from  New  Brunswick 

A.  Wilfred  Coombes,  druggist,  of  St.  Marys,  N.B., 
and  with  a  branch  in  Marysville,  has  sent  in  two  cures. 
He  states  that  he  has  used  the  first  formula  on  small 
ringwormB  with  marked  success,  but  has  never  tried 
No.  2. 

1.  Sulphuric  acid 1  part 

Water 16  to  20  parts 

Sig. — Apply  with  a  brush  or  feather  night  and  morn- 
ing. 

If  the  solution  is  too  strong  and  causes  pain,  dilute 
with  water.  If  irritation  is  excessive,  rub  on  a  little 
oil.  Avoid  use  of  soap. 

2.  Wash  the  head  with  soft  soap  every  morning  and 
apply  following  lotion  every  night: 

Sodii  bicarbonas   %  drachm 

Vinegar  4  ounces 

Make  solution. 

Remedy  from  Cobourg  Dealer 

The  following  is  submitted  by  W.   H.   A.   Semple, 

druggist,  of  Cobourg,  Ont. : 

Hydrargyri  subchloridum   20  grains 

Tincture  iodine i/2  ounce 

Sig. — Paint  the  clear  liquid  to  the  part  night  and 

morning. 
The  iodine  is  not  soluble.    A  shake  label  is  to  be  put 

bottle  and  applied  as  directions. 

"Winnipeg  Subscriber"  sends     us     the     following 

method  of  treating  ringworm  which  was  submitted  to 


"The  Lancet"  by  C.  Hughes  Foley,  M.B.,  B.Ch. :  "The 
part,  being  first  washed  with  a  strong  solution  of 
sodium  bicarbonate,  is  next  swabbed  with  a  piece  of 
lint  moistened  with  spt.  stheris,  to  remove  grease.  It 
is  next  dried,  painted  with  tinct.  iodo,  and  an  ethyl- 
chloride  spray  immediately  applied.  I  find  it  best  to 
work  with  a  pair  of  ethyl-chloride  tubes  in  each  hand. 
as  I  thus  cover  a  larger  area  in  quicker  time.  The 
deeper  the  disease  process,  the  longer  the  spray  must 
be  applied.  I  spray  until  the  integument  gets  china- 
white,  then  I  cease.  It  will  be  found  that  in  from 
twenty-four  to  forty -eight  hours  the  patch  of  ringworm 
has  become  quiescent.  Next  little  tiny  spots  should 
be  looked  for  and  treated  in  a  similar  manner,  when 
they  also  disappear  in  from  a  few  days  to  a  week.  $n 
ringworm  of  the  scalp  three  or  four  applications  of 
iodine  and  spray  are  required,  but  on  the  face  or  smooth 
surfaces  one  application  suffices. 

Recommends  Ammoniated  Mercury  Ointment 

Fred  G.  Niebel,  208  Dundas  Street,  recommends  the 
use  of  ammoniated  mercury  ointment  for  ringworm. 
It  is  applied  night  and  morning  to  the  affected  parts. 
While  this  is  not  a  liquid,  it  has  been  found  very  effec- 
tive. He  states  that  nothing  but  superfat  soap  should 
be  used.    Alkali  varieties  should  be  avoided. 

"Subscriber,"  of  Calgary,  also  recommends  white 
precipitate  ointment.  He  notes  that  in  the  new  phar- 
macopoeia, benzoated  lard  is  used  in  place  of  wbite 
paraffin  ointment  in  preparing  this  ointment,  and  that 
only  1  part  in  20  of  the  other  ingredient — ammoniated 
mercury — is  used,  in  place  of  1  in  10  as  in  the  B.  P.  of 
1898. 


METAL  PASTE  TUBES 

An  Ottawa  subscriber  writes:  "Would  you  put  me 
in  touch  with  some  firm  making  metal  tubes  for  tooth- 
paste?" 

Venesta,  Ltd.,  Great  Towers  St.,  London,  Eng.,  make 
some  of  the  'best  tubes  on  the  market.  A.  H.  Wirtz, 
Ltd.,  Chester,  Pa.,  and  Standard  Tube  &  Specialty  Co., 
New  Brighton,  Pa.,  are  other  makers. — Editor. 


When  yoix  crowd  a  customer  into  buying  something 
not  really  needed  or  wanted,  you  are  wasting  valuable 
energy  in  making  him  dissatisfied  with  your  store. 


The  new  Central  Technical  School  recently  opened  in  Toronto.  Both  day  and  evening  classes  will  be  conducted  iu  a  big  range  of  subiects.  Some 
of  those  of  special  interest  to  druggists  are  the  courses  in  show  card  writing  and  chenaistry.  The  work  in  chemistry  is  designed  for  those  engng^ed 
as  laboratory  assistants,  those  who  are  Interested  in  manufacturing  methods  based  on  chemical  reactions,  and  those  who  wish  to  qualify  as  analysts 
or  individual  chemists. 
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Puzzlers  for  the  Druggist 


Queer  orders  that  are  both 
puzzling  and  amusing 


SOME  ([ueer  orders  are  encountered  in  the  drug  store 
that  puzzle  the  brains  and  frequently  tickle  the 
funny  bone  of  the  man  behind  the  counter,  if  he  is 
one  of  those  who  pick  the  bright  spots  out  of  life's 
little  difficulties.  The  prescriptions  written  by  many 
physicians  are  difficult  to  decipher,  but,  in  the  language 
of  the  street,  they  have  nothing  on  the  orders  received 
from  many  customers  who  frequently  do  not  know  the 
name  of  the  article  they  want  and  more  often  would 
not  know  how  to  spell  it  even  if  they  did  know  how  to 
pronounce  it. 

Name  of  a  Drug — Not  of  a  Girl 

The  greatest  difficulty  comes  from  customers  having 
a  slight  idea  of  the  pronunciation  of  a  drug  line  de- 
sired, and  then  trying  to  write  the  name  from  their 
understanding  of  the  pronunciation.  For  instance,  if 
you  had  a  young  boy  hand  you  a  note  reading 

FLO  McNISSAH 

would  you  jump  to  the  conclusion  that  some  Scotch 
Lassie  by  the  name  of  Flo  had  arrived  in  town  and  had 
mistakenly  sent  her  name  to  you  instead  of  the  local 
newspaper  office,  or  would  you  take  a  more  practical 
view  of  things  and  recognize  it  as  an  order  for  a  well 
known  drug?  This  order  was  received  by  II.  G.  Hnnter, 
of  Walkerton.  Ont.,  and  easily  interpreted  as  "fluid 
magnesia." 

A  Real  "Corker"  of  a  Puzzle 

Below  we  reproduce  another  order  received  by  Mr. 
Hunter  that  is  not  so  easy  to  solve.  In  fact,  it  might 
well  be  described  as  a  "corker."  Before  reading  any 
further,  just  look  it  over — exhibit  A  in  the  group  be- 
low. It  is  certainly  a  sticker  in  addition  to  having  read- 
ing matter  of  a  rather  amusing  nature.  The  name  of 
the  drug  is  a  mixture  of  English  and  German — and 
some  mixture  too.  The  lady  who  sent  in  the  order 
could  only  give  the  drug  name  in  German — Wacholder- 
beeren — Juniper  berries.  Note  also  the  reading  of  the 
order, ' '  whole ' '  being  written  as  '  'hole, ' '  and  ' '  ground ' ' 
as  "grinded." 

Send  Us  Along  Your  "Puzzlers" 

A  druggist  recently  had  a  call  for  "bamboo  sulphur," 
and  on  questioning  the  party  as  to  what  it  looked  like, 


got  the  answer  that  it  "spit  out  of  the  glass."  Bromo 
seltzer  was  wanted.  The  Druggists'  Circular  tells  of  a 
slip  of  paper  brought  in  with  "Big  John's  Pills"  writ- 
ten on  it.  After  going  the  rounds  of  the  store,  it  was 
referred  to  the  proprietor,  who  hit  on  what  was  wanted 
in  a  few  moments.  Like  most  of  such  inquiries,  it  was 
easy  when  you  know  how.  In  a  loud  whisper  or  under- 
tone repeat  over  and  over  rapidly  the  words  "Big 
John's"  and  the  solution  will  come  itself,  as  it  will 
merge  automatically  into  "Beeeham's  Pills" — the  cor- 
rect answer. 

Can  you  solve  exhibits  "B"  and  "C"  reproduced  be- 
low? This  is  something  for  our  puzzle  solvers  to  put 
in  their  spare  time  on.  Send  us  along  your  solutions. 
We  will  also  welcome  additional  "puzzlers"  received 
by  our  readers  as  well  as  any  similarly  amusing  things 
that  develop  in  the  store.  Let  us  have  a  little  enter- 
tainment each  month  by  the  solving  of  "puzzlers." 
Send  us  along  your  contribution  to  the  "puzzlers" 
page. 

Christmas — a  widely-observed  holiday  on  which 
neither  the  past  nor  the  future  is  of  so  much  interest 
as  the  present. 

«     •     • 

The  male  teacher  asked  Johnny  to  give  a  sentence 
using  the  word  "dynamite." 

Johnny's  sentence  was:  "My  sister  Susie  wouldn't 
let  you  kiss  her  but  Dina  might." 

•  •     • 

A  seventh-grade  boy  encountered  the  following  sen- 
tence in  his  grammar  examination:  "The  horse  and  the 
cow  is  in  the  field."  He  was  told  to  correct  it  and 
to  give  his  reason  for  the  correction.  This  is  what 
he  wrote:  "The  cow  and  horse  is  in  the  field.  Ladies 
should  always  come  first." 

•  •    • 

A  teacher,  in  Central  School  was  instructing  her 
class  in  the  rudiments  of  the  English  language. 

"Pietro,"  she  said,  "make  a  sentence  using  the 
word  'indisposition'." 

Pietro,  who  was  of  a  pugilistic  turn,  assumed  an  ag- 
gressive attitude  and  announced: 

"When  youse  wants  to  fight,  you  Stands  in  dis  posi- 
tion." 


B 
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"PUZZLERS." 

Here  are  some  samples 
of  real  puzzlers  for  our 
readers  to  solve.  Look 
them  over  and  then 
read  the  accompanying 
article.  Further  "puz- 
zlers" received  by  our 
readers  are  solicited. 
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O.C.P.  Council  Discusses  Apprenticeship  of  Clerks  at  Front 

A  good  deal  of  discussion  took  place  on  this  matter  at  semi-annual 
meeting  of  Ontario  College  of  Pharmacy — Other  features  of  session. 


THE  Council  of  the  Ontario  College  of  Pharmacy 
held  its  semi-annual  session  in  Toronto  during 
the  week  of  Nov.   15,  when  various   questions 
of  interest  to  the  drug  trade  of  the  province  were  taken 
up  and  discussed.     The  election  of  officers  resulted  as 
follows : 

President,  A.  J.  Johnston,  Sarnia. 
Vice-president,  E.  R.  Wigle,  Goderich. 
Registrar-treasurer,  W.  B.  Graham,  Toronto. 

Be  Apprentices  at  the  Front 

A  good  deal  of  discussion  took  place  in  regard  to 
treatment  of  drug  apprentices  while  serving  at  the 
Front.  A  number  of  enquiries  in  regard  to  the  ques- 
tion had  been  received.  The  By-laws  and  the  Legislation 
Committee  presented  the  following  resolution,  which 
was  adopted :  "  In  view  of  the  many  inquiries  received 


by  the  registrar-treasurer  from  apprentices  as  to  what 
would  be  done  in  regard  to  their  time  if  they  went  on 
active  service,  your  committee  feel  that  recognition 
is  due  all  such,  and  would  advise  that  all  apprentices 
who  have  served  two  years,  who  enlist,  be  allowed  one 
year  on  their  time,  or  such  portion  of  said  year  as  they 
may  put  in  on  active  service,  where  such  service  may 
be  as  medical  compounder  with  Army  Service  Corps; 
then  sueh  service,  whether  for  a  longer  or  shorter 
period,  may  be  allowed  as  Council  deem  best,  and  that 
each  case  be  dealt  with  on  its  merit  on  their  return 
from  the  Front." 

In  regard  to  Paul  T.  Cochrane,  of  St.  Thomas,  who 
has  joined  the  2nd  Canadian  Contingent  Pioneer  Corps, 
and  who  has  served  an  apprenticeship  of  three  years, 
it  was  decided  that  he  be  allowed  the  time  on  his 
apprenticeship  that  he  will  serve  in  the  army. 

Recommend  Revised  B.P.  and  Canadian  Formulary 

In  conformity  with  the  action  taken  by  the  Council 
of  the  College  of  Physicians  and  Surgeons  of  Ontario, 
the  O.C.P.  Council  endorsed  the  revised  British  Phar- 
macopoeia and  recommended  dispensing  according  to 
its  standard. 

The  Council  expressed  a  hope  that  members  take 
advantage  of  the  new  issue  of  the  Canadian  Formulary 
for  the  production  of  ethical  pharmaceutical  prepara- 
tions and  promote  its  use  and  preference  for  the  com- 


binations therein  elaborated.  It  was  recommended  that 
in  future  editions,  the  metric  system  of  weights  and 
measures,  as  adopted  by  the  British  Pharmacopoeia, 
be  exclusively  indicated. 

Reciprocity  with  Victoria,  Australia 

In  regard  to  reciprocal  agreement  between  the  Phar- 
macy Board  of  Victoria,  Australia,  and  the  O.C.P.,  the 
agreement  was  ratified,  and  all  applicants  from  that 
state  will  now  be  registered  upon  complying  with  the 
said  agreement,  and  paying  a  fee  of  $50. 

Regret  was  expressed  that  the  Saskatchewan  Phar- 
maceutical Association  could  not  see  its  way  clear  to 
enter  into  an  agreement  for  reciprocity  in  registration 
as  submitted  by  the  O.C.P.,  and  in  view  of  the  points 
raised  in  their  letter  to  the  College,  it  was  decided 
that  the  Saskatchewan  Association  be  asked  to  submit 
an  agreement  containing  their  views  for  the  considera- 
tion of  the  O.C.P.  Council. 

Educational  Meetings  in  Various  Districts 

It  was  decided  that  a  series  of  divisional  meetings 
be  arranged  throughout  the  Province  during  the  com- 
ing summer,  to  be  addressed  by  Registrar-treasurer 
Graham  and  F.  S.  Mearns,  solicitor  of  the  College,  with 
a  view  to  a  better  understanding  of  the  Pharmacy  and 
other  Acts,  in  which  retail  druggists  are  interested 
and  should  be  conversant  with.  President  Johnston. 
Henry  Watters,  T.  E.  McLellan  and  J.  F.  Roberts  were 
appointed  to  aid  the  Infringement  Committee  in  plan- 
ning these  meetings. 

It  was  decided  that  when  complaints  for  alleged 
violation  of  Pharmacy  Act  are  being  considered  by  the 
Infringement  Committee  that  the  representative  on  the 
Council  in  the  district  in  which  the  offence  is  claimed, 
should  be  deemed  a  member  of  the  committee. 

The  Council  desires  it  to  be  known  that  the  practice 
of  serving  apprenticeship  in  a  drug  store  while  en- 
gaged in  another  occupation  is  contrary  to  the  Phar- 
macy Act,  and  warning  is  issued  that  any  such  ap- 
prenticeship will  not  be  accepted. 

Notes  of  the  Meeting 

The  reports  of  Dean  Heebner  and  Treasurer  W.  B. 
Graham  will  be  included  in  the  published  minutes  of 
the  Council  meeting. 

Regret  was  expressed  at  the  serious  illness  of  Miss 
Mildred  Naylor,  stenographer  at  the  College,  who  will 
not  be  able  to  return  for  some  time,  and  she  was 
granted  leave  of  absence  with  four  weeks'  salary. 

Members  of  the  Council  present  included:  Henry 
"Watters  of  Ottawa,  E.  W.  Case  of  Picton,  J.  H.  Jury 
of  Bowmanville,  G.  E.  Gibbard  of  Toronto,  W.  H.  Wor- 
den  of  Toronto,  H.  G.  Robertson  of  Barrie,  T.  E.  Mc- 
Lellan of  Gait,  Alex.  Stewart  of  Guelph,  B.  Griffin  of 
Hamilton,  E.  L.  Wigle  of  Goderich,  J.  H.  Robertson 
of  Parkhill,  A.  J.  Johnson  of  Sarnia,  and  C.  T.  Adams 
of  Sault  Ste.  Marie. 


If  you  never  ask  customers  how  they  Uked  the  goods, 
in  all  nrobability  you  are  afraid  there  was  something 
wrong,  and  the  customers  will  think  of  that  themselves. 
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NEWS  OF  THE  TRADE 

FROM  COAST  TO  COAST 


Quebec  and  Maritime  Provinces 

Garden  Bros.,  druggists,  of  Woodstock,  N.B.,  suffered 
a  small  fire  loss. 

The  Maritime  Optical  Co.,  of  Quebec,  has  registered. 

D.  A.  Robinson,  of  Coaticook,  Que.,  has  registered  as 
Robinson 's  Pharmacy. 

Fire  caused  damage  estimated  at  between  $50,000 
and  $70,000  to  the  storage  and  manufacturing  premises 
of  the  United  Photographic  Stores,  Limited,  in  the 
Read  Building,  Montreal. 

Ontario 

H.  6.  Biglovv  has  opened  a  new  drug  business  at  Rus- 
sell, Ont. 

Isaac  Curry,  druggist,  of  Toronto,  has  sold  to  W.  K. 
Buckley. 

Tom  Allan,  of  Durham,  is  now  with  Jno.  M.  Macken- 
zie, of  Milton. 

Alex.  J.  Omond,  druggist,  of  London,  Ont.,  is  remov- 
ing to  Belmont. 

Dr.  R.  0.  Frost  has  purchased  the  drug  business  of 
0.  A.  Pogue,  of  Minden. 

J.  Livingstone,  of  Listowel.  has  returned  from  a  trip 
through  Western  Canada. 

R.  J.  Whaley.  of  Westport,  Ont..  suiTered  loss  in  the 
destruction  of  his  drug  store  and  dwelling  by  fire. 

R.  C.  Crawford  and  Mrs.  Crawford,  of  Port  Elgin, 
are  on  a  trip  to  Denver,  Col.,  and  the  Pacific  Coast, 

Wm.  Wiliamson,  of  Beaverton,  was  in  Toronto  re- 
cently, accompanying  his  son,  George,  who  was  oper- 
ated on  for  appendicitis. 

E.  J.  Birks  has  accepted  a  position  with  Frank  M. 
Haffey,  of  Orillia.  He  was  formerly  with  Ernest  A. 
Legge,  College  St.,  Toronto. 

The  stores  of  the  Taylor  Drug  Co.,  London,  Ont.,  will 
be  in  charge  of  Ed.  Mann  during  the  absence  of  Lieut. 
Taylor,  who  is  going  to  the  FVont. 

J.  M.  Kelly,  druggist,  of  West  Lome,  Ont.,  has  sold 
his  drug  and  stationery  business  to  W,  R.  Edmonds. 
Mr.  Kelly  is  enlisting  for  overseas  service. 

P.  W.  Kyle,  of  Windsor,  has  formed  a  partnership 
with  R.  A.  Blye,  of  Oakville,  under  the  firm  name  of 
Kyle  &  Blye.    Mr.  Blye  is  taking  a  medical  course. 

The  store  of  Major  H.  C.  Dunlop,  of  Goderich,  who  is 
on  active  military  duty  preparatory  to  going  to  the 
Front,  is  in  charge  of  E,  E.  Sexsmith,  recently  of 
Strathroy. 

C.  W.  McDermid  is  the  newl.y-appointed  managing 
director  of  the  Hooper  Co.,  Ltd..  at  544  Queen  St.  W., 
Toronto,  and  C.  W.  Stewart. the  new  manager  at  83 
King  Street  West. 

Mr.  J.  P.  Roberts,  of  Parkhill,  accompanied  by  Mrs. 
Roberts,  attended  the  convention  of  railway  ticket 
sellers,  at  Denver,  Col.,  and  also  took  in  the  Panama 
Exposition  at  San  Francisco. 

There  have  been  some  recent  changes  in  the  manager- 
ships in  some  of  the  Owl  Drug  Stores  in  Toronto.  J.  L. 
Heath  is  now  in  charge  at  491  Parliament  Street,  L.  S. 
Haight  at  2196  Queen  St.  E.,  and  Vernon  W.  Graham  at 
1066  Bloor  W. 

John  J.  Allen,  of  Allen  &  Cockrane,  of  Ottawa,  was  a 
recent  visitor  in  Toronto.  Allen  &  Cockrane  have  re- 
cently incorporated,  the  directors  being  J.  J.  Allen, 


Wm.  Cockrane,  T.  J.  Webster,  E.  H.  Hosterman,  and  A. 
Harold  Stirling. 

J.  A.  White,  manager  of  the  drug  store  of  Dr.  Apple- 
by, of  Parry  Sound,  Ont.,  accompanied  by  Mrs.  White, 
was  in  Toronto  on  Nov.  12,  to  say  good-bye  to  their  son, 
who  has  gone  to  the  Front  as  signaller. 

Manitoba 

I.  Caminetsky  has  opened  a  drug  store  at  St.  James, 
Man. 

W.  A.  Leslie,  of  Grand  Vital,  has  been  succeeded  by 
1).  J.  Mooney. 

C.  A.  Hunter  has  purchased  the  drug  business  of  W. 
A.  Leslie,  at  St.  Boniface. 

C  W.  Campbell,  of  Winnipeg,  has  returned  from  a 
holiday  trip  to  the  Pacific  Coast. 

Saskatchewan 

R.  A.  Swan  has  opened  a  drug  store  at  Parkside, 
Sask. 

J.  D.  McEachern,  druggist,  of  Tyvan,  Sask.,  has  sold 
to  E.  J.  Mitchell. 

A  new  drug  business  has  been  opened  at  Woodrow 
by  S.  E.  Burnham. 

W.  M.  Treadwell,  druggist,  of  Assiniboia,  has  re- 
moved to  Tribune. 

Thos.  Hawley  has  purchased  the  business  of  R.  H. 
Norris,  of  Nokomie. 

Alberta 

The  Banff  Pharmacy,  Banff,  suffered  loss  by  fire. 

F.  W.  Heath,  druggist,  of  Edmonton,  has  been  suc- 
ceeded by  Heath's  Drug  Store. 

J.  D.  Higinbotham  &  Co.,  Ltd.,  druggists,  of  Leth- 
bridge,  suffered  a  slight  fire  loss. 

Mr.  Switzer,  of  Lacombe,  Alberta,  is  now  manager 
of  the  drug  store  of  Dr.  Gibson,  at  Munson. 

Heath's  Drug  Store,  Ltd.,  of  Edmonton,  has  been 
incorporated  with  a  capital  stock  of  $20,000. 

A.  Poole,  who  has  been  with  Jas.  Findlay  &  Co.,  of 
Calgary,  is  now  with  the  mail  order  department  of  the 
Robert  Simpson  Co.,  of  Toronto. 

British  Columbia 

M.  Ware  Copeland,  of  Abbotsford,  has  sold  his  drug 
business  to  Eric  Weir.    The  latter  was  with  Wm.  Hus- 


SEND  AI.ONG  YOUR  NEWS  ITEMS 

YOU  are  no  doubt  interested  each  month  in  read- 
ing the  neiws  notes  of  druggists  in  oth«r  .parts 
of  the  Doiminlon.  You  kmow  a  good  many  of 
the  dealers  mentiiomed  personally  or  have  seen  them 
or  are  acquainted  with  their  store  or  name.  Accoird- 
imgly,  gossif  of  their  doings  is  extremely  interesting 
to  you  as  your  doings  are  of  interest  to  others. 

"We  want  to  make  this  deipartmeiit  just  as  interest 
ing  and  comiplete  as  possible,  and  ask  the  co-operation 
of  readers,  who  can  assist  us  materially  by  eeeding 
along  news  items  regarding  themselves,  their  store  or 
staff,  or  happenings  of  the  trade  in  tlheir  comimmnity. 
The  opening  of  a  new  store,  the  sale  of  a  business,  a 
change  in  the  sales  staff,  the  death  or  marriage  of  any- 
one coOTieeted  with  the  drug  trade,  enlistments  of  drug- 
gists or  clerks,  distant  trips  of  members  of  the  craft — 
all  these  and  many  other  news  items  are  welcomed  by 
the  editor. 

So  make  it  a  point  to  seind  these  news  items  along 
to  us.  You  may  also  have  an  opinion  to  express  on 
some  question  of  interest  to  the  trade,  or  a  question 
to  ask,  or  some  plan  that  you  have  tried  out  in  your 
business  that  you  think  wiould  be  of  interest  to  others. 
If  so,  send  theim  aiong.  Address  Editor,  The  Bobail 
Druggist,  32  Colborne  St.,  Toronto. 
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ton,  of  Ashcroft,  B.C.,  before  attending  the  0.  C.  P. 
last  year. 

J.  Hunter,  formerly  with  A.  C.  Van  Houten,  Nanaimo, 
is  now  with  R.  E.  Berry,  Vernon. 

Fred  J.  Williams,  of  Victoria,  has  moved  into  his  new 
store  at  the  corner  of  Government  and  Port  Streets. 

The  Owl  Drug  Co.  is  opening  its  fifth  store  in  Van- 
couver, at  the  corner  of  Hastings  and  Abbott  Streets. 

Harold  Betts,  of  Vancouver,  is  now  with  R.  E.  Berry, 
of  Vernon.  He  was  formerly  with  the  People's  Drug 
Co.,  Vancouver. 


RECENT  MARRIAGES  OF  DRUGGISTS 

Francis  H.  Cavanagh,  of  Thessalon,  Ont.,  was  re- 
cently married  to  Miss  Agnes  B.  Healy,  of  Smiths  Falls. 

J.  Percy  Leslie,  Phm.B.,  of  Owen  Sound,  has  joined 
the  ranks  of  the  benedicts,  being  married  to  Miss  Bertha 
Treleaven,  of  Toronto. 

Joseph  P.  W.  Prud'homme,  of  Montreal,  was  recently 
married  to  Miss  Laura  Constantin.  Mr.  Prud'homme 
is  manager  of  the  Leduc  Pharmacy,  Ontario  St. 


NEWS  NOTES  OP  INTEREST  TO  DRUGGISTS 

A.  W.  Croft,  vice-president  of  Wm.  Croft  &  Sons, 
Limited,  Toronto,  died  on  Nov.  7. 

The  Toronto  Pharmacal  Company,  Toronto,  are  erect- 
ing new  premises  at  the  corner  of  Dundas  and  Brock- 
ton Ave.,  at  a  cost  of  $7,000. 

W.  B.  Graham,  registrar-treasurer  of  the  Ontario 
College  of  Pharmacy,  has  been  appointed  a  Justice  of 
the  Peace  for  the  County  of  York. 

Recent  visitors  at  the  Ontario  College  of  Pharmacy 
included  Reginald  C.  R.  Bell,  of  Windsor,  and  E.  Ester 
Dairs,  of  Hamilton.  The  latter  was  in  Toronto  attend- 
ing the  convention  of  the  Sunday  School  Asociation. 

Dr.  John  G.  Stewart,  a  veterinary  surgeon,  appeared 
in  the  Toronto  Police  Court  on  two  charges  of  prescrib- 
ing cocaine. for  purposes  other  than  medicinal.  He 
pleaded  guilty  to  both  and  was  fined  $10  and  costs  on 
each  charge. 

In  the  window  dressing  contest  for  St.  Thomas,  Ont., 
merchants  during  International  Display  Week,  E.  C. 
Harvey,  druggist,  won  second  prize  with  a  unique  dis- 
play of  cameras. 

Peter  Bawden,  of  Ridgetown,  examiner  in  botany  for 
the  O.C.P.,  was  a  recent  visitor  in  Toronto,  and  is  look- 
ing in  fine  health  after  the  illness  that  prevented  him 
from  acting  in  his  usual  capacity  at  the  last  examina- 
tions. 

Notice  has  been  received  that  the  Skidmore  Drug  Co., 
of  Portland,  Oregon,  has  moved  into  temporary  prem- 
ises, following  a  fire  which  destroyed  their  store.  Cana- 
dians will  be  interested  in  this  fact,  because  Ralph 
Crysler,  who  graduated  from  the  Ontario  College  of 
Pharmacy  in  1886  is  president  and  manager  of  this 
company.     Mr.  Crysler  came  from  St.  Catharines. 


RECENT  INCORPORATIONS  OF  DRUG  CONCERNS 

The  Zoetic  Co.,  of  Montreal,  dealers  in  drugs,  have 
been  incorporated. 

Business  Systems,  Limited,  of  Toronto,  has  been 
incorporated,  with  a  capital  stock  of  $500,000. 

E.  W.  Jeffress,  Limited,  Walkerville,  Ont.,  has  been 
incorporated,  with  a  capital  stock  of  $40,000,  to  manu- 
facture chemicals  and  drugs.  Edward  W.  Jeffress,  of 
Detroit,  heads  the  concern. 


The  Mills  Chemical  Co.,  of  Toronto,  has  been  incor- 
porated, with  a  capital  stock  of  $20,000,  to  deal  in 
pharmaceutical,  chemical,  and  other  preparations. 

Allen. &  Cockrane,  Limited,  druggists,  of  Ottawa, 
Ont.,  have  been  incorporated,  with  a  capital  stock  of 
.$250,000.  This  company  operates  five  stores  in  the 
capital,  and  is  headed  by  John  J.  Allen  and  Wm.  Cock- 
rane. The  incorporators  include  E.  H.  Hosterman, 
Joseph  N.  Harmer,  Arthur  H.  Stirling,  Wm.  T.  Ken- 
dall, and  Clifford  J.  Webster,  druggists. 

National  Toy  and  Novelties,  Limited,  of  Toronto, 
has  been  incorporated  with  a  capital  stock  of  $40,000. 

Atlantic  Chemicals,  Limited,  of  Toronto,  has  incor- 
porated, with  a  capital  stock  of  $50,000,  to  deal  in 
chemicals  and  drugs. 


REXALL  CLUB  OF  SASKATCHEWAN  FORMED 

At  a  meeting  of  shareholders  of  the  United  Drug 
Company  for  Southern  Saskatchewan,  held  at  Regina, 
a  Rexall  Club  of  Saskatchewan  was  formed,  with  the 
following  officers : 

President — ^Harry  Brodie,  Moose  Jaw. 

Vice-President — C.  McDonald,  Prince  Albert. 

Secretary-treasurer — R.  T.  Chown,  Saskatoon. 

A  branch  distributing  warehouse  is  to  be  established 
by  the  United  Drug  Co.  in  the  West,  and  the  meeting 
was  much  in  favor  of  Regina  as  the  location.  Several 
matters  pertaining  to  the  development  of  the  drug 
business  were  discussed  and  the  druggists  were  made  to 
realize  that  the  time  had  come  for  a  change  from  the 
old-time  drug  store  to  the  modern  pharmacy.  Ad- 
vertising in  all  its  phases  was  discussed  thoroughly. 

The  meeting  was  wound  up  by  a  banquet  at  the 
Assiniboia  Club,  when  civic  officials  extended  a  warm 
welcome  and  able  replies  made  by  Chairman  Brodie 
and  other  druggists.  Some  of  those  in  attendance  were: 
H.  Brodie,  Moose  Jaw ;  R.  T.  Chown,  Saskatoon ;  A. 
Foley,  Shaunavon;  W.  Moore,  Melville;  G.  McCuiag. 
Lang;  W.  Harkness,  Rouleau;  M.  A.  Elliott,  Milestone; 
H.  Koch,  Midale ;  0.  S.  Mitchell,  Weyburn ;  L.  Wright. 
Assiniboia ;  R.  Pennington.  Moosomin ;  H.  M.  Woodhul. 
Francis;  W.  Gordon,  Qu'Appellc;  W.  Sweet,  Yellow 
Grass;  J.  McKee,  Guelph,  Ontario;  J.  W.  McCoubrey, 
Toronto ;  T.  Carson,  and  T.  Patterson,  western  repre- 
sentatives of  the  United  Drug  Company. 


TO  PROVIDE  LITTLE  LUXURIES  FOR  CONVAL- 
ESCENT SOLDIERS 

The  merchants  of  Barton  St.,  Hamilton,  Out.,  have 
organized  for  the  purpose  of  supplying  cigars,  cigar- 
ettes, and  other  little  luxuries  for  those  in  the  Victoria 
Convalescent  Home  for  Returned  Soldiers,  located  on 
Barton  Street,  of  the  Ambitious  City.  J.  A.  Zimmer- 
man, druggist,  of  1096  Barton  Street,  is  president  of 
the  organization,  with  W.  Connor  as  vice-president, 
J.  A.  Laird  as  treasurer,  and  H.  W.  Simpson  as  secre- 
tary. Each  merchant  is  to  contribute  $1  a  month  to 
the  fund. 


There  is  no  better  advertising  For  the  store  than 
lhe  right  treatment  of  the  people  who  pci.ie  into  it  to 
trade.    Tt  pays  better  than  any  otjicr  kind. 

•     •     • 

Get  all  the  recreation  you  can,  but  don't  pick  out  the 
Icinds  that  are  too  expensive  for  your  income.  The 
value  of  recreation  is  usually  in  an  inverse  ratio  to 
its  cost. 
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MAJOR  MUMFORD  ROSE  FROM  THE  RANKS 

Major  C.  A.  Mumford,  retail  druggist,  of  Halifax, 
N.S.,  whose  photograph  we  reproduce  here  through  the 
courtesy  of  the  Bulletin  of  Pharmacy,  has  risen-  from 
the  ranks  to  his  present  military  position.  His  regi- 
ment, which  was  one  of  the  first  to  go  on  active  duty 


Major  C.  A.  Mumpord,  of  Halifax,  N.S. 

when  war  broke  out  and  to  offer  itself  for  service  in 
Europe,  is  now  on  outpost  duty  at  McNab's  Island. 
Major  Mumford  has  been  in  the  drug  business  in  Hali- 
fax for  25  years. 

S.  B.  SCOBELL  COMMANDS  NEW  DURHAM  REGI- 
MENT 

Sidney  B.  Scobell,  of  Bowmanville,  who  graduated 
from  the  O.C.P.  in  1902,  who  has  been  junior  major  of 
the  84th  Battalion,  has  accepted  the  post  of  commander 
and  organizer  of  the  county  battalion  of  Durham 
County.  He  has  been  in  the  militia  for  12  years,  being 
with  the  19th  Regiment  of  St.  Catharines,  and  since 
the  war  has  been  on  active  service,  first  on  the  border  at 
Niagara  Falls  power  plants  and  bridges  and  latterly 
with  the  84th  Battalion. 


MORE  MEMBERS  OF  DRUG  TRADE  WHO  ARE 
GOING  TO  THE  FRONT 

Harry  P.  Woodcock,  of  Cobourg,  Ont.,  has  enlisted 
and  is  now  at  Barriefield.  Mr.  "Woodcock  served  three 
years  with  the  Cobourg  Artillery  and  two  years  with 
the  40th  Regt.  Infantry. 

Messrs.  Geo.  and  Roy  Parke,  sons  of  Walder  Parke, 
druggist,  of  Hamilton,  are  now  in  camp  at  Toronto, 
preparing  to  go  to  the  Front. 

Gordon  Davis,  formerly  with  the  Warne  Drug  Co., 
Peterboro,  has  enlisted  with  the  80th  Battalion. 

Russell  Harland,  formerly  head  clerk  with  J.  S. 
Shurie,  has  joined  the  80th  Battalion,  and  is  now  in 
training  at  Barriefield. 

Percy  R.  Jeffrey,  of  McEwen's  Drug  Store,  Calgary, 
left  recently  with  a  regiment  to  join  the  Princess 
Patricia's. 

Lieut.  Taylor,  of  London,  is  an  oificer  of  the  Mounted 
Rifles,  mobilized  in  London,  Ont.,  for  overseas  service. 

W.  J.  Kavanagh,  manager  for  L.  G.  Ryan,  Notre 


Dame  St.  W.,  Montreal,  has  enlisted  with  the  battalion 
being  raised  by  General  F.  S.  Meighen. 

Major  H.  C.  Dunlop,  of  Goderich,  Ont.,  is  on  active 
military  duty  preparatory  to  going  to  the  Front. 

J.  M.  Kelly,  of  West  Lome,  Ont.,  has  sold  his  store 
to  enlist. 

Lieut.  L.  D.  Orr,  of  Vancouver,  and  Lieut.  A.  R. 
Mann,  formerly  of  Grand  Forks,  B.C.,  have  received 
appointments  as  pharmacists  to  the  No.  5  General 
Hospital,  receiving  the  rank  of  first  lieutenants. 

Members  of  last  year's  (1913-14)  class  of  the  Ontario 
College  of  Pharmacy  who  have  enlisted  for  overseas 
service  include  T.  A.  M.  Ferguson,  of  Toronto;  H.  C. 
Keller,  of  Chatham ;  Geo.  C.  Hodgins,  of  Niagara  Falls ; 
C.  G.  Fuest,  of  Vancouver;  J.  R.  White,  of  Walkerton, 
and  Corp.  A.  R.  Wilkins,  of  Toronto. 


WINNIPEG  DRUGGIST  BACK  FROM  FRONT  TO 
FORM  NEW  BATTALION 

Capt.  H.  A.  Wise,  of  the  8th  Battalion,  Winnipeg, 
passed  through  Toronto  on  his  way  home  from  the 
Front  recently.  The  captain  is  returning  to  assist  in 
the  formation  of  a  new  battalion  in  that  city.  He  was 
through  all  the  big  engagements  with  the  exception  of 
Ypres,  the  latter  being  missed  owing  to  a  fall  from  his 
horse,  which  laid  him  up  in  the  hospital  for  a  few 
weeks. 

"I  escaped  any  serious  damage,"  said  the  captain. 
"It  may  have  been  just  as  well  that  I  did  miss  the 
Ypres  engagement,  because  I  found  out  afterwards  that 
my  sleeping  bag  was  riddled  with  bullets." 

Captain  Wise  has  lived  in  Winnipeg  for  22  years 
and  prior  to  enlisting  had  been  in  the  drug  business 
for  fifteen  years. 

DRUGGIST  FINED  IN  HAMILTON  DRUG  CASE 

A  Hamilton,  Ont.,  restaurant  keeper  drew  a  $200 
fine  and  a  three-month  term  in  jail  for  selling  drugs 
for  other  than  medicinal  or  scientific  purposes.  The 
drugs  were  procured  through  a  local  doctor  who  was 
haled  into  the  court  also  and  fined  $30.  He  had 
given  prescriptions  for  one  hundred  tablets  a  week 
for  four  weeks.  Two  local  druggists  who  supplied  the 
drugs  on  prescription  orders  were  fined  $5  each  be- 
cause they  neglected  to  get  the  names  of  those  who 
received  prescriptions.  The  law  says  that  a  druggist 
shall  not  furnish  any  drug  "except  upon  a  written 
order  or  prescription,  signed  by  a  duly  authorized 
and  practising  physician,  veterinary  surgeon  or  den- 
tist." Without  the  authority  of  the  prescribing  phy- 
sician, veterinary  surgeon  or  dentist,  a  druggist  shall 
not  use  any  prescription  to  sell  any  drug  on  more  than 
one  occasion  and  he  shall  not  neglect  to  make  out  and 
preserve  a  proper  record  in  a  suitable  book  of  the  name 
of  the  physician,  veterinary  surgeon  or  dentist  signing 
such  order  or  prescription,  the  date  of  filling  same, 
and,  in  the  case  of  a  prescription,  the  name  of  the  per- 
son for  whose  use  the  prescription  was  granted. 

The  person  who  breaks  this  Act  is  liable  to  a  fine  not 
exceeding   $200   and   costs,   or   to   three   months'   im- 
prisonment, or  to  both  fine  and  imprisonment. 
•     •     • 

J.  H.  Thompson,  of  Moose  Jaw,  and  R.  A.  Patrick, 
Yorkton,  Sask.,  have  been  recommended  as  dispensers 
for  the  Saskatchewan  Hospital  Unit,  which  was  offered 
and  accepted  by  the  Militia  Department  for  service  «t 
the  Front. 
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Dispensers  With  Medical  Corps 
Get  Rank  of  Lieutenant 


THE  campaign  to  secure  a  proper  standing  for 
pharmacists  who  join  the  militia  as  dispensers 
has  borne  fruit.  The  rank  of  lieutenant  has  been 
granted  to  such.  This  is  indicated  by  a  despatcTi  from 
London,  Eng,.  as  we  go  to  press.    It  reads : 

"All  Canadian  pharmacists  known  hitherto  as  ser- 
geant-dispensers will  be  granted  the  nominal  rank  of 
lieuteniant  in  the  Medical  Corps." 

This  is  the  result  of  the  fight  that  has  been  put  up  by 
the  Canadian  drug  trade  to  secure  a  proper  standing 
for  members  of  the  craft  who  render  professional  ser- 
vices in  the  militia.  Up  to  the  present,  pharmacists 
joining  the  Army  Medical  Corps,  as  dispensers,  have 
been  given  only  the  rank  of  sergeant,  while  dentists  and 
veterinaries,  as  well  as  nurses,  have  ranked  as  commis- 
sioned officers — from  lieutenant  upward.  In  view  of 
the  responsibilities  and  professional  services  rendered, 
it  was  only  just  that  pharmacists  should  rank  accord- 
ingly. 

The  present  order  has  been  issued  as  a  result  of  the 
persistent  and  continued  appeals  of  the  Canadian 
Pharmaceutical  Association,  backed  up  by  the  drug 
press,  the  provincial  organizations,  and  individual 
druggists.  Many  members  of  the  craft  had  about  given 
up  hopes  of  proper  recognition  of  their  brother  drug- 
gists serving  at  the  Front,  so  that  the  present  order 
shows  the  result  of  persistent  organized  effort  by  the 
trade. 

ROUP  CURE  THAT  IS  DISSOLVED  IN  DRINKING 
WATER  WANTED 

We  have  received  an  enquiry  from  a  Winnipeg  sub- 
scriber who  desires  the  formula  for  a  roup  cure  in 
powder  form  which  is  dissolved  in  the  drinking  water. 
Can  any  of  our. readers  supply  us  with  such  a  formula? 


RESULTS  OP  SEMI-ANNUAL  EXAMINATIONS  OF 
B.C.  ASSOCIATION 

Major.— Passed  in  order  of  merit — J.  J.  O'Neil.  Van- 
couver, B.C.;  H.  F.  Morrow,  Victoria,  B.C.;  E.  T.  Weir, 
Abbotsford,  B.C.;  Frank  Moran,  Vancouver,  B.C. 

Passed  now  and  on  previous  occasions — ^H.  Battson, 
New  Westminster,  B.C. ;  B.  A.  Emery,  Victoria,  B.C. ; 
Earl  Harcus,  Vancouver,  B.C. ;  Walter  Jaynes,  Kelowna, 
B.C.;  j;  H.  Lemmax,  Victoria,  B.C.;  R.  A.  Royston, 
Duncans,  B.C.;  J.  T.  Smith,  Vancouver.  B.C.;  A.  J. 
Teiffel,  Vancouver,  BC. 

Starred  in  subjects:  Botany — W.  J.  Lyle,  Vancouver, 
B.C.;  E.  H.  Lyle,  Vancouver,  B.C.;  H.,  Polonis,  Van- 
couver, B.C. 

Minoi-:— 'Passed  (in  order  of  merit)— Franz  McNary, 
Vernon,'  "B:C:  (  W.  Fisher,  Victoria,  B.C. ;  S.  Murphy, 
Vancouver,  B.C. ;  D.  H.  Soule,  Victoria,  B.C. 

Passed  now  and  on  previous  occasions — A.  G.  Cas- 
well, Victoria,  B.C. ;  L.  C.  Macken,  Vancouver,  B.C. 

J.  A.  Tepoorten  Gold  Medal. — For  minor  genera 'i 
proficiency,  embracing  the  examinations  held  in  April 
and  October,  1915 — Norman  G.  Watson,  Armstrong, 
B.C. 

The  board  also  reported  the  following  as  qualified 
for  registration  without  examination ; 


As  certified  apprentices — Nan  Jean  Wells,  Henry 
Blamenauer,  W.  F.  Wright,  A.  P.  Labelle,  T.  P.  Pear- 
dou;  as  certified  apprentice  upon  production  of  Latin 
qualification — A.  M.  Purvis;  as  certified  upon  produc- 
tion of  full  qualification  papers — A.  L.  Vince;  as  certi- 
fied clerks — F.  Moran,  Harry  Hipwell,  W.  R.  Baulten,. 
Vlanche  Keeley. 

Board  of  examiners — John  Cockrane,  chairman;  F- 
C.  Stearman,  J.  M.  Fisher. 


THOSE   WHO   PASSED   QUARTERLY   EXAMINA- 
TIONS OF  QUEBEC  ASSOCIATION 

The  following  passed  the  quarterly  preliminary  ex 
aminations  of  the  Quebec  Pharmaceutical  Association, 
held  in  Montreal :  F.  Charbonnier,  Ivan  Bowman,  Ade- 
lard  Bourque,  Henry  Gotlieb,  Rene  Adam,  J.  Baroslou,. 
Armand  Besner,  Lucien  Malo,  S.  Leorner,  P.  Pachim,, 
Henri  Quesnel,  Emile  Girard,  L.  A.  Germain,  F.  Matta,, 
Paul  Jodoin,  6.  Labrosse,  U.  Rouleau. 

The  following  have  passed  on  all  subjects  but  one :: 
Lindor  Trudel,  J.  A.  Gagnon,  E.  G.  Barrette,  T.  E. 
Gouche,  Paul  Boismenu,  Henri  Montpetit,  Jean  Gal- 
ardo,  J.  H.  Bolton,  L.  J.  Deearie,  A.  Bernard,  Oza 
Mallioeuf,  Gabriel  Fauteux,  J.  C.  Robinson,  Raoul 
Lareau,  Robert  Beriau. 


TRADE  STATISTICS  HERALD  ADVENT  OF 
BETTER  BUSINESS 

(Continued  froTn  page  23.) 

for  the  time  being  closed  to  all  loans  except  those 
being  obtained  by  the  Government  for  war  purposes, 
it  is  imperatively  necessary  that  the  exports  .should 
exceed  the  imports.  That  this  result  is  being  obtained 
to  an  extent  far  beyond  our  expectations  is  evident 
from  the  preliminary  returns  recently  issued  regarding 
the  trade  for  the  first  six  months  of  the  present  fiscal 
year. 

The  exports  of  Canadian  merchandise  of  all  kinds 
during  the  six  months  had  an  aggregate  value  of 
$246,392,148,  or  an  increase  of  36  per  cent,  compared 
with  the  corresponding  period  of  1914. 

As  the  imports  of  merchandise  were  $213,588,919  the 
trade  balance  for  the  six  months  was  $32,803,229  in  our 
favor,  something  for  which,  in  view  of  the  large  charges 
we  have  to  meet  abroad,  we  should  be  much  gratified. 

Fewer  Failures  and  Larger  Assets 

Still  another  statistical  proof  of  the  increasing  health 
of  the  trade  and  commerce  of  Canada  is  the  record  of 
failures. 

The  failures  during  the  month  of  October  were  17.'), 
compared  with  315  the  same  month  a  year  ago,  a  de- 
.  crease  of  80  per  cent.  The  total  assets  of  the  finns 
failing  was  $1,159,445  compared  with  $1,153,859.  and 
the  liabilities  $2,328,901  against  $2,711,690,  while  the 
proportion  of  assets  to  liabilities  was  49.78  compared 
with  42.55. 

There  was  thus  an  all-round  improvement. 


The  United  Drug  Co.  keeps  an  honor  roll  of  those 
who  sell  the  most  Rexall  goods.  Thos.  0.  Wooten, 
secretary-treasurer  of  the  International  Association  of 
Rexall  clubs,  who  was  in  Toronto  recently,  stated  that 
it  looked  as  if  there  would  be  just  as  many  Canadian 
dealers  on  the  roll  this  year.  That  doesn't  look  bad 
for  business  conditions  in  Canada,  despite  the  war. 


December.  1915 


THE  RETAIL  DRUGGIST  OP  CANADA. 


3T 


Fancy  Goods,  Novelties  and  Photographic  Supplies 

A  tiepaiirtKnl  of  means  and  methnJs  of  increasing  business  in  photographic  sup- 
plieSf   pennants,  playing  cardst   pens,  ink,  sporting  goods,    nwdties,  china,    etc. 

II 

THE  HARVEST  SEASON  FOR  FANCY  GOODS 

The  present  is  the  big  harvest  season  iu  fancy  goods, 
toys,  china,  and  other  kindred  lines  handled  in  the 
drug  store,  and  every  dealer  should  make  the  most 
of  it.  Prominence  should  be  given  to  these  lines  by 
all  the  publicity  agents,  such  as  advertising,  window 
display,  etc.  Displays  should  be  changed  often  so  as 
to  present  stock  to  customei-s  in  a  diiferent  way  each 
time  they  visit  the  store.  It  is  funny,  but  nevertheless 
true,  that  a  customer  will  pass  by  an  article  one  time 
but  if  she  sees  it  again  displayed  in  a  different  way, 
it  may  appeal  to  her. 

To  get  the  best  profit  out  of  the  season,  it  is  neces- 
sary that  stock  be  well  cleaned  up  when  the  selling 
period  draws  to  a  close.  As  the  wind-up  of  the  selling 
season  heaves  in  sight,  special  elTort  should  be  put 
behind  those  lines  that  it  is  desirable  should  be  cleaned 
up.  It  is  wonderful  what  can  sometimes  be  done  in 
this  direction  if  clerks  are  instructed  to  specialize 
on  a  line  that  is  desired  to  clear  the  decks  of. 

Even  when  Christmas  has  passed,  opportunities  for 
selling  Xmas  gifts  are  by  no  means  over.  New  Year 
gift  giving  has  been  gaining  in  popularity  in  recent 
years  and  there  are  always  a  good  many  people  who 
receive  gifts  at  Xmas  time  from  unexpected  sources. 
and  who  desire  to  reciprocate.  Make  it  a  point  to  go 
after  this  trade  between  Xmas  and  New  Year. 


CUT-GLASS  ADVERTISING 

A  good  many  druggists  handle  cut  glass  and  feature 
it  around  Christmas  time.  We  would  here  give  some 
descriptive  matter  for  ads  devoted  to  this  line. 

A  DISTINGUISHED  CHRISTMAS  is  assured  if 
only  you  will  carefully  exercise  your  right  of  choice 
in  the  matter  of  presents.  Some  things  have  a  per- 
manent and  classic  value  like  the  works  of  a  great 
master.  Blank  cut  glass  is  as  cheerful  as  sunlight — 
as  beautiful  as  a  flower.  Made  in  a  great  variety  of 
designs,  and  for  all  uses  it  is  practical  as  well  as 
ornamental. 

HOLIDAY  CUT  GLASS.— The  sparkle  and  glitter  of 
cut  glass  among  the  Christmas  presents  is  bound  to 
be  appreciated  by  the  woman  with  a  pretty  home. 
Our  cut  glass  has  beauty  and  richness  and  at  prices 
that  are  reasonable. 


PUSH  FLASHLIGHTS  FOR  XMAS  GIFTS 

Druggists  who  handle  flashlights  should  push  them 
strongly  as  Xmas  gifts.  There  is  hardly  any  person 
who  cannot  make  good  use  of  a  flashlight,  and  so  it 
makes  a  most  appropriate  gift. 

Father  would  welcome  one  for  going  down  cellar 
to  fix  the  furnace  or  into  another  room  to  locate  his 
pipe— mother  would  be  glad  to  have  one  for  visitinj; 
the  attic  or  looking  for  garments  in  dark  closets — 
malady  could  make  use  of  a  small  one  that  she  might 
slip  into  her  purse  when  making  an  evening  call.  It 
would  be  convenient  for  reading  house  numbers  and 
locating  the  keyhole  when  she  returns  home. 


SUBSCRIPTIONS  SOLICITED  FOR  CANADA'S 
TOBACCO  FUND 

There  are  70,000  Canadian  soldiers  on  the  firing  line, 
with  the  number  increasing  every  week,  and  tobacco 
is  an  essential  to  all  these  men  with  but  few  excep- 
tions. To  fill  the  demand  for  the  70,000  packets  or 
more  recjuired  each  week,  of  which  not  one-tenth  is 
now  being  supplied,  the  Overseas  Club  has  organized 
Canada's  Tobacco  Fund,  and  solicits  subscribers.  To 
supply  the  demand  70,000  weekly  subscribers  are  re- 
(luired  at  25  cents  a  week. 

Each  contribution  of  25  cents  will  supply  a  package 
containing  50  best  quality  Canadian-manufactured  cig- 
arettes, one-fifth  of  a  pound  of  Canadian  best  quality 
manufactured  tobacco,  a  box  of  matches  and  a  reply 
post  card.  The  object  of  the  post  card  is  to  enable 
the  recipient  to  acknowledge  the  gift.  The  subscrib- 
er's name  and  address  are  written  on  the  post  card, 
and  the  soldier  at  the  Front  has  merely  to  write  his 
thanks  on  the  back.  It  is  possible  to  send  gifts  to 
special  individuals,  companies  or  regiments,  and  if  a 
contributor  expresses  his  wishes  in  this  respect,  giving 
regimental  number  and  full  particulars,  every  effort 
will  be  made  to  secure  delivery.  Packages  of  tobacco 
and  cigarettes  can  only  be  sent  to  Canadian  soldiers  on 
active  service;  not  to  those  in  England  or  in  Canada. 

The  office  of  the  Overseas  Club  is  at  Room  28,  Wind- 
sor Hotel,  Montreal. 


Many  a  woman  has  worn  her  mind  to  a  frazzle  by 
changing  it  so  often.  i 


Passing  Business  Thoughts 

By  W.  L.  E. 


Santa  Claus  would  pass  into  oblivion-  were  it  not 
for  the  assistance  fiegets from  the  storekeeper. 


Business  is  gradually  improving,  and  every  little 
effort  put  forth  to  accelerate  it  will  hasten  the. 
return  of  normal  conditions. 

It  is  now  the  time  for  the  retailer  to  put  on  his 
'Uhitiking  cap"  as  a  preliminary  to  meditation 
upon  the  Christmas  holiday  trade. 

Some  of  the  cities  in  the  United  States  are  hold- 
ing what  they  term  fire  prevention  days.  It  would 
be  a  good  thing  for  business  men  to  have  fire  pre^ 
vention  days  all  the  year  lound.  

Advertising  is   being  more  widely  employed  in  ■ 
business   because    its   potency    is    becoming   more 
widely  recognised. 
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THE  STATIONERY  DEPARTMENT 


-I      A  dtpartment  devoted  lo  ttatlonery.  keok',  post  cards  and  associated  lines      ll 


PUSH  STATIONERY  STRONGLY  FOR  CHRISTMAS 

A  strong  drive  should  be  made  on  stationery  during 
the  next  few  weeks  because  this  is  a  most  appropriate 
line  for  gift  giving  for  both  sexes  and  all  ages.  Every- 
body writes  letters  and  everybody  welcomes  a  gift  of 
stationery. 

The  argument  that  Xmas  gifts  are  frequently  use- 
less to  the  recipient  certainly  does  not  apply  to  sta- 
tionery. 

A  suggestive  Xmas  ad.  featuring  stationery  was  given 
in  our  last  issue.  Why  not  use  this  ad  and  back  it 
up  by  good  display?  Stationery  may  be  displayed 
along  with  other  lines,  but  it  is  a  good  plan  to  have 
a  ledge  or  pedestal  on  which  a  special  showing  of  this 
line  can  be  made. 


FEATURING  OF  FOUNTAIN  PENS 

A  good  many  druggists  do  not  sell  as  many  fountain 
pens  as  they  could  if  they  would  only  put  forth  a 
special  effort  to  promote  sales  of  this  line.  A  fountain 
pen  is  a  convenient  and  handy  article  for  every  person, 
and  a  necessity  for  many.     There  are  accordingly  many 


This  Advertisement 

has  been  written  with  a  $2.50  Waterraan  Foointain  Pen 
which  has  been  in  daily  use  for  the  past  nine  years 
(and  probably  good  for  as  mamy  more).  During  that 
tLme  it  'hias  never  been  laid  up  for  repairs. 

WHY       NOT       CALL 
FOR  YOURS  TO-DAY? 

You'll  get  better  value  now  than  nine  years  ago,  for 
the  moidern  Pens  have  the  self-filling  device  arid  are 
otherwise  improved  where  possible  without  additional 
cost. 

The  Douglas  Co.,  Limited 


A  good  fountain  pen  advertisefnent. 

opportunities  for  this  sale.  A  little  special  featuring 
means  much  in  inducing  sales.  It  is  probable  that  a 
good  many  possible  customers  do  not  know  that  you 
handle  this  line.  Give  it  some  publicity  by  window 
display  and  advertisement.  Your  ad  should  not  only 
point  out  that  you  handle  fountain  pens,  but  impress 
on  readers  the  advantages  of  the  particular  pen  you 
handle. 


SALE  OF  POST  CARDS  PROHIBITED 

The  chief  press  censor  for  Canada  draws  the  atten- 
tion of  all  concerned  in  the  publication  or  sale  of  pic- 
ture post  cards  or  photographs  to  the  fact  that  photo- 
graphs, profile  outlines,  drawings  or  silhouettes  of  any 
of  H.M.  ships,  or  picture  post  cards  of  the  same  charac- 
ter, that  might  in  any  way  assist  enemy  agents  in  the 


identification  of  H.M.  ships,  come  under  regula- 
tion 18  of  the  Defence  of  the  Realm  Regulations,  and 
should  no  longer  be  exposed  for  sale. 

An  instruction  issued  at  the  request  of  the  War 
Office  draws  attention  to  the  desirability  of  withdraw- 
ing from  sale  picture  post  cards  and  photographs 
representing  docks,  harbors,  shipyards,  defences,  am- 
munition works,  etc.  It  may  be  mentioned  that  letters 
or  post  cards  containing  information  in  the  form  of 
photographs  or  in  any  other  forms,  the  communication 
of  which  is  forbidden  by  the  naval  and  mililtary 
authorities,  may  be  stopped  by  the  British  post  office 
officials  without  notice  to  the  sender. 


PERSONAL  TOUCH  TO  XMAS  GREETING 

Last  year,  Cawker's  Drug  Stores,  of  Medicine  Hat, 
Alberta,  ran  the  following  Xmas  greeting  to  customers 
in  the  local  paper:  "We  take  this  opportunity  of 
extending  to  all  our  patrons  a  very  Merry  Christmas 
and  a  happy  and  prosperous  New  Year."  The  feat- 
ure was  that  this  was  signed  by  the  managers  and  head 
clerks  in  their  two  stores,  thus  possessing  a  personal 
touch  that  should  have  appealed  to  customers. 


GO  AFTER  SCHOOL  TRADE  AT  BEGINNING  OP 
NEW  TEEM 

As  soon  as  Xmas  business  is  over,  the  dealer  should 
prepare  for  the  openirg  of  school.  Th?  beginning  of 
a  new  term  always  briiii^s  r,  d"ni.'ma  for  new  school 
supplies,  and  every  effort  should  be  made  to  cash  in 
on  this.  Window  display  and  advertising  are  methods 
that  can  and  should  be  used. 

A  Good  Window  Display 

P.  B.  Willits  &  Co ,  Kelowna,  B.C.,  had  an  interest- 
ing window  display  for  the  opening  of  Uie  last  school 
term,  representing  "School  Days."  The  central  feat- 
ure was  a  model  of  the  Kelowna  Public  School,  made  of 
corrugated  card,  the  windows  being  of  semi-transparent 
paper  marked  to  represent  panes  of  glass.  Interior  il- 
lumination at  night  made  it  show  up  to  advantage. 
The  rest  of  the  window  was  used  for  the  display  of 
suitable  school  lines.  This  idea  could  be  used  to  good 
advantage  by  many  other  dealers. 

Small  Town  Dealer  Used  an  Ad 

The  Central  Drug  Store  (Geo.  B.  Dingraan,  pro- 
prietor), of  Durham,  Ont.,  used  an  ad  in  tlie  local 
paper  at  the  beginning  of  the  last  term.  The  head- 
ing was  "School  supplies  the  children  like,"  continuing, 
"are  the  kind  you  will  find  here.  Every  good  thing 
for  making  school  work  easy.  You  may  expect  our 
prices  to  be  entirely  moderate.  Additionally,  you  may 
expect  y6ur  children  to  be  waited  on  courteously. 
We  bid  for  your  patronage." 

Some  of  the  lines  mentioned  included  school  books, 
scribblers,  note-books,  drawing  materials,  slates  and 
pencils,  pens  and  penholders,  lead  pencils,  crayons, 
and  ink. 


December,  1915 


THE  RETAIL  DRUGGIST  OF  CANADA. 


89 


BLANK 
BOOKS 


From  our  immense  stock  we  can  supply 
every  demand  for  Blank  Books  in  all  the  differ- 
ent rulings,  bindings  and  sizes,  at  the  very 
lowest  possible  prices, — from  the  small  sized 
pocket  memo,  book  to  the  large  office  ledger, 
cash  book,  journal,  etc.,  with  suitable  paper  of 
good  quality,  and  the  best  binding.  The  line 
for  special  mention  is  our 

HALF  BOUND  RUSSIA 
SERIES 

Made  in  all  the  popular  sizes ;  Small  Octavo  up  to  Demy 
Folio, — Petty  Accounts,  Synoptic  Columnar,  Office  Ledgers,  etc.,  in 
fact  adaptable  for  every  conceivable  form  of  book-keeping. 

With  a  thoroughly  modern  factory,  and  sixty  years  of  exper- 
ience, we  have  earned  the  name  for  manufacturing  the  biggest  and 
best  line  of  Blank  Books  in  Canada. 

There  are  good  reasons 
tor  investigating 


WARWICK  BROS. 
&  RUTTER 

LIMITED 

TORONTO 
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HINTS  TO  BUYERS 

News  from  Manufacturers,  Jobbers, 
and  Agents 


MISNER  MANUFACTURING  CO. 

The  Misiier  Manufacturing  Co.,  of  Goderich,  Ont., 
manufacture  a  big  line  of  toilet  preparations  under  the 
Bentrovato  and  Invietus  Brands.  These  lines  are  made 
in  Canada,  in  a  cleanly-kept  factory,  and  are  put  up  by 
the  most  sanitary  process  known  to  modern  science. 

Bentrovato  Massage  Cream  has  a  well  earned  repu- 
tation. It  is  perfectly  smooth,  disappears,  and  rolls  oiit 
the  impurities  of  the  skin.  It  has  not  that  dry,  harsh 
after  effect  found  in  some  massages,  but  leaves  the  flesh 
fresh  and  soft.  Every  jar  is  carefully  inspected  and 
guaranteed  not  to  become  rancid  or  become  granular; 

Druggists  would  do  well  to  get  in  touch  with  this 
company,  which  is  located  at  Goderich,  Ont. 


PALMERS,  LTD.,  SETTLED  IN  NEW  PREMISES 

Palmers,  Limited,  manufacturers  of  toilet  prepara- 
tions, Montreal,  are  now  completely  settled  in  their 
new  commodious  premises  at  100  Latour  Street,  in 
close  proximity  to  the  C.P.R.,  G.T.R.  and  new  C.N.R. 
terminals.  In  a  circular  sent  out  to  the  trade  they  ex- 
tend an  invitation  to  druggists  and  their  wives  to  visit 
their  premises  and  inspect  their  line  of  imported  and 
domestic  toilet  goods. 

J.  A.  SUTCLIFPE  BACK  INTO  THE  CARD  AND 
NOVELTY  BUSINESS 

A  rare  opportunity  is  afforded  by  the  offering  on 
page  9  of  this  issue,  where  we  note  that  Mr.  J.  A.  Sut- 
cliffe  is  back  into  the  card  and  folder  line  that  is 
"Different."  The  "Different"  this  time  refers  to  prica 
— and  such  cuts  as  mentioned  should  make  great  buy- 
ing opportunities  for  the  present  time. 

Two  years  ago  Mr.  Sutcliffe  disposed  of  his  card  and 
novelty  jobbing  business,  the  purchasing  firm  retaining 
the  name  of  Sutcliffe  &  Co.  This  firm  has  recently 
assigned,  and  the  stock  has  been  purchased  by  Mr. 
Sutcliffe,  who  is  now  carrying  on  the  business. 


PICTURE  STAMPS  OF  NELSON  &  SONS 

The  Retail  Druggist  has  received  specimen  sheets  of 
the  picture  stamps  for  sale  by  Thomas  Nelson  &  Sons, 
Toronto.  They  include  a  variety  of  subjects,  includ- 
ing animals,  children,  palaces,  cathedrals,  authors,  poli- 
ticians, statues,  paintings,  children  story  book  charac- 
ters, etc.  They  are  very  well  executed,  several  of  them 
being  in  colors.  They  measure  2Y2  by  2  inches,  and 
come  10  in  a  sheet.  The  retail  price  is  5  cents  a  sheet. 
The  address  of  Thomas  Nelson  &  Sons  is  9S  King  St.  E., 
Toronto. 


in  addition,  high  medicinal  and  healing  virtues.  It 
can  be  recommended  as  a  powerful  antiseptic  and  dis- 
infectant which  is  absolutely  safe.  Particulars  of  prices 
will  be  found  in  the  advertisement  of  Henry  K.  Wam- 
pole  &  Co.,  Ltd.,  elsewhere  in  this  issue.  Druggists 
are  recommended  to  order  at  once  as  shipments  in 
severely  cold  weather  will  not  be  safe. 


SUBSTITUTE  FOR  HYDROGEN  PEROXIDE 

With  hydrogen  peroxide  very  scarce  at  the  present 
time,  something  is  needed  to  take  its  place.  An  excel- 
lent substitute  will  be  found  in  Wampole's  formolid 
antiseptic  solution,  which  possesses  in  an  efficient  de- 
gree the  cleansing  qualities  of  hydrogen  peroxide,  and 


CANADIAN  PICTORIAL 

This  elegant  magazine  delights  the  eye  while  it  in- 
structs the  mind  concerning  the  picturesque  doings  of 
an  interesting  and  highly  entertaining  world. 

Its  war  pictures  are  alone  worth  the  money. 

Each  ■  issue  is  literally  crowded  with  the  highest 
(|uality  of  photogravures,  many  of  them  worth  framing. 

It  is  the  most  popular  "Pick-me-up"  on  the  waiting 
room  tables  of  the  leading  doctors  throughout  the  Do- 
minion, and  in  the  big  public  libraries  it  is  literally 
"used  up"  by  the  many  who  are  attracted  by  its  enter- 
taining and  beautiful  pages. 

It's  a  "love  at  sight"  publication  and  it  has  depart- 
mental features  of  great  interest  to  the  young  woman 
and  the  home-maker. 

Of  it — just  to  quote  one  man's  praise  from  among 
thousands — the  late  Rt.  Hon.  Lord  Strathcona,  wrote: 

"The  'Canadian  Pictorial'  is  a  publication  which,  if 
I  may  be  permitted  to  say  so,  is  a  credit  to  Canada." 
(Signed)  Strathcona. 

On  trial  to  new  subscribers^ — twelve  months  for  only 
6.5  cents. 

The  "Canadian  Pictorial"  is  published  by  The  Pic- 
torial Publishing  Co.,  "Witness"  Block,  Montr«al, 
Canada.     Try  it  for  a  year  on  above  offer. 


BIG  CHRISTMAS  DEMAND  FOR  FLASHLIGHTS     \ 

With  another  Christmas  season  now  at  hand,  drug- 
gists all  over  the  country  are  busily  at  work  on  plans 
to  make  the  most  of  the  holiday  rush. 

From  the  experience  which  wideawake  merchants 
have  had  in  other  years  it  is  safe  to  say  that  one  of  the 
lines  which  offers  the  greatest  Christmas  profits  is  the 
electric  flasihlight. 

These  lights  appeal  to  people  as  gifts  for  many 
reasons.  Besides  being  extremely  useful,  they  are  dif- 
ferent from  the  usual  run  of  presents;  moreover,  they 
are  reasonable  in  price,  and  those  made  by  the  leading 
manufacturers  are  very  attractive  in  appearance. 

Figures  prepared  by  the  Canadian  Ever  Ready 
Works,  of  Toronto,  prove  the  great  popularity  of  flash- 
lights as  Christmas  presents.  In  this  company's  office 
many  letters  are  on  file  from  enthusiastic  dealers  w'ho 
have  written  in  about  big  holiday  sales. 

Many  dealers  have  indicated  their  intention  of  cash- 
ing in  on  the  holiday  season  by  making  Christmas 
Eveready  window  displays.  For  this  purpose  the  Cana- 
dian Ever  Ready  Works  have  prepared  an  attractive 
window  trim,  consisting  of  a  set  of  color  cards  and  a 
catchy  Santa  Clans  poster.  This  display  will  be  sent 
free  of  charge  to  any  dealer  who  writes  for  it. 

A  full-page  advertisement  of  the  company's  line 
appears  on  another  page. 


Harold  F.  Ritchie,  of  Harold  F.  Ritchie  &  Co.,  manu- 
facturers' agents,  Toronto,  has  returned  from  an  ex- 
tended trip  to  Western  Canada.  He  will  leave  for  a 
business  trip  to  the  Old  Country  the  first  of  the  year. 
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DR.  STEDMAN'S 
TEETHING  POWDERS 


TRADE   MARK 


1*.  l>^d.  (ise 
2*.  9d.        " 


-  9  Powders 
36 


Our  advertisement  appears  in  many  Canadian  Papers 

ARE  YOU  WELL  STOCKED  ? 
Thii    Line     is     worth     pushing. 

125  New  North  Road,  London,  England 


Mucilages  and  Paste 


A  LINE  TO  STOCK— The  "Acid  Curt"  Spinal  Syitem  o{  Treatment 

F.  COUTTS  &  SONS'   Guaranteed 

ACETIC   ACID 

APPROVED  FOR  HFTY  YEARS 

A  wfe,  simple,  and  efficient  Elxteinal  Remedy  for  Nerve  Com- 
plaints, Gout.  Rheumatism,  Throat  and  Chest  complaints.  Spinal 
Stomach,  Liver,  and  all  Acute  and  Chronic  Diseases. 
Can  be  obtained  in  large  and  imall  size  bottlea  from  the  followiiu  wholesale  houses  :  — 
Hamilton— Parke  &  Parke.      LoncioD,  Ont.— London  Drug  Co.     Toronto-  Lyman 
Sons  &  Co.,  National  Drug  Co..  The  T.  Eaton  Co..  The  Drug  Trading  Co.     Vic- 
toria— National  Drug  Co.     Winnipeg^ Martin  Bole  At  Wynne  Co.,  The  T.  Eaton 
Co.       Kingston— Hobart  &  So:is.     Montreal— Sharland  &  Co.,  NaboDal  Drug  Co., 
Lyman  Son*  &  Co.     Vancouver — J.  A.  Tepoortcn,  Ltd. 

"  The  Practicai  Guide"  containing  instructions  gratia  from  F.  CoutU  &  Sona 
6  Gt.  Eatiern  Street,  London,  England. 

Be  sure  to  order  "COUTTS*  Acetic  Acid" 


MADE  IN  CANADA 

IN  OUR  CANADIAN  FACTORY  AT 

9-11-13  Davenport  Road  -  Toronto 

Catalogues  mailed  to  the  trade  on  request 


The  Printing 
of  Circulars 


Demands  a  knowledge  of  ad- 
vertising as  well  as  typography. 

Our  service  department  is  in 
position  to  help  with  the  design 
and  wording,  and  our  printing 
plant  can  be  depended  on  to 
produce  the  most  effective  kind 
of  a  circular. 


THE  COMMERCIAL  PRESS 

UMITED 
32COLBORNE  ST..  TORONTO 


Christmas  Cards,  Booklets, 

Post  Cards,  Calendars 

and  Novelties 

Oar  stock  is  still  large  and  well  assorted. 
Orders  filled  same  day  as  received. 

Post  Cards,  Christmas  &  New  Year 

50c.  60c.  75c,  $1.00.  $1.25.  $1.50, 
$2.50.     $3.00,     $6.00  per  100. 

Booklet  and  Folders,  Christmas 

$1.00,  $1.50.  $2.50.  $3.00.  $5.00.  $6.00, 
$7.50,  $9.00.  $10.00.  $12.50.  $15.00 
$30.00.     $50.00  per  100. 

Booklets  and  Folders,  New  Year 

$1.00.    $2.50,    $3.00.   $5.00.  $6.00  per  100. 
Tags,  Seals  and  Gift  Cards. 

$3.00  per   100  envelopes 

Patriotic  Calendars.  In  Art  Process  Work  on 
Felt.  Have  made  a  tremendous  hit.  $6.50. 
$7.50,      $10.00.     $15.00.     $20.00  per  100. 

Pugh  Specialty  Co.,  Limited 

38  to  42  Clifford  Street. 

Toronto  Canada 
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Wellington  Goods 

sell  quickly  and  require 

no      handling     except 

handing  out.  Attractive 

show  cards  with  order 

Photo  Booklet! 
Fre« 

Wellington 
&Ward 

MONTREAL 

Also  obtaiaable  f  rocn  the 
National  Drui?  &  Chem- 
ical Co.    Ltd.    Montreal. 


AdvertUed 

throughout 

Canada 


GREAT  BRITISH  REMEDY 

GRASSHOPPER 

Ointment  and  Pills  tt'Uti 

Profirlelora  :  ALBERT  &  CO. 
Albert  House,  Farringdon  St.,  London,  England 


Wanted  to  hear  from  owner  of  a  good  Drug  store  for  sale.  State 
cash  price,  description.  D.  F.  Bush,  Minneapolis,  Minn.  o,n,d. 
MULTIGEAPHING — We  are  now  in  position  to  supply  any  of 

our  clients  with  excellent  multigrapih  work  at  lowest  cost. 
_The  Commercial  Press,  Limdted,  32  Colborne  St.,  Toronto,  tf. 
FEINTING — Circulars,    letterheads    and    other    job    printing; 

prices    moderate;    work   first   class.     The    Oommeroial   Press, 

Limited,  Toronto.  tf. 


Easy  Money 

For  the  Druggists 


You  take  the  order 
We  do  the  rest 

MA  INVESTMENT, 
llV/  TROUBLE 

Our  discount  to  You  33^% 

Get  your  share 

of  this 

business 


Your  name  on  post  card  will  bring 
detail  of  our  plan. 


Dominion  Photo  Supply  Co.,  Limited 

294  Yonge  Street,  Toronto 
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Restricted  Book 


The  borrowing  of  this  book 
is  subject  to  the  restriction  as 
checked  below. 

t.     May   be   used   only   in    the 
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